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Babies and Salesmanship 


MORE BABIES were born in 1947 in the United 
States than in any previous year. 


NEW APPLIANCES and new models of popular 
appliances are being introduced in greater number 
and variety. . 


THE APPLIANCE TRADE, manufacturers, dis- 
tributors, and dealers, are increasing the attention 
given to the vital matter of better salesmanship. 

At the beginning of the year these three facts add 
up to pretty important news for the appliance business. 


HE baby population of this country is a vital statistic in 

appliance markets. Every new baby is a customer. Their 

large and varied wardrobe demands a home laundry. 
Their milk must be protected by proper refrigeration, and as 
they grow, their more varied diet needs the careful preparation 
under the exact controls possible only with electrical cookery. 
Their electrical needs will grow with the child, but these three 
are basic and begin with birth. 

There were nearly 3,750,000 babies born in the United States 
in 1947. For some reason not clear, some of the forecasters 
indicate that there will be not quite so many born in 1948. 
Just how this can be prophesied, this writer cannot figure out, 
but at any rate the number will be very large. This record 
production of babies signifies a rapid growth in the demand 
for more homes, more space, more comforts, more electricity, 
more appliances. 


ATURATION is no bugaboo to the appliance man. Our record 
S over the years has been to produce improvements and 
revolutions in design that have kept a steady replacement, 
which as well as the constantly growing new market has car- 
ried the appliance business year by year to higher levels. 
Sensational as were the levels of 1947, there is no reason to 
believe that they cannot be surpassed. There is a rapid and 
continuing redesigning going on in practically all appliances. 
Many such new designs, improved models, have now been 
shown by the manufacturers, and more and more will be dis- 

4 closed during the coming months. Much of this new stuff is 
so compellingly new and attractive that it can hardly fail to 
create discontent with the millions of appliances of before-the- 
war vintage now in use. 

This replacement business, which was large before the war, 
and growing, will have a further stimulant in the fact that 
there are so many appliances now owned that are ten years 
old and more. The actual factor of wear-outs should soon be 
felt. Appliances have a very long life. They are traditionally 
well made, but they certainly cannot be expected to hold to- 
gether forever. Already we get reports that on replacement 
sales dealers are refusing to accept trade-ins because the old 
appliance offered is in such bad shape that the cost of recondi- 
tioning is excessive and cannot be recovered in a resale. 


McGRAW-HILL PUBLISHING COMPANY, 


PPLIANCE leaders for the last six months have been laying 
A great stress on the need for getting back something of the 
old time vigor for which appliance selling was noted. Indica- 
tions are that this thinking is spreading, taking hold with 
distributors and dealers and becoming more effective with the 
very manufacturers who have been insisting on it. It 1s 
probably the crux of the situation and will determine whether 
or not 1948 will be another record year. You cannot reach 
new markets, you cannot develop the replacement business, 
without energetic and informed salesmanship. 

The question of compensation is urged by the dealer, espe 
cially, as a deterrent to recruiting and training salesmen. With 
a public as receptive to appliance selling as we now have, the 
volume which the individual salesman can accomplish should 
be greatly above his pre-war level. Prices are higher too, and 
the result of the individual sale in dollars to the salesman can 
be sufficiently greater than in former years that he can make 
an excellent income without necessarily being paid pre-war 
percentages. 


O NE of the things we have to keep in mind is that all sales- 
' men, or nearly all, are new recruits. There are a lot of 
ambitious young men in this country not all of whom look 
favorably on salesmanship as a career. We have to get this 
story over to them, that there is an opportunity for them and 
a good one in appliance selling. If this is done effectively, we 
may hope to get a better class of men than we used to get. After 
all, it is a better business than it used to be. This is probably 
the hardest task to which the appliance business has to apply 
itself, but it is also one of the most necessary 

The deplorable state of salesmanship today is best shown 
from a quotation irom a recent survey made by the Vacuum 
Cleaner Association on “Why don’t more women own vacuum 
cleaners?” The following paragraph from the Association’s 
release has a meaning for other appliances as well as cleaners: 

“Non-owners are revealed in our survey as not knowing the 
many uses of vacuum cleaners and their cleaning tools. Many 
women do not understand that vacuum cleaners can be used 
on walls, ceilings, bare floors, scatter rugs and linoleum. Even 
some owners interviewed in the course of our study of non- 
owners were found to lack knowledge of the cleaner’s multi- 
plicity of uses.” 

This points up the chief need in appliance salesmanship, 
which is, after all, appliance education. Before the salesman 
can get the buyer to say yes, he has to know why the customer 
needs a good product, all that it will do for her, and be able to 
convey clearly and persuasively these values. 
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See —this Tell-All-Tag condurns 
everything I've been telling you - 
































toast every time. Compensates for a wide and curved to fit the finger tips. Safe... toaster a cinch to clean. Hinged tray pops 
range of voltage variations automatically sure-grip . . . always cool to the touch. open at the push of a button. No tricky 


NEW SUPERFLEX toast timer guarantees perfect ? NEW EASY-LIFT HANDLES are large, smooth, Ss NEW POP-OPEN CRUMB TRAY makes this 


Never needs adjustment. An exclusive “Toastmaster” feature. catch, nothing to remove and mislay. 
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RANGE SURFACE UNITS 























TRAINED ASSISTANTS—Bernice Candee, junior econ- 
omist on the G-E Institute staff, assists Florence Mc- 
Donough, senior economist, in demonstrating the newest 
addition to the G-E range—the pressure cooker. She 


pared vegetables 


TS 

















LATEST FEATURES of the G-E range—the Triple-Unit, 
which combines pressure cooker, deep-well cooker and 
hi-speed Calrod Lift-Thrift unit. The deep-well cooker in 
foreground has been removed from well and the Lift-Thrift 
unit is being raised for use as a surface unit. 





How to demonstrate range surface units, oven 
and broiler units as well as small plug-in 


cooking appliances. 


A course in Demonstration Techniques for 
Electrical Appliances given by the Electrical 
Wemen’s Round Table, Inc. of N. Y., at Hunter 
College. The first installment appeared in 
December 1, 1947 issue, and covered laundry 


equipment—the washer, ironer and iron. 
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DRAMATIZE ELECTRIC COOKING—With the surface 
units in use to capacity, braising, stewing, frying, broiling, 
the switches are easily accessible at all times. Notice 
utensils used with flat bottoms, straight sides, and tight 
knows the exact moment to bring on the tray of pre- a lids. All add to efficient operation of the range units. 








e¢ RAMATIZE., clarify and con 
ID vince, are three simple rules 
for a successful demonstra 
tion,” said Elizabeth Woody, director 
Consumers’ Institute, General Electric 
Co., in her lecture on “Demonstration 
Techniques for Electric Range Surface 
Units.” 

“In a range demonstration,” she 
added, “dramatize the desirability of 
cooking electrically ; clarify the how-to 
phases specifically; and convince the 
audience that there really is only one 
way to cook, and that is electrically.” 


Making the Arrangements 


Selecting the more formal platform 
type of demonstration for her lecture, 
Miss Woody covered points four and 
nine of the Nine Basic Steps of the 
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CLARIFY HOW-TO PHASES—Accurate to a split sec. 
ond, the minute timer on the thrift cooker makes possible 
by means of controlled heat, such critical cooking opera- 
tions as grape jelly, chocolate puddings, custards and 
sauces usually prepared in a double boiler. 





ADVANCE PREPARATION (left) Skill in staging final display 
calls for advance preparation of a neatly arranged table with a setting 
suggestive of a well arranged dining table. 


CONVINCE WITH MASS DISPLAY (above) A main dish, oa 
dessert, an immaculate cloth and a few sets of accessories make a 
fitting climax to a range demonstration, says Miss Woody, right. 


Units 


(‘ourse: making the arrangements: 
dramatizing the demonstration. 
“A platform demonstration, mot! 


than any other type of demonstration 


calls for a thorough knowledge of ad 
vance arrangements,” she said. 


This includes sending out instruc- 
tions to all persons concerned with the 
arrangements well in advance of the 


actual demonstration, with a systemat 
follow-up at 
Everyone 


reasonable _ inter\ 
concerned with arrang‘ 
ments should be conferred with to ¢ 
termine the objectives of the meetit 
what other similar 
have been given in the area recent! 
how they were received ; what faciliti 
are available. The latter should 
covered in specific terms, and is m¢ 
(Continued on page 192) 
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1GE OVEN AND BROILER 


ADVANCE PREPARATION—A script, a worksheet and a set of accurately timed 
menus set up on neatly arranged trays all help to make a smooth-running demonstration. 








VERSATILITY AND CAPACITY—Frigidaire’s deluxe double-oven range, with two 
ovens and two broilers, helps tell the story of the variety of meals that can be prepared 


with an electric range. 


ELECTRIC COOKERY 


N her lecture on ‘Demonstration 
Techniques for the Electric Range, 
Broiler and Oven,” Mrs. Marjorie 
Wardman, home service director, Long 
land Lighting Co., covered points 

, five and nine of the Basic Steps 
he Course: 


mm, 1 1 
} ino the nlan: nlat- 
aking the plan; pia 


lorm preparation; and dramatizing the 
lemonstration. 

“In a range demonstration,” 
Wardman said, “electric 


+ 


i ease, 


Mrs. 
cot ykery- - 
accuracy and 
simplicity—is being sold. 


cleanliness, 


“Food is an important part of this 
demonstration,” she added, “but the 
demonstrator must never lose sight of 
the fact that food is secondary—a re- 
lated subject. The performance of the 
tange is of prime importance.” 

The versatility of the electric range 
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-. 


oven, with its balanced heat and main 
tained temperature, are the advantages 
to be emphasized, in the 

Menus for the demon- 


Mrs. Wardman 
ns 


stration should be planned to point up 


opinion of 


these features, and may include baking, 
broiling and roasting as well as toast 
ing. 


Making the Plan 


\fter suitable menus have been de- 
cided upon, a complete list of every- 
thing to be used in the demonstration 
is made. This list should include all 
the working tools, measuring cups, 
pots, pans, as well as foods, spices and 
garnishes. From this list it is a simple 
matter to make a complete marketing 
order. 

‘To have a demonstration of this 
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EASE OF OPERATION—Mrs. Wardman explains how the Frigidaire Cookmaster auto- 
matic oven timer saves time and energy in preparing a complete oven cooked dinner. 
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EASY TO CLEAN —The removable elements in broiler and oven make cleaning a simple 
matter. Food spillage is easily brushed off the elements; and the 1-piece porcelain oven 


liner is easy to wipe clean. 


nd Broiler 


type run smoothly, a script, a set of 


menus and an accurately timed work- 
sheet are indispensable,” said Mrs. 
Wardman. “Some of the recipes will 
call for long cooking periods at low 
temperature, and others only a very 
short time at high heat. It takes prac- 
tice and split second timing to dove- 
tail these various elements.” 


Platform Preparation 


Little of the precious time used in 
the actual demonstration should be 
spent in mixing and preparing foods. 
Instead, the demonstrator should ar- 
rive at the scene well in advance of 
the actual demonstration to check her 
supplies, her equipment, and to super- 
vise the preparation of her menus if she 
is to have an assistant; or to prepare 


By ANNA A. NOONE 


Second in a Series 


+ 


the menus 


ilone. ] a 


herself, if she to work 
h menu should be set up on 
its own neatly arranged tray and placed 
on a conveniently pl uced worktable. 

If the equipment to be used is new 
and is being used for the first time, the 
oven should be calibrated and all parts 
checked to see that they are properly 
installed. This will save confusion and 
forestall any mishaps that might other- 
wise occur during the demonstration. 
Be sure the electric service is adequate, 
such as 220-volt wiring and sufficient 
convenience outlets for use during the 
demonstration 


Dramatizing the Demonstration 


“Demonstrating the broiler and oven 
g 
furnishes many opportunities for dra- 
(Continued on next page) 
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do not require 3-wire service,” 























ELECTRIC COOKERY—"With these attractive, portable appliances, all 
the conveniences of electric cookery are available in limited space, and they 
said Miss Muntz. 
rangette; Westinghouse roaster; Sunbeam coffee maker; and G-E waffle iron. 
They are fun to use, and practical where living quarters are cramped. 


JASTER AND OTHER SMALL APPLIANCES 








Left to right: Everhot 























mat he ys Mrs. Wardmar “Pre- 
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THE RANGETTE—"With a little planning, whole 
meals can be prepared on the rangette. A minimum 
of equipment is needed. Note the double use of 
coffee maker bow! for soup. Four slices of French 
toast demonstrates the capacity of the griddle.” 


umpling, something that can be easily 
served and handled by the audience,” 
advised, “and the audience will go 
away in a highly receptive mood, well 
disposed to the demonstrator and to 
the appliance demonstrated. Always 
furnish recipes for the food wl has 
been prepared.” 
Getting Names for Lists 
G g the food a one 
of the best ns ior se ime 
for mailing lists and for tuture sales 
contacts. The audience asked to 
register name, address, and other 
formation on cards passed out as they 
arrive at the demonstration. These 
cards are used for the door prize draw- 
ings, and later kept for | build 





CONVENIENCE AND ECONOMY —A complete 
oven meal lifted from the roaster-well demonstrates 
the convenience of these plug-in appliances. Cer- 
tainty of results is assured by the thermostatic con- 
trol and tells the economy story as the red indicator 
light goes on-and-off. 











FOR COFFEE LOVERS—The 


automatic 
maker eliminates strain of watching—no boil-overs; 
insures uniform quality and automatically maintains 
serving temperature over a long period of time. 


coffee 


waffles. 


EMPHASIZE FEATURES—Miss 
strates how easy it is to insert the broiler-griddle 
attachment on the roaster, explaining how it doubles 
the use-value of the roaster. The beginnings of « 
complete broiler meal are shown on the rack. 





Muntz demon- 









ENTERTAINMENT VALUE—The dual-purpose waffle iron, with its auto- 
matic contro! may be used to toast sandwiches with fillings, as well as make 
Note the neatly arranged recipe trays on the left. These trays 
were prepared by Miss Muntz in advance of the demonstration and care- 


fully checked against her script and worksheet. 


Roaster and Other Small Appliances 


a4 MALL cooking appliances are 
portable, easy to handle, eco- 
nomical to operate, easy to 

clean, and so attractive in design they 
an be brought into the living room 
| part of the entertainment 
fun,” said Miss Irene L. Muntz, home 
ce director, Rochester Gas & 
Electric Co., in her lecture, ““Demon- 
for the Electric 
Roaster and Other Small Appliances.” 
They have always been ideal for 
added. “And to- 

limited 
cooking equipment, and the 
gh cost of eating in restaurants, the 
new generation of housewives living in 
one-room apartments, trailer camps 
ind other makeshift living quarters, are 
iger to learn about equipment which 
ll permit them to cook electrically 


d made 


stration Techniques 


lemonstration,” she 
lay with housing shortages, 


pace ior 


where 3-wire service is not available. 


Making the Plan 


Miss Muntz used a roaster, a 
rangette, a waffle iron, and an auto- 
matic coffee maker in her lecture- 
demonstration as she discussed making 
the plan; making the arrangements; 
and dramatizing the demonstration. 

Urging demonstrators to prepare a 
script in planning small cooking ap- 
pliance demonstrations, she _ said: 
“Electric cookery is being sold. Food 
of necessity becomes a part of the 
demonstration. And in any demonstra- 
tion involving food, the demonstrator 
must avoid becoming involved in a 
cookery talk. A well prepared script 
helps to avoid this pitfall.” 

Four simple rules for advance plan- 
ning given by Miss Muntz are: 


1. Make a complete list. List utensils, 
foods, garnishes—everything to be 
used in the demonstration. This en- 
ables the demonstrator to think through 
every step and helps in preparing a 
script and work plan. 

2. Prepare a script. While experienced 
demonstrators may only need an out- 
line, the inexperienced demonstrator 
will find writing out the entire demon- 
stration most helpful. A strong intro- 
duction and a good conclusion are half 
the battle in a good demonstration. 

3. Plot a worksheet. This serves as a 
schedule and working outline. It helps 
correlate what you say and do, and 
helps eliminate monotonous repetition. 
A good worksheet also keeps the 
demonstrator on schedule and ready 
for each step in the demonstration. 

(Continued on page 193) 
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DON’T BE AFRAID to cut and paste up trial layouts. 


They give you an idea of 


the ad’s effect on the prospect, says H. U. Mann. 


Let's Get Some “BUY NOW" 








3,100 AVERAGE WIRED HOMES 


712 


PURING WAR Fi Ki0D 


“ACTUAL SALTS LESS 20% 
PRESUMED TO SE REDUCED py 





VACUUM CLEANER MARKET 


AS REPRESENTED BY 


1600 HAVE NO CLEANER 
380 Have (leaner 18 Moaths old 
34° 5 Years old 
153 6 Years old 
112 7 Years old 
89 . 8 Yeates old 
Yo 37 Years old 


MANY OF THESE WERE RESuH? AMD SOLD 


ACTUAL SALES LESS 0% 


TRAE im Saces 





THIS CHART GUIDES the copywriter in his thinking. He can safely assume that 


most people own old or ailing cleaners. 


There’s a Need for Copy 
that Grabs Them by the 


Coat Tails These Days 


Back Into Retail Advertising 


S this is batted off on the type- 
writer, you can say it again that 
advertising and pent up demand 

is doing the major part of appliance 
selling. You can take the word of an 
alert veteran like H. U. (Ham) Mann, 
Chicago appliance distributor, that 
sales of most electrical appliances 
would hokd up within 20 percent if 
you eliminated the efforts of all the re- 
tail salesmen in dealers’ stores who 
merely let the advertising plus an in- 
formation tag on the appliance tell the 
story. There are exceptions, happily, 
more and more every day, but not 
enough for the big job that has to be 
done. 

“For the past sever: years it has been 
like shooting fish in a barrel,” declares 
Mr. Mann. “Nobody has had to bait a 
hook, troll it in the right place and feel 
that welcome yank on the line.” 

There is a vast difference between 
the polite, educational, reminder copy 
and the advertising that makes you say, 
“Whoa, boy! There’s something I’ve 
got to get.” You have only to look back 
into the old files of the newspapers, in 
the depth of the depression and before 
to see the examples set by the skilled 
merchandisers who had to make every 
nickel count. They whittled down their 
Propositions to a point that impaled 
the attention of everyone who could 
possibly be in the market for a device. 

Because the retailer of vacuum clean- 
ers is competing with the largest group 
of well trained outside salesmen in the 
appliance field, his advertising to be 


effective must create a terrific impact 
on the prospective purchaser and lit- 
erally force attention by dynamic, com- 
pelling “buy now” copy. 


Prospects Come Up for Air 


Last week you weren’t even thinking 
of vacuum cleaners—your thoughts 
on Brighton Beach, Cub ball 
games, the need for a new fall over- 
coat. Then your old vacuum cleaner 
started acting up, and wham! You fell 
into the category of that group “inter- 
ested in vacuum cleaners right away.” 
Hitherto you rustled your newspaper or 
listened to the radio and scarcely saw 
vacuum cleaner propositions as they 
passed by. But today, something hav- 
ing happened to your placid life, you 
read every cleaner ad you see. You are 
in a ripe condition to have some dealer 
reach out and spear your attention. 

“There is such a thing as the period 
of ripening desire,” says Mr. Mann, 
“Tt can go The good re- 
tail ad galvanizes into action and makes 
an individual feel that if he doesn’t act 
now, he’ll miss a good bet. Here are 
some of the things that must be in 
retail copy: 

1, Prestige. Dealers must tie in 
with the manufacturers. National ad- 
vertising gives their products standing 
the average store does not command. 

2. The proposition. In writing re- 
tail advertising you need something to 
justify your proposition. It may be 
your founder’s birthday, it may be a 
race between two store managers. it 


were 


on for years. 


may be in honor of your remodeling, a 
special purchase or a “limited time of- 
fer.” At any rate, it is a peg on which 
to hang your proposition, to make the 
customer feel that this is not a stand- 
ard deal that can be had at any time. 
That gimmick is in almost every good 
ad, and the better it is the more it 
makes the reader feel that he must act 
right now in order to get in on it. 

3. Customer understanding. Presen- 
tation of your proposition takes a 
shrewd knowledge of what goes on in 
most of the customers’ minds. If the de- 
vice is something new, like a home 
freezer, you may go off the deep end 
in telling what it will do for them. 
With vacuum cleaners, you assume, 
says Mr. Mann, that most families al- 
ready have one, or know partially what 
they are. Therefore, you can leap right 
into the assumption that there is a 
60/40 chance there is a vacuum cleaner 
in the reader’s home and that it is ail- 
ing. 

How Advertising Gets Written 


4. Prices. This is written following 
a copy conference in the Mann Distrib- 
uting firm in Chicago. Pinned up on 
the bulletin board were a lot of layouts 
of copy designed to get action. The ad 
writers assume that the majority of 
the readers own cleaners. It was de- 
cided that money saving was the eye 
catcher that would get a tumble out of 
any one looking for a new cleaner. It 
was deemed a stronger appeal than a 
displav of the Mann 


price, agreed. 


By 


TOM F. BLACKBURN 


Price, unless sensational, is not the 
best approach in retail copy. 

There was debate over whether a 
supplementary head should be used, 
“Trade in your old cleaner now and 
save $—. This was swell with those 
who owned old cleaners, but there are a 
lot of people that have no cleaners at 
all, and it was felt that such an addi- 
tion might knock out response from 
those who didn’t own anything. The 
thinking centered on a combination of- 
fer avoiding all reference to trade-in. 


5. Pictures. “In a combination offer 
I like to feature a “group picture of 
all the merchandise that the customer is 
going to get,” said Mr. Mann. “The 
idea is exactly like that of a pitch man 
enumerating, then grouping, all the 
things he is going to sell you for a 
quarter. You see the whole deal concen- 
trated in one place. You see what you 
are going to get.” 

6. Operation. A thumbnail picture 
and text is enough to tell the story of 
the wonders the modern vacuum 
cleaner would perform in one’s home. 
Twenty years ago, when the cleaner 
was new, this might have been played 
up or placed at the top. 


Timing and Trade-Ins 


7. Timing. The dealer has an ad- 
vantage that nobody else enjoys, says 
Ham Mann. He can cue his copy to 
current events. In spring when it rains, 
he cz an ad headed, “Tracked-in 
1e can run an at leaded, rackKed-1n 

(Continued on page 78) 
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LOOKING FORE 






shows how the Electra City appliance displays 
are opened on two streets to the heavy traffic 
on Hollywood Blvd Front displays are 
changed weekly to keep public interested 
Rows of fluorescent lights keep the high- 
ceiling room bright 


vood 


1 a store call 
i ‘ ~ is Hol 
" t 4 the 
ita 
deliver 
t re tha 
t ’ ace . 

pre t 

I et 0c 
? 1] + 






















G tric dealer 
is City district 
L. » learned how to 
) it made his pa 
ti nd is full of all 
pitta that id 
) t } eale that ere once 
I é } erica r 
Location First 
Ba n Carl Stue ve’s business phil- 


OsOpnhy st t the appliance business 
big busine ind that it can be 
profita le as long a t oper ited as 
a big busin | precluded the 
renting of a small store on a side 
street 
{ ‘“ ff 7 


\ ip , 
) t ou ‘ the ) 

b ‘ We believe in spending 

our I rent and advert g 

rat xtra 9 0 

to ‘ vill ha out 





PAGE 38 








eS 


Electra City 


~ A Hollywood Success Story 




















JUST LIKE HOME will be—the model G-E kitchen in one of the cottages on Electra City’s sales floor, shows the customer just how 
her new appliances can look at home. Mrs. Dolly Bierce, left, kitchen specialist, uses it for demonstration, display and “selling up”. 


percent of Electra City’s gyross income 


advertising and promotion—about 


5,000 a month for 


radio and tele- 


sion time, newspaper space and pro- 


otion 


No small amount of Electra City’s 
lvertising budget goes into television 


a media. In cooperation with the 

oO tele on distributors, Gough 
Industries, the firm sponsors the Los 
\ngeles professional hockey games 
er the local television station. This 
lecast costs Stuewe’s firm $300 for 


each three-hour hockey game, while 
Gough Industries pays an_ equal 
umount, but it has put Electra City in 
the limelight as one of the first retail 
concerns on the West Coast and prob- 
ably the first appliance dealer in the 
country to sponsor a commercial tele- 
vision show, 


Using Displays 


From his experience in counseling 
other dealers, Stuewe had ample op- 
portunity to learn just where floor ar- 
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rangements could help the appliance 
dealer’s business. As a result, he set 
up Electra City’s display floor on this 
enough mass 
lisplays facing the windows; 2. de- 
partmentalizing within the store; 3. 
supplementary display areas putting 
appliances into a home atmosphere; 
4. weekly change-over of all displays 
that face the street traffic; 5. spotless 
appearance. 

The supplementing of the floor dis- 
plays by display areas where the ap- 


basis: 1. space for 
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Ex-distributor’s man, Carl Stuewe, studied the mistakes other dealers 
made, decided to avoid them when he opened Electra City in Holly- 


wood, Calif. Eighteen months later his firm is grossing one and half 


million dollars. 























HOLLYWOOD SUCCESS has not turned 
the head of Carl Stuewe, general manager of 
Electra City. He still wants to perfect appli- 
ance merchandising. 


pliances are arranged in an atmosphere 
similar to that of the home serves sev- 
First, it 
| demonstration areas 
where the prospect can see the ap- 
pliance in action. This helps _par- 
ticularly in the sale of such specialty 
appliances as ironers, dishwashers, etc., 
where the prospect has to consider 
rst whether or not the appliance is 
worthwhile before she considers buy- 
ing one for herself. Then it serves 


eral purposes, says Stuewe. 
Provides live 


to sell up the prospect by putting her 
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ELECTRA CITY, eighteen-month old appliance concern on high-rent Hollywood Blvd., 
is grossing more than $1,500,000 annually. Behind the concern is ex-mid-Westerner Carl 


Stuewe who became a success by studying other dealers’ mistakes. 


in an atmosphere where many acces- 
sories assist and supplement the ap- 
pliance she is buying. Sooner or later 
she will want these extras, too. To the 
salesmen, these areas provide a more 
secluded locale for closing sales and 
discussing credit terms. For these 
reasons, in Electra City there is a model 
G-E kitchen, a home laundry area for 
ironers, washers, dryers and water 
heaters, plus two secluded sound-proof 
rooms for the display and demonstra- 
tion of console radios. Another room 
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will be added for television because the 
present open demonstration area is not 
proving satisfactory. 

_ Each week the major displays fac- 
ing the windows and the street traffic 
are rearranged. This has to be done, 
says Stuewe, because the public may 
look twice at a particular display, but 
never three times. He feels that he 
would not be taking advantage of his 
high-rent, Hollywood Boulevard loca- 
tion unless he has the street traffic look- 
ing regularly at his displays. 








LOOKING AFT 


in Electra City, one sees the mass displays 
which tell prospects: “Here is everything you 
need, every model, every size, every price.” 
Angle of camera can include only one-third 
of the display area. This was formerly a 
Cadillac showroom. 


More than once, Stuewe had seen ap- 
pliance dealers head for the bankruptcy 
courts, when, from all appearances, 
even to themselves, they seemed to be 
doing enough business to be success- 
ful. He knew,that underneath many 
of these cases there was one of two 
basic organizational faults—either lack 
ol adequate cost records, or lack of 
intelligent inventory control. There 
would be neither of these errors made 
in a store he managed, he said years 
ago, and today he spends a great deal 
of his time seeing that Electra City’s 
records show him at any time just what 
it costs to do business, exactly what 
stock is on hand, and how quickly it 





is moving. 

In organizing Electra City, Stuewe 
set up the store in departments, with a 
capable man in charge of each. This 
department manager-salesman is re- 
sponsible for the 
purchasing and complete cost records 
of that department. In that way, 
Stuewe has at his fingertips a break- 
down that shows him in a few minutes 
where profits are being made, 
incurred, or where 


appearance, sales, 


just 

where 
attention to display, selling, purchasing, 
It prevents the 


losses are 


etc., are 
situation in which an overly successful 
inefficient de- 


necessary. 


department carries an 
partment. 

At Electra City there is a perpetual 
inventory system covering every com- 
modity. Before any goods can be 
ordered, the department manager must 
make out a “request for purchase.” 
This sheet, which goes to Stuewe for 
approval, lists the type of goods 
wanted, the supplier, the price—plus 
the number that has been purchased 
and the number sold for the previous 
three month period. 

Every month at Electra City, three- 
quarters of one percent of the gross 
of each department is set aside as a 
reserve against inventory write-down, 
damage or stealing. Then, every three 
months Stuewe and the department 
manager study the inventory of that 
department, using the perpetual in- 
ventory cards, and all slow-moving 
merchandise is cleared out. The goods 
are marked down if necessary, featured 
in displays, advertised and promoted, 
in order to get them out of the way 
so that the money and the space can 
be used for faster-moving items. Any 
loss that is incurred in the clearance 
is deducted from the inventory reserve 
of that department. 

In a period when many specialty 
(Continued on page 190) 
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for attractive display of appliances. 


CROWDED QUARTERS of the old Aurora St. Stere of Lent’s, Inc., provide little room 
Refrigerators compete for attention with radios; 












radios struggle with each other and with pianos 


“Betore and After” 


ENT’S, INC., had been in busi- 
L ness for 54 years in Ithaca, 
N. Y., when owner Ralph Lent 
decided it was about time to open a new 


store. But the new store had to be an 
improvement. It must not only give 
the firm more space but it must also in- 


corporate all the lessons in merchan- 
dising accumulated during those 54 
years. 

The firm had started as a music store 
under the management of Ralph Lent’s 
father. Then, as appliances and radios 
and records came into their own, there 
was a shift of emphasis from you-play- 
it music to the-machine-will-play-it 
music. The old store at 116 North 
Aurora built up a tremendous inven- 
tory of records, today valued at about 
$41,000 (list), jammed them into 3,500 


square feet of floor space with pianos, 


| radios. Sales during 
1946 were about equally divided be- 
tween appliances, radios and records, 
but, as Lent “We can make 
money there on records alone.” Net 
profit during that year amounted to 
nearly 11 percent on gross sales. 

Since the new store was opened at 
210 North Tioga St., the volume has 
about doubled, although, as Lent says, 
“A lot of people are not yet aware that 
we have a new store and are still 
patronizing the old one.” However, he 
isn’t at all sure that just because he 
now has two stores he will continue to 
do twice as much business. 


ippliances and 


says, 


Some Old Ideas Are Still Good 


Some of the good merchandising 
principles of the old outlet have been 
transferred intact. They still insist, for 


BEFORE 


ELIMINATION of the counters was one of the objectives in building the new store. 
As evidenced here, customers tend to jam up before the counter in the Aurora St. record 
department, have to ask the clerks for records they want and don’t get a chance to 
The clerks are hurried, find themselves with no room to work. 


see for themselves. 














AFTER 


FIRST REQUIREMENT for the new store was that it must provide more space. That it 


does is amply illustrated here. It also permits greater emphasis on the record department, 


Mrs. Lent’s pride and joy. 


example, that no record leaves the 
store without a thorough inspection for 
faults. “There’s no madder customer,” 
says Mrs. Lent, the guiding genius of 
the record departments, “than one who 
gets home to find a cracked or broken 
record.” All albums mailed are re- 
wrapped in specially protective cartons, 
are not shipped in the factory contain- 
ers. Although the Lents admit that 
their record inventory is unusually 
large, already up to $20,000 in the new 
store, they feel that a large inventory 
is the reason for their success. About 
65 percent of their annual sales of 
about 150,000 records are classical 
numbers. They not only benefit from 
the presence of Cornell University and 
Ithaca College students, but credit the 
townspeople with better than average 
taste in records. 


AFTER 


DISC 


The layout of the record department 
in the new store is the single outstand- 
ing change from the physical arrange- 
ment of the old store. Mrs. Lent was 
responsible for the new ideas, ideas 
which include the elimination of coun- 
ters, the installation of open-stock dis- 
plays, development of a new record 
classification system, creation of a 
permanent inventory system for al- 
bums, and the engagement of a cashier 
to relieve salespeople of the burden of 
writing sales receipts and making 
change. 


“Customer-Aid” Shop 


Mrs. Lent prefers to call the new 
record section a “customer-aid” shop 
rather than a self-service shop because 
she feels that the latter designation is 

(Continued on page 196) 





OPEN STOCK displays were Mrs. Lent’s brain child. She wanted all the records out 
where customers could see and handle them, on the theory that they were more likely 
to find something that would interest them. Her idea also was the classification of 


albums by types, secondarily by composers. 
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BEFORE 


CARD FILES in the foreground are the only clue customers have to record stocks. 
Salesmen must get customers all selections in addition to writing receipts and making 
change. Jam-ups at the counter are frequent, irritate both clerks and customers. 


DISPLAY 


When Lent’s, Inc., built a second, 
new store in Ithaca, N. Y., it applied 
the lessons of 54 years of experi- 
ence — with some startling results. 
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THE FRONT OF THE NEW STORE indicetes the emphasis on records. The 
Lents hire an interior decorator to make their windows both tasteful and appealing. 
Students and townspeople were quick to find the new outlet. 
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AFTER 


ONE CASHIER simplifies all payments in the new outlet. Salesmen aren't hampered by 
the necessity of making change and writing sales receipts. This, say the Lents, is a 
tremendous boon during rush periods, saves customer tempers as well as salesmen’s. 











BEFORE 
















TEEN-AGERS practically camped out in 
the dark, semi-concealed booths at the 
old store. They could smoke, write their 
initials on the walls, bring their lunches, 
or even stage necking parties with little 
prospect of being caught. 


AN INDOOR ALLEY narrow and par- 
tially concealed from the store itself, 
leads to the listening booths in the orig- 
inal shop. Once inside, these teen-agers 
waiting their turn will be invisible to 
occupants of other booths. 


BEFORE 


NET 
re r 


A | 











GLASS ON ALL FOUR SIDES of the 
booths in the new store, plus a location 
easily visible to all store traffic, makes 
good behavior mandatory. Even the small- 
est booths are comfortable and well- 
ventilated by an overhead duct system. 






EASY ACCESS to the booths of the 
new store is demonstrated by Mrs. Lent, 
genius of the record department. Plain 
wooden seats will be covered with 
leatherette and foam rubber cushions. All 
booths are visible in store traffic. 


AFTER 
















DEMONSTRATE 


The virtues of an automatic home laundry are explained to an interested shopping couple 
in the Bissette store, by Miss Magdalene Dickerson, Bendix specialist 


DEMONSTRATE 








J. C. Bissette, head of the firm which bears his name, demonstrates an electric sink to a 
young Durham shopper. Tried and true methods have brought big follow-up sales. 


eep Demonstrating! 
































& Sons. 
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DEMONSTRATE 


Edward B. Jones, majoring in business and retail selling at nearby Duke University, shows 
some of the features of a vacuum cleaner in his role of part-time salesman for Bissette 





GC VW ’VE seen everything from bustles 

to atomic bombs,” the Old 

Timer declared as he struck a 
new match to light his odoriferous 
pipe. “I’ve been watching things in 
this town for about 40 years now and 
I’ve seen just about everything hap- 
pen that could happen.” 

The Old Timer is one of Durham, 
North Carolina’s oldest and best in- 
formed residents. He has watched the 
growth and development of his city 
from the time a sleepy little hamlet 
first began to stir and rub its eyes, 
through the era when old Trinity Col- 
lege was metamorphosed into Duke 
University, until today when sprawl- 
ing tobacco factories dot the landscape, 
dazzling new shops and business houses 
woo the increased tempo of trade and 
modern living is an established fact. 

“Of all the factors which have 
changed this place into what it is to- 
day,” he went on, “electricity probably 
is the greatest. If you read that recent 
Gallup poll about what folks consider 
the greatest invention mankind has 


produced, you know they’ve got a 
pretty high respect for electricity and 
the appliances which permit you to 
get the most benefit out of it. 

“Which brings me around to what 
I’m working up to—the opportunity 
for selling electrical appliances. Don't 
let ’em kid you, Bub—opportunity 
knocks more than once, but you've 
got to prime it a little bit. As a clin- 
ical study, I’m going to show you 
the firm of J. C. Bissette & Sons which 
has been in business here for the last 
five years, and which has the reputa- 
tion for selling appliances by making 
its Own opportunities.” 

The Bissette firm, located at 215-17 
East Chapel Hill Street in Durham, 
is manned by Mr. Bissette, his wile, 
his two sons and a staff of 14 sales- 
men, repair, service and installation 
men. Residents of Durham, like the 
Old Timer, know that the business 
grew from a basement office in 1942 
to its present high rank among Caro- 
lina dealers because of its ability to 
take advantage of almost every sales 
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DEMONSTRATE 





A radio-phonograph combination draws the interest of adults and youngsters alike when 
properly demonstrated as Mr. Bissette proves in this picture. 


J.C. Bissette & Sons, of Durham, N. C., is a fine 
study in the art of selling by continually showing 


prospects what appliances will do for them. 


presented it- 
self during the last five vears. 


opportunity which has 


Real Promotion Job 

the Bissette 
Old Timer 
said, “let me cite the recent ‘Promo- 


\s an illustration of 


technique in selling,” the 


tion Day’ sponsored here in Durham 
by the Merchants Association. Now, 
ost merchants took part in the event 
by simply promoting some special 
advertising and mark- 
But not the Bis- 
figured out 
rand new. They advised their cus- 
tomers they would install absolutely 


erchandise by 
ng prices down a bit 


settes—they something 


Iree of charge, every Bendix washer 


bought during the promotion period. It 
vas a good idea and people appreciated 
at Bissette & Sons 
washers in three 


t—to the extent t 
sold a total of 3 
days. And in Durham, that isn’t bad, 
Bub, that isn’t bad!” 

Mr. Bissette 


a 
? 
J 


explained later that 


he maintains a contract with a local 
plumber and stood the expense of in- 
Stallation himself as a means of fos- 
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tering good will, building future 
business and spurring the sale of 
washers. One of the best stunts in- 
iugurated by Mr. Bissette is the 
poli -yv Of Offering to do a week’s wash- 
ing free, regardless of size or quan- 
housewife in the Durham 
ho will bring the clothing in. 
, this policy not only gives 
opportunity to demonstrate 
in action on the house- 
own clothes,” the Old Timer 


pointed out, “but it also gives him the 


tity, tor any 


hance to demonstrate an i1roner at 
the same time. Mrs. Bissette is the 
fn ’s ho economist. She knows 
nost of tl vomen in the area 


pretty well and she knows how to 
] I result of her talks, 
washing machine and the 
is that the Bissettes 
are selling just about every washer 
they can get their hands on.” 

The Old Timer stopped at a home 
His pipe had gone out 
again and he had to light it up before 

(Continued on page 178) 


ironer are in use, 


freezer display. 
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A veteran and his wife are shown why it would pay to include a home freezer in the 


estimate of their new home. 


J. Clifford Bissette, eldest son of the owner, demonstrates. 





DEMONSTRATE 


Mrs. J. C. Bissette, left, has been a big factor in the success of the firm. 
demonstrations, here she points out the ease of operation in using an electric sewing 
machine as a Durham housewife listens. 









In charge of 














SMALL AND EFFICIENT, the 20 by 150 
foot store, service shop and warehouse of 
Miller's Home Appliances, San Jose, Calif. 
Miller went into the homes of 16 purchasers 
of automatic washers, gave demonstrations to 
the neighbors, sold out his expected deliv- 
eries for six months 


DROP in the bucket, that’s 
what anyone would agree has 


been the delivery of Frigidaire 
automatic washers to any one dealer 
during the first five months this appli 
ance has been available. But you should 
hear what Harry Miller of San Jose, 
Calif., did with that drop. He par- 
layed the delivery and sale of 16 auto- 
matics into signed orders for 75 more 
Frigidaire washers, 92 Frigidaire 
Coldwall refrigerators, 52 ironers, 24 
home freezers and 20 electric ranges. 
And at the same time he has worked 
the idea into shape so he can use it in 
the years to come when all appliances 
are readily available. 

All Harry Miller and his sales man- 
ager Paul Claudon did was to create 
their own version of a “‘tie-in”’ 
they had picked up in conversation with 
certain distributors’ salesmen. When 
Miller and Claudon heard that the first 


a word 


of their long-awaited Frigidaire auto 
matic washers was headed for the store, 
they started fishing around for an idea 
that would make their long-established 
store prominent in the introduction and 
sales of these washers in the Santa 
Clara Valley trading area. They knew 
they would have no trouble selling the 
first shipment or many shipments there- 
after. They wanted a promotion that 
would have a long range effect, that 
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Home Demonstrations 


Harry Miller of San Jose, Calif., parlayed a drop in the bucket delivery 
of automatic washers into a raft of orders by bringing in the purchaser's 
friends and neighbors to witness the delivery and home demonstration. 


would extend into the period when the 
| have to be sold. 

[he Miller version of the “tie-in” 
wa mple, effective and legitimate. 
They just made an agreement with the 


purchaser of each Frigidaire automatic 
that she would have 4 to 6 of her 
women friends or neighbors present at 
er house when Miller’s delivered and 


demonstrated the washer. They met no 
resistance. The women agreed with 
Miller and Claudon that they were the 
lucky ones to be getting delivery when 
so few were coming through. They 
felt no hesitancy in inviting friends 
and neighbors—their pride in owner- 
ship overcame any possibility of hesi- 
tancy there. 

In itself, this series of neighborhood 
demonstrations would have been a 
profitable promotion. But Miller and 
Claudon didn’t stop there. At each of 
these home demonstrations, they of- 
fered each women the chance to be on 
a preferred list for delivery if she 
would agree now to a demonstration in 
her home, again with the required 4 
to 6 friends and neighbors. Not only 
would these women be on a preferred 
list for delivery, they explained, but 
they would have their week’s laundry 
vashed and damp-dried in their own 
ome and would have a close-up of how 
efficient their new washer would be 
under their own home conditions. For 
these demonstrations, Miller’s used 





their floor sample, hauling it out to 
the demonstration and then taking it 
back. 

his promotion continued like a 
hain letter, until these demonstrations 
had provided Miller’s with enough 
orders to take up the washers that were 
promised to them for the next six 
months. But the bonafide orders for 
75 automatic washers, each with a de- 
posit, was not the full extent of the 
success of these home demonstrations. 
Through the personal contact with 
these many women, in a pleasant, non- 
irofessional atmosphere, Miller and 
Claudon were able to talk about the 
women’s other appliance problems. 
Chey discussed needed repairs, the ad- 
vantages of many of the new appliances, 
arranged store demonstrations of appli- 
inces that the women had wanted but 
had never got around to shop for. As 
a result, Miller’s attributes the orders 
for refrigerators, ironers, home 
freezers, and electric ranges, directly to 
these contacts at the home demonstra- 


tions. 
Demonstration Technique 


\ lot of planning went into the ses- 
sions at the homes of each washer pur- 
chaser. Using tact, but not inferiority, 
Miller and Claudon played their pres- 
ence for all it was worth and found no 
objection. The main event was the 
demonstration of the automatic washer, 





but the way Miller’s handled it, the 
event became a sales presentation on 
a friendly but effective basis. Not only 
were the main operating features ex- 
plained thoroughly as an obligation to 
the purchaser, but they were described 
from their efficiency, time-saving, con- 
venience, etc., angles, and the washer’s 
ieatured competitive advantages were 
emphasized. As a result, the purchaser 
received the home demonstration that 
was coming to her anyway, and the 
visitors received an effective sales pres- 
entation under home conditions. 
With the demonstration ended and 
with everyone on a friendly basis, this 
is no time to say a quick “thank you” 
and leave. While the housewife and 
her guests are in the mood and keyed 
to a discussion of appliances, Miller and 
Claudon set up a talking film projector, 
guide the women to comfortable seats 
in the living room and then project one 
of the several Frigidaire films—one 
on the Coldwall refrigerator, one on 
the range, or one on the automatic 
washer if there still seem to be more 
questions when the demonstration is 
over. In the discussion that follows 
Miller and Claudon bring up the elec- 
tric dryer and the ironer that they ex- 
pect Frigidaire to deliver soon. 
During this discussion, before there 
is a lull that would signal the end of 
the meeting, the men pass out question- 
naires. Guests are asked their opinion 





Long range plans for home demonstrations will stem from Miller's sales floor, above, where Harry Miller, right, is offering a 
prospect the opportunity of having a demonstration of the washer in her home if she will invite the neighbors. 
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NEIGHBORS SEE the automatic washer demonstrated under home 
conditions by Paul Claudon of Miller's. They see the dirty clothes go 
in, clean clothes come out, can feel the damp-dry, can ask questions. 




















NEIGHBORS ASK “how much soap, how clean, how fast, how many pounds, etc.,” and at 
these home demonstrations the salesman can show them the answers in terms of their personal 
problems, take as much time as is needed. 








NEIGHBORS HEAR and see the sound film which Harry Miller has set up in the living room 
following the demonstration of the automatic washer. These guests, seated comfortably, will 
see and hear the story of another appliance. 














NEIGHBORS SIGN questionnaires which Paul Claudon has passed 
among them while Miller dismantles the sound-film projector. The 
paper asks what appliances they have, what new ones interest them. 




















of the Frigidaire automatic washer. 
They are requested to list the type of 
washer they are now using, also the 
type of range on which they cook. An- 
other list, ready for checking, asks them 
to note any of the following appliances 
that they are planning to buy in the 
near future—washer, ironer, refrig- 
erator, clothes dryer, home freezer, 
range. Booklets are distributed to each 
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of the guests describing the latest 
models of those appliances. 


Long Range Plan 


That there is a day not too far dis- 
tant when Miller’s or any other store 
will not be able to tie-in a neighborhood 
demonstration with each sale of an au- 
tomatic washer or any other appliance, 
unless the purchaser was willing, is 


1, 1948 


obvious to Miller and Claudon. But 
that day is already in their minds and 
selling plans. They are already ex- 
perimenting with a variation of this 
home demonstration to develop a 
method that will be usable. Today, 
when a prospect expresses a serious 
interest in the automatic washer on 
the Miller sales floor, she is offered a 
home demonstration if she will bring in 


a group of her friends to watch. Sev- 
eral of these demonstrations have been 
given and the success parallels that of 
the meetings in the homes of pur- 
chasers. Out of these experiments, Mil- 
ler and Claudon will develop a home 
demonstration plan that can be pro- 
moted successfully when there are no 
longer scarcities. 
(Continued on page 174) 
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ROBERT LEONARD, SALESMAN, DISSOLVES oa customer's doubts about a home 
freezer by packaging and freezing some of her own food, emphasizing convenience and 
ease of preparation 























se 


A test-tube technique of merchandising has been 
developed by the sales staff of the J. H. Overbey 
Appliance Co. of Chattanooga, to meet the de- 
mand of “show me” customers, and the result is 
a heavy increase in selling. 


By A. B. WINDHAM 























JOE H. OVERBEY, OWNER OF THE firm, here shows a college student how a 
radio can add many hours of enjoyment to the time spent in studying. 








WILLIAM H. MURRAY, SALESMAN, 





it. He discovered the tricks by experimentation in his spare time. 





ORATORY” 





THE “INSIDE” STAFF OF THE Chattanooga firm is advised at sales meetings by 
R. G. Donaldson, store manager, to spend its spare time in experimenting and testing 
the store’s merchandise in order to bolster its knowledge of selling. 


HERE is a whole lot of logic 
but not very much sense in the 
reasoning of the old fellow who 
said, “If one times one is one then, by 
gannies, two times two is two!” 
“That old fellow is like a lot of 
appliance buyers—you’ve got to show 
them your merchandise with a test 
tube demonstration if you expect to 
sell them,” according to R. G. Don- 
aldson, manager of the J. H. Over- 
bey Appliance Co., 1117 Hixon Pike, 
Chattanooga, Tenn. “The responsibil- 
ity is not a light one, because like 
those recent ads in ELECTRICAL 
MERCHANDISING, a lot depends on the 
dealer. In fact, you could easily say 
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that almost everything depends on the 
dealer when he is faced with certain 
types of customers of the ‘show-me’ 
variety, regardless of the make or 
kind of equipment he sells.” 


Store a Laboratory 


It is for this reason Mr. Donaldson 
and the sales staff of the Overbey 
Appliance Co, have come to regard 
their shop as a laboratory where care- 
ful and accurate demonstration and 
success in finding the answers to al- 
most every question a customer can 
ask, means the difference in selling 
and satisfying customers, or losing the 
trade. 
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explains to a prospective customer thot 
better results can be had with an electric dishwasher by knowing certain tricks in using 
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He knows, because he has tried it. 


R. G. DONALDSON, MANAGER OF THE FIRM, explains to a Chattanooga house- 
wife just how much better results can be obtained by broiling a steak in a certain way. 





SELLING 








EVEN THE REPAIR AND SERVICE MEN are urged to improve their knowledge 
of household equipment, by studying washers and refrigerators in spare time. Something 
new can be learned every day, the store manager contends. 


order to master completely the 
lipment he and his staff sell, Mr. 


naldson has utilized his own spare 


time and that of his employees in ex- 


tests of the store’s 
thandise. It is this experimenta- 
which enables Mr. Donaldson 
the Overbey salesmen to supply 


answers to almost any question 


riments and 


the customer can ask. 


“Unquestionably, the result is that 
we have come to be something of a 
group of experts in ‘laboratory’ selling 
and our customers know and appre- 
clate the fact,” says Mr. Donaldson. 
“It’s a good sales policy. When you 
buy an automobile or suit of clothes, 
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you like to buy from somebody who 
knows the answers. The same is true 
in the appliance field. 


Selling Term Illustrated 


“To illustrate what I mean by 
‘laboratory selling’, let me cite you an 
everyday occurrence,” he continues. 
“A housewife walks into the store, 
she listens to a sales talk and watches 
a demonstration, then suddenly she 
asks: ‘How many average sized cans 
will that shelf hold?’, or the question 
may be: ‘How much Whoozis soap 
must I put in the washer to wash 10 
shirts?’ The dealer stutters, scratches 
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MRS. LUNSFORD, HOME ECONOMIST of the Overbey firm, talks the language of 


Chattanooga housewives during her demonstration of ironers and other equipment in 


heavy demand. 


his head, hesitates—and many times, 
is lost. Why doesn’t he know the an- 
swers to these questions? They’re 
simple questions and fair ones. We 
therefore have made the shop here 
our laboratory and we make it a pol- 
icy to spend our spare time in learn- 
ing our equipment just like a scientist 
learns about a product by studying 
1 

This attitude has proved both profit- 
able and enlightening to members of 
the Chattanooga firm. Almost every 
day, according to Mr. Donaldson, the 
store’s “inside” staff, composed of Wil- 
liam H. Murray and Robert Leonard, 
salesmen, and Mrs. Lunsford, home 
economist, set out on spare time proj- 
ects such as measuring a_ range’s 
capacity for various types of food, 
the freezing effect on different kinds 
of left-overs, the best methods of ar- 
ranging food in a refrigerator, the 
exact amount of coffee to use and the 
percolating time to obtain a desired 
strength, and kindred questions. 

“Such projects may seem trivial at 
first glance,” Mr. Donaldson points 
out, “but you’d be surprised at the in- 
formation they give you to bolster a 
sales talk. Besides, how could an in- 
side salesman more profitably spend 
the time between customers ?” 

One of the greatest benefits the prac- 
tice affords is the talking points it pro- 
vides for the demonstrator. By knowing 
an appliance’s capability, through ac- 
tual tests, the salesman is sure of him- 
self, eager to answer the customer’s 
queries and ready to demonstrate the 


appliance in the fullest manner. 

“In the first place,” Mr. Donaldson 
declares, “the goods you sell must be 
able to stand the acid test. Our own 
policy is that if merchandise won't 
stand up under a minute demonstra- 
tion, we don’t sell it. With this as an 
accepted policy, we have no hesitancy 
in putting every piece of equipment we 
sell, through the hardest tests we can 
devise. 

“Take the matter of home freezers, 
for example. The first things a buyer 
wants to know are—will it work, how 
does it work and will it ut 
way for me? So, we show him. There’s 
a demonstration here on the 
floor and to prove it works, we keep 
it full of almost every kind of food you 
can imagine. To show how it works, 
we go over it with a fine comb, ex- 
plaining everything from the freezing 
process to the correct method of pack- 
aging. And to prove it will work for 
him, we let the customer bring in 
some of his own foods and we’ll freeze 
it for him as long as he wants it 
frozen. I don’t know of a more thor- 
ough, more satisfactory test you can 
give a customer—it is practically a 
test-tube demonstration.” 


work tl 


freezer 


Meals Are Cooked 


Or take the matter of proving an 
electric range. Mr. Donaldson and 
his associates do not stop at extolling 
the virtues of the range—they will cook 
an entire meal for the customer right 
before his eyes, then provide the knife 

(Continued on page 194) 
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EXTERIOR VIEW of the Electric Center at Arvada, Colo. Note prominent position HERE A SALESMAN shows a customer a 21-cubic foot home freezer. Farmers with 
given electric range and home freezer in window. swollen incomes, and ready to buy any major appliance make up most of the customer list. 


How One Dealer Emphasis on electric 


Combats L_-P Gas 2227" 


Colorado 
r- WIN emphasis on home freezer 
and electric cooking are the best 


methods of offsetting competition 














from L-P gas dealers in the semi-rura , 
and suburban areas, according to Paul te . . ¢ 1106 CUSI® SOP uet ] 
Met \ rt I tl Center, Arvada bali So 09: guatit 
Peay of Cin Hhectese Lanter, Aswaes, Saal | NPE iy a 
rad | | ra mots 343 gogees 
With a ¢ ition in the center la 1 999) ig’. to 
vf one of Denver’s most prosperous a f° : st 
truck-gardening areas, the Electric fr 
Center i rated by Richard Hyde, N 
who ha t tore in nearby North ar 
Denver. Tw old, the Electri he 
Center was a sd out in 1938, th 





when Mr. Hyde sold electrical appli- 
- , : , 

es on a small scale. During the war, 

was a military instructor on radio 

repairing and operation, and jumped 
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4 . 
‘lectrical DUSI1- 











W 
on his return r 
cet consisting of subu a 


ruck-gardeners, far 





ity area surround- 





> Center is an unusually 


i 
complete electrical dealership. Carried 











in stock are major appliances, small ap 
pliances, heating equipment, a large : t 
radio repair department. radio sales PAUL McCOY sells a customer some electrical parts. Note WHEN SALESMEN are out making calls, servicemen do the , 
pa Deore | ine deniiaane aanhie the electrical supplies on wall bins, and paint department, in- selling inside the store. Here Mrs. Latimer looks at radio phono- , 
shop eel AN say assay edad stalled for farmers. Mr. McCoy is wearing suspenders. graphs in a small bay between major and small appliances. 
dep : , 
pl To bring | 
n tl I ustomers, we Fowler electric water heaters, Kelvi cent of the residents around here either appliances, it was only logical that 
lave to be a one-stop operation,” Mr. nator ranges, Maytag ranges,and more’ used ice or no refrigeration whatso- three Liquefield Petroleum Gas dealers, 
vl y, store 1 ger, indicated. “We than 20 lines of supporting appliances. ever before the war,” Mr. McCoy said. all selling complete lines of gas-oper- 
vant t rive the farmer ev Arvada, with only 6,000 population, “Therefore, they are open to promotion ated appliances, should spring up. Al- 
erything electrical from phonograp! is a booming little city, with a bank of any type of appliances which go to though there are no LPG dealers in the 
re Is to lig ne fixture so that it ipitalized at $3,000,000, high incomes make for better living, and have plenty city of Arvada, there are several more 

hop at many points piling in on truck gardeners and vege- of money to pay for them.” in Jefferson County, Golden County, 
on weekly tr t table farmers, and general prosperity etc., which have posed a real problem 

tore franchised everywhere. Along with this is the fact Gas Moves In for the Electric Center. ‘““With a lot 

with Kelvinator, Strom! sO that the area has little or no experience Due to the prosperity indicated our market composed of actual virgin 
Maytag, Bendix, RCA Victor, Spart th electrical appliances. “Ninety per- above, plus general unfamiliarity with (Continued on page 182) 
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ws (jas is the Dealer’s Problem, Too 








FRIGIDAIRE DEALERS THROUGHOUT UTAH were the first to hear the liquid petroleum story, as told them by Glenn 
Miller, manager of the Frigidaire division of the W. H. Bintz Co. Here are some 150 of them in Salt Lake Citv aetting the facts 
on bottled gas competition and what to do about it. 


URING the post-war period 
when electrical appliances have 
been hard to get, liquid pe- 

troleum interests have not been blind 
to the opportunity offered—they have 
started to move into territories hitherto 
free from this competition. The Pacific 
Northwest and the Intermountain 
areas, where electric range saturation 
has always been among the highest in 
the country, have begun to feel a real 
threat ahead in LPG competition. 
The wholesalers and the power com- 
panies serving these areas have felt 
that the time to nip this competition 
was while it was still in the bud. They 
realize the seriousness of the situation 
as it has developed in areas where 
liquid petroleum fuel has gotten a real 
foothold and they hope to prevent its 
serious invasion of their territories by 
getting there first. 

In Utah the situation was revealed 
by a meter readers’ survey. Every 
electric customer was approached to 
learn how many were using LPG 
equipment and how long it had been 
installed. Enough installations were 
found to make the power company feel 
distinctly apprehensive. Practically all 
of them had appeared within the past 
twelve months. 


Frigidaire Dealers Told 


That the electrical dealer should be 
qually concerned and that he is the 
one who can actually do something 
about meeting the problem was the 
belief of those who talked this matter 
over. Glenn Miller, manager of the 
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Frigidaire division of the W. H. Blintz 
Co., wholesalers of Salt Lake City, 
started the ball rolling by telling the 
liquid petroleum story to meetings of 
Frigidaire dealers. Some 150 dealers 
in this area heard his talk. Then J. F. 
McAllister, manager of residential 
sales for the Utah Power and Light 
Co., carried the idea further by ad- 
dressing groups of dealers throughout 
the company’s territory in Utah and 
western Colorado. 


Too Many Dealers Unaware 


Few dealers, except those in terri- 
tories already seriously invaded, have 
been aware that they had anything at 
stake in the situation. Many retail 
stores, finding that electric ranges are 
scarce, have been perfectly willing to 
stock LPG equipment and to sell it to 
anyone who asks for it. Some of them, 
a little sore that delivery of electric 
ranges has been so slow, have sputtered 
a bit in the presence of the customer. 
“No, I haven’t any electric ranges and 
I have no idea when they’ll come in. 
I have orders six months ahead now 
and there’s not a chance to give you 
anything before next summer,” is a 
more or less typical response to a cus- 
tomer’s request. Is it surprising that 
this home owner (probably a farmer) 
lends a willing ear to the next person 
who tells him the story of the safety, 
cleanliness, speed and convenience of 
liquid petroleum gas? Once sold, it 


has been found that it is very difficult 
later to get such an installation out of 
the kitchen. 
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What difference does it make to the 
dealer? Quite a bit. In the first place, 
the LPG people have a merchandising 
set-up of their own and in territories 
where they are really established they 
like to sell through exclusive dealers— 
sometimes through service stations, 
where a complete tank-to-customer 
setup multiplies the profits. The elec 
trical firm is apt to wake up to find 
that it has a serious competitor right 
at the back door. “But I am handling 
the equipment myself,” say some deal- 
ers, “what difference does it make 
which range the customer buys?” 
Just this—the customer who has an 
electric range and water heater in his 
home is the one who buys the complete 
outfit of other appliances to go with 
them, partly because he is really sold 
on the convenience of electricity and 
partly because the reduced rate which 
the range and water heater have made 
possible brings down the cost of opera- 
tion of all other electrical equipment. 
Once the dealer lets the customer put 
in a liquid petroleum range, water 
heater, or possibly house heater, he has 
established a home which is somewhat 
than enthusiastic about electric 
service as a household help. Appliances 
which use considerable electricity to 
operate loom as expensive items on the 
electric bill, because they come in at 
the top level of rates, instead of at the 
bottom. Every dealer will recognize 
from past experience that the customer 
whose electric bill is already relatively 
high is much easier to sell additional 
appliances than the minimum bill cus- 


less 








In Utah Power & 
Light Co. territory, 
the trade is being 
alerted to threat of 
bottled gas inroads 
on cooking and 


water heating loads 


By 
CLOTILDE 
GRUNSKY 

TAYLOR 


tomer. It is important that the dealer 
does not let his prospective customer 
fall into the minimum bill class. 

What can he do about it? The 
answer is simple. The story of electric 
cooking is a good one—it is better 
than the liquid petroleum man can tell 
about his product. If the customer 
hears the electrical story first, she will 
be willing to wait for the safe, clean, 
fast, modern electrical range. If the 
dealer sends her away discouraged or 
even himself sells her a bottled gas 
range, she is lost as a good electrical 
customer for a long time to come. 


Growth of LPG Stressed 


The story told by Mr. Miller and 
Mr. McAllister is the story of the 
rapid growth of LPG use in rural dis- 
tricts throughout the country. The 
purchasers of this equipment are not 
in the wilds—90 per cent of them live 
in houses already served with electric- 
ity—but surveys have shown that 
almost universally they are people who 
have never been approached to pur- 
chase an electric range. They did not 
hear the story of the advantages of 
electric cookery until it was too late. 
The talk then goes on to enumerate the 
claims put forth by petroleum gas pro- 
ponents and then to top them by proof 
of the superiority of electricity on each 
point. Electric advantages in cleanli- 
ness, safety, automatic operation, ac- 
curacy of performance, health consid- 
erations, cool kitchens, fast operation, 
convenience and economy are all 

(Continued on page 181) 
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UNEXPECTED GUESTS are always expected at the sociable John 
V. Larkins. They grow some things in their yard, buy others in 
quantity. Here two guests (left) cast avaricious eyes on cookies 
stored in the 30-foot Carrier. Later they ate spaghetti, the sauce 
for which was made months earlier when Mrs. Larkin spent the six 
hours necessary for its preparation. 
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Agricultural Engineer 


A THREE-CAR GARAGE was the only available space the Rus- 
sel C. Shipmans had for their 30-foot freezer. She is a graduate 
home economist, he is an agricultural engineer. They raise some 
vegetables, buy others in quantity. Son Charles is a pie lover. 
The Shipmans like lots of meat, fruit and vegetables, and they 
make trips to the garage on an average of at least once a day. 


THACA, N. Y., appliance dealers, the 
I manager of the Mother Zero locker 


plant, and four freezer owners pro- 


vided the material which appeared in 
the first half of this article on reactions 
to the home freezer. 

Consumers in the Ithaca area, sub- 


ject to the research, surveys and in- 
formative bulletins of Cornell Univers- 
ity’s School of Nutrition and to the in- 


a : tensive freezer promotional activity of 

, o the cooperative Grange League Feder- 

= | ; ation, are perhaps more keenly aware 
a . of the existence and possibilities of 


home freezers than any comparable 
group in the nation. It was in Ithaca 
that H. E. Babcock combined his far- 
seeing genius with the practical knowl- 
edge and skill of Emil Steinhorst to de- 
velop what Ithacans credit with being 
the first home freezer. Mr. Babcock 
founded the Grange League Federa- 
tion, an organization which has done 
much to stimulate freezer use through 
its low-cost rentals of small freezers 
and its low-cost sales of both large and 
small freezers. Its operation of the 
Mother Zero locker plant was earlier 
described as an important adjunct to 
home freezer operation because it pro- 
vides supplemental storage space, 
slaughtering, cleaning, wrapping, freez- 
ing, and brokerage services. 


The Farming Owners 


Two of the owners whose experi- 
ences and reactions were reported in 
the earlier article live on farms. The 
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Police Officer 


POLICE SERGEANT Smith Wright 
has made his children the most pop- 
ular in the neighborhood by freezing 
popsicles. Mrs. Wright got the first 
18-foot Coldspot delivered in the 
East after the war. She buys all her 
food, finds the freezer an economy. 


first of these, Mrs. Irving Ingalls is 
the wife of an advertising man and 
she, with the aid of an 11 year-old 
son, does most of the work. To her, 
farming catch-as-catch-can, the freezer 
is an indispensable work saver. The 
other farm woman, Mrs. Martin Sine, 
runs a 22-room farmhouse for her 
farm manager husband and two chil- 
dren. Often shut in by winter snow 

rms she finds her freezer a veritable 
safe deposit vault. In addition, it pro- 
vides a year-round diet of frozen iresh 
meats and vegetables which are the 
product of the farm. 

Mrs. Stanley Griffith, the third in- 
terviewee, lives in the city, but grows 
much of her food on a 90-acre farm. 
Like Mrs. Ingalls and Mrs, Sine she 
has been freezing for many years. She 
has seven mouths to feed, finds the 
freezer an economy. Mrs. Verne A. 
Fogg, who owns the largest freezer re- 
ported, a custom-built job, also lives 
in the city, is the wife of a cooperative 
official. Her gardening is done in the 
backyard. Home grown foods she sup- 
plements with vegetables, fruits and 
meats purchased in quantity. Her 
freezer saves shopping time, and goes 
a long way toward making meal plan- 
ning easier. 

In contrast to the above group, 
farmers or large gardeners, the next 
five freezer owners have small gardens 
or no gardens at all, depend in varying 
legree upon outside sources for their 
food supply. 
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The Entertaining Architect 


Architect John V. Larkin has had a 
30-foot Carrier-built GLF freezer in 
his house just over a year. Besides him 
and Mrs. Larkin the freezer provides 
food for three children whose ages run 
from eight to 18. The Larkins are fun- 
loving, sociable people. Guests drop in 
unexpectedly anytime from anywhere. 
Unexpected or not, they get fed and 
fed well. The evening of our interview 
vith the Larkin’s they were entertain- 
ing two Bostonians, The meal was 
tasteful but simple—spaghetti with spa- 
ghetti sauce. But even that was made 
possible because some months ago Mrs. 
Larkin had spent the six hours neces- 
sary to make the sauce and it was re- 
posing in the freezer ready for use 
when the guests arrived. 

Mrs. Larkin didn’t have much op- 
portunity to deliver a solo address on 
her reactions to the freezer because its 
advantages and disadvantages imme- 
diately became the subject for an open 
forum. All that was needed was a lit- 
tle push in the form of the question, 
“What do you like about your freezer ?” 

Mrs. Larkin answered, “I don’t 
know; there are so many things I like 
about it— like tonight. You see, I’ve 
always canned a lot, and I think the 
frozen product is superior to the 
canned product.” 

Here Mr. Larkin broke in: “If you 
have a garden and grow your own you 
not only save money, but you have a 
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Lawyer 


SMILES are in order as Mrs. John 
W. MacDonald thinks of the shop- 
ping time her freezer saves and her 
daughter gets out her favorite deli- 
cacy—ice cream. Mr. MacDonald 
teaches law at Cornell; Mrs. Mac- 
Donald is a practicing lawyer. She 
buys all her food commercially 
frozen. 


better product as well. We grow a lot 
of our own vegetables.” 

Mrs. L: “We buy in quantity any- 
way, and that saves shopping time. 
The thing I like as much as anything 
is that I can plan meals for week-end 
guests a week ahead of time—if I know 
they’re coming—by gradually prepar- 
ing and freezing the meals in advance.” 

Mr. L: “When you buy meat in 
quantity you get the choice cuts, but 
vou also get a lot of things that we, or 
I, anyway, don’t want—like sowbelly 
irom a pig... . Last week I bought 25 
pounds of ground round from a 
slaughterhouse at 37 cents a pound 
when meat was selling retail at 87 cents 
a pound. This year I’m buying my tur- 
keys in October or November when 
they are at their best.” 

Mrs. L: “I am not very happy with 
wrapping materials. Especially pie 
wrappers. They ought to have a close- 
fitting bag of cellophane. It’s awkward 
to wrap a round object with loose 
sheets. I also freeze a lot of cakes and 
rolls... . Jean (a daughter) always 
grabs a frozen sandwich on her way to 
school. By lunch time it is thawed 
and very fresh.” 

To the question of preference for 
chest or upright type, Mrs. Larkin 
definitely preferred the upright type. 
“T’m short,” she smiled, “and it’s very 
difficult for me to get into a chest type 
freezer. We average about one trip a 
day to the freezer. Some days we don’t 
go at all, other days we may open it 











as often as three or four times.” 

Mr. L: “Some people say a door 
type freezer is more expensive to oper- 
ate than the chest type, but I don’t be- 
lieve it. You can get packages out of 
an upright freezer more easily and it’s 
not necessary to have the door open 
so long ° 

Mrs. L: “I put this year’s pack on 
the left and last year’s on the right. 
[hat way I know about where every- 
thing is.” 

Mr. L: “Power tailures don’t seem to 
hurt the foods, but I do think the alarm 
light should be extended upstairs where 
we can see it. If something went wrong 
with the freezer we might not know it 
for two or three days.” (Their freezer 
is in the cellar.) 

The Larkins don’t have a locker to 
supplement their freezer because, Mrs. 
Larkin says, ““We never thought it was 
enough of a saving to compensate for 
the long trips back and forth.” 

Mr. Larkin answered the question 
about apartment use of freezers. “I 
think freezers for small apartments— 
to take you literally, a very small apart- 
ment in a big city—must be built into 
the refrigerator. The steak and chop 
trade, those people who buy from meal 
to meal, is amply taken care of with 
about a cubic foot of storage space. 
Space in a small apartment is an im- 
portant factor. Apartment house own- 
ers might find it a good idea to install 
lockers in the basement.” 

(Continued on page 186) 
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THE SPACIOUS STORE occupied by Pollard is now three times its original size and the good supply 


sppliances with which Mr. Pollard started business. 


‘Lhe HOUSE shar 


working for him. Nine of them are 
on his payroll and the other 991 are 


his friends—including bankers, bus 


j= Pollard has a thousand people 


drivers and bookkeeper vho have 
watched him carve out a name for him- 
self in the appliance business, 

Mr. Pollard owns and operates the 
Pollard Appliance Co., at 118 South 
Lamar Street, Jackson, Miss., a firm 
which does an average gross business 
of $20,000 per month in a deep South 
city of approximately 80,000 popula- 
tion. This exceptional sales figure is 
underscored by the fact that retail ap- 
pliance shops in Jackson sell in the 
borhood of 75 percent of all ap- 


pliances sold there (the city’s depart- 
ment stores sell no such equipment), 
and that there ar score and more 
deale y € y | the busine 
When asked | loe t, M 
Pollard ’ y Friendship 
But " le explanation need 
r b M Pollard ha 


utilized his friendships well, without 
i n, in the course of 


1 


( 
building his business to the sound es- 
1 


tablishment it is today. From a shaky 
start in October, 1944, with a bor- 
rowed capital of $3,000, a few fixtures 


and little or no merchandise on hand, 


his firm is now 


rarded as one of the 


tanding in central M 
Three Way Friendship 


“Friendship is the motor which keeps 
says Mr. Pollard, 

“and you might say it a three-way 
friendship friendship 
with my employees which enables me to 
trust them completely 


my business going,” 


First, there’s 


and to count on 


heir loyalty in running the business 
when I am not here. Second, by n 


taining a long and firm friendship with 


4 









of equipment on hand is a far cry from the few sun lamps and other small 


The dealer must make friends to make customers, according to Joe Pol- 


lard, owner of an enterprising Jackson, Miss., appliance firm. He has his 


own system of friendship-in-merchandising and it is a profitable one. 


my distributor; we understand each 
other perfectly and profit mutually. 
Third, by the studied cultivation of 
friendship with my customers, I have 
their confidence and their patronage.” 

Selling through friendship is noth- 
ing new, of course, but through Mr. 
Pollard’s way of doing it, new angles 
of merchandising have been opened up 
ind as a consequence, he is selling more 
than his share of appliances in Hinds 
ind Rankin Counties, his trade terri- 
tory. As he figures it, a dealer has to 

ike friends to make customers and 
in order to obtain friends, he must get 
into the places where they are likely to 
ve made. Mr. Pollard has done just 
iat. He belongs to several fraternal 
orders, luncheon clubs and civic organ- 
izations and takes part in almost every 
civic event staged in his native city. 
His name is among the first to be pro- 
posed when the selection of committee- 
men for various functions begins. He is 
a steady attendant at church, he do- 
nates to civic causes, backs city-build- 
ing projects and is a regular at local 
sports events. 

“This, of course, is all done because 
first of all, I like it,” he points out. “I 
am serving the community and making 
a host of personal friends while doing 
it. But without commercializing on 
these friendships, I am also building a 
place for my firm in the community 


because these friends drop in to see me 
and stay to buy appliances.” 


Loyalty Factor Cited 


In order that he may leave the store 
and take part in so many civic activi- 
ties, Mr. Pollard carries out the second 
angle of his friendship-in-merchandis- 
ing policy. This is the friendship and 
loyalty which he enjoys from his em- 
pleyees. Based on an open understand- 
ing with them, his feeling is that his 
business is as safe in their hands as in 
his own. 

“We have no secrets here,” he de- 
clares, “Everybody krows what every- 
body else makes and what the firm 
makes. Good salaries are paid and 
everybody understands what is ex- 
pected of him, That’s common sense. 
How can a man operate a business if 
he doesn’t have the confidence and loy- 
alty of his employees? I have it—so I 
can let them take care of the business 
while I am out mixing.” 

Felix Dean, the store manager, has 
been with Mr. Pollard since his open- 
ing as has Houston Barnett, head of 
the commercial equipment department. 
Last year, Mr. Pollard added a home 
economist to his firm and in doing so, 
employed a former associate and long 
time friend who formerly worked with 
him in the sales department of the Mis- 
sissippi Power Company for several 
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years. She is Mrs. Eloise Taylor, a 
widely known and popular worker of 
several years experience in the home 
service field. Five dependable and ex- 
perienced service men round out the 
organization’s personnel list. 

The third angle of friendship in Mr. 
Pollard’s policy is with his distributor, 
who handles Norge products. Mr. Pol- 
lard recalls that when he opened up his 
business, he had a few sun lamps, an 
occasional floor furnace, 15 years ex- 
perience in selling and a Norge fran- 
chise. 


Pickings Were Lean 


“The pickings were lean in those 
days,” he recalls. “However, I never 
strayed from the belief than an appli- 
ance firm should live, eat, sleep and 
promote one line of appliances. There 
were many times when I was tempted 
to take what was offered in order to 
have something to sell, but instead I 
depended on the service department to 
carry me along, while promoting my 
one major line to the hilt. Now that 
the merchandise is being delivered in 
quantity, my adherence to Norge has 
proved a wise decision.” 

There are several other angles of 
Mr. Pollard’s friendship-in-merchan- 
dising policy which might profit any 
dealer to study. For example, occasion- 

(Continued on page 88) 
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JOE POLLARD, one of the best known residents of Jackson, Miss., finds that 
membership in clubs and lodges and civic activity, make friends and build business. 





FELIX DEAN, RIGHT, store manager, shows an interested customer how easy it is 
to make a recording but the customer appears to have “mike fright”. Anyway it’s a 
good demonstration technique. 








SERVICE TRUCKS, both large and small, provide 24 hour service seven days a 
week for customers of the Pollard Appliance Co. This truck makes deliveries in two 
counties. 
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MRS. ELOISE TAYLOR, home economist at Pollard Appliance Co., is a former home 
service worker for the Mississippi Power Co. and knows equipment thoroughly. 





et 


PREPARING TO DEMONSTRATE an ironer, Mrs. Taylor explains to this Jackson 
housewife the advantages and time saved over hand irons. Much of the equipment 
at Pollard’s is connected for use and may be demonstrated by plugging in. 


BUSY SERVICE AND REPAIR MEN are typical of the activity in Pollard’s 
service department, a unit of the firm which accounts for about $4,000 of the monthly 
income taken in. This department has been a mainstay since the business opened. 
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More Frigidaires 


serve in more American Homes 
than any other refrigerator 


AND REFRIGER? 
ony PA 











oe 


Yes, Frigidaire Refrigerators are the leaders 
the “king-pins’”—of the Frigidaire line. 
rheir popularity makes them so. 





But look at ail the Frigidaire home ap- 
pliances— products made easier to sell by 
the Frigidaire Refrigerator products 
that, in turn, make the Frigidaire Refrigera- 
tor an even greater favorite 


1. Frigidaire Electric Water Heaters, 3()- 


to 80-gal. sizes 


2. Frigidaire Automatic Washer, the great 
new development in automatic washers 


3-4. Frigidaire Clothes Dryer and Frigid- 
aire Electric lroner, completing the new 
Frigidaire home laundry line 


5. Frigidaire Refrigerators, including new 
compact models that hold up to 50‘; more 
food in virtually-the-same kitchen space 
and famous Cold-Wall models. All with the 
Meter-Miser! 
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6. Frigidaire Electric Ranges in 6 models, 
for every family. 

7. Frigidaire Home Freezer, a newly de- 
signed ‘‘8-footer.”’ 

Also—Frigidaire Kitchen Cabinets and 
Sinks, rounding out the Frigidaire line and 
enabling the Frigidaire Dealer to outfit 
modern kitchens — completely. 

Here’s a full line of home appliances 
to add sales—and multiply profits — for 
Frigidaire Dealers. Further proof that you 
can— Depend on Frigidaire todo Things Right! 


You're twice as sure with two great names 


FRIGIDAIRE 


MADE ONLY BY 


General Motors 

















FEBRUARY 1, 1948—ELECTRICAL MERCHANDISING 











and 
that 
met! 
spe 
labe 
mor 
met 
7 
der 
anc 
on 
ver 


ior 
( 


cas 
Ste 
les 








SOPHIA AND MARCIA MYERS on the lawn in front of their country farm home. 








K/ectrical Karming 


Glen Myers’ 80-acre farm in Steuben County, Indiana, shows 


what farm work and home equipment can accomplish 


N discussing electritying and mech- 
anizing farms throughout the past 
year, farmers in Michigan, Ohio 

and Indiana inform me unequivocally 
that they want first of all to buy equip- 
ment that eliminates hard work, to 
speed up production, to solve the farm 
labor shortage problem, and make more 
money to buy more labor-saving equip- 
ment and beautify the home. 

The mer, however, un- 
derstands that a happy family results, 
and the boys and girls want to stay 
on the farm, only when modern con- 
veniences are made available. There 
fore, the program begins in the home. 

Suppose that we take the specific 
case of the Glen Myers family in 
Steuben County, Indiana. His farm is 
in the Midwest 


modern fat 


less than the average 








—only 80 acres (many operators are 
farming 200 to 500 acres). 

As you inspect the kitchen with its 
built-in cabinets, you will be im- 
pressed with the large 8 cu. ft. Hot- 
point refrigerator, the Westinghouse 
electric range and many small appli- 
ances. There are also the electric wash- 
ing machine, vacuum cleaner, electric 
sewing machine and three radios in 
the home. More important than all 
others, perhaps, is the electric water 
system, consisting of a deep well (118 
ft.). A 500-gallon pressure tank makes 
water available for all household needs, 
for the milk cooling requirements in 
the milk house, for the livestock at the 
barns, for sprinkling, for fire protec- 
tion, for the kitchen sink, and the two 


complete bath rooms. 


There is no other factor in the 
modern farm home more important 
than an abundance of hot water, so 
the Myers wisely chose a 70 gallon 
electric heater (Westing- 
which operates on the “off- 
peak” hours between 11 p.m. and 7 
a.m., thus affording low cost service 
at the special rate given farm owners 


size water 


house ) 


in this area. 

\nother thing, Mr. Myers empha 
sized, is the Importance ot keeping the 
home warm and cozy throughout the 
] 


winter months. Before he installed a 


bo ster 


the furnace he 
hover 
warm in cold 
weather. would be cold 
ind draughty. installing the 
fan, the heat gets to everywhere. 


electric fan 11 


necessary to over 
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The corners 
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MRS. GLEN MYERS uses a Mixmaster in 


preparing meals in the Myers kitchen. 


In the Myers’ diversified far: 


program, they usually buy 700 chi 


two electric brooders. A 


kept 


and use 
250 layers are throughout 
season. Besides, 
and a milking machine is 
able unit in their electric 
gram. 


an indisj 


power 


(Contin ed on page 176) 





GLEN MYERS with his homemade hybrid seed corn 
grinder (later replaced with factory-built grinder). 
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GLEN MYERS operating the seed cleaner in his drying 
shop. Corn sheller is shown at right. 


PRESTON MYERS, 
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they have 20 cow 


They also have a sheep-shearing 
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the oldest son, in the corn drying 
room. Here hybrid corn is dried electrically. 
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THE MAIN STORE located on State St. in Murray, Utah, is headquarters from which 
six salesmen operate. Most of their time is spent in cold canvass work in the field getting 


ready for tougher days ahead 











THE BRANCH STORE at Medvale with the staff. 





In addition to six outside salesmen, 


the firm employs five men who install appliances, one radio and washer service man and 
four connected with the contracting end of the business. 


‘Lomorrow is Already Here 


The Brady-Milne Appliance Co., Murray, Utah, is already solving the problems of tomorrow 


SVERYONE seer to agree that 
4 the time is ibout he whet 
the retail electrical store is going 
ive to get out into the field to kee} 
ng. “T 

ing outside 
ill be advertising on a 
and will be staging pro- 


viien 


yf one sort and another rhe 
iwaits with interest the ex 

of the first venturers. Will 

ble to carry on under present 

ns? Has the experience of wat 
years ruined salesmen so that they will 


1 


not put energy enough into their 


bs 
to make a proht tor themselves and 
their employers? Can the newcomer 
in the retail field make the grade when 
he comes up against this kind of com- 
petition ? 

Utah there are two 
men, both of them veterans, who 
started an electrical store after t} 
return from the wars. They were new 
in the 


Murray, 


young 


retail field, but they studied the 
situation and set out to establish them- 
selves on a long term basis. Ken Brady 
and Don Milne recognized that hi 
easy going of the first 


} 


year or so when 
people came in to be 1 


would n 


tion which could carry on through that 
hazardous I 
ances would be abundant and competi 


“tomorrow” when appli 


tion keen. 
swim, they 


It was better to learn to 


figured, before finding 


te! | \ it 
to experiment and 
gs of busi 


[ome Was 


Three Percent Advertising 


the very beginning they ad- 
They were fortunate in hav- 
ing well known lines such as Frigidaire 
and Bendix, but at the start they them- 
selves were not well known. They pro- 
ceeded to establish themselves in the 
mmunity. They ran ads consistently 
the local newspaper. They took time 

e radio \t the prese 


sponsors two radio 


vertised. 


nt time the 
yrograms— 
Clock 
They 


response n 


morning, “Alarm 


in the 


lime”, and one in the evening. 
muuight excellent 
to bringing the firm’s n 
the public, it has been possil 

a considerable number of 
tly to these programs. One mi 
n from 18 


have br 


’ 


i miles out of town to 
~hase a water heater he had heard 
tioned on the radio. Salesmen who 

ade cold turkey calls find their 
into the home made easier be- 
familiar with 
the daily pro- 


housew 


uck bearing the store’s 

ight a lot of good will. 

partners use it occasionally to ad- 
> their own wares, of course, but 
1ently it serves as a goodwill 


S 


by helping to further some civic 
nterprise. It was loaned to the Cen 
tennial for use in its parade, advertis- 
ng the Brady-Milne firm only by the 
advertisement on the side of the truck. 
In the same way, time on radio pro- 
grams is frequently donated to some 
worthy civic cause. When the Lions 
put on a benefit boxing match, the 
president of the organization was given 
an opportunity of telling about it on the 
Brady-Milne broadcast. In the short 
time it has been in existence, the store 
has made itself a respected and well 
known part of civic life. Advertising 
expenditures from the start have 
amounted to about 3 percent of sales. 


yulider 


Build a Sales Organization 


Early in the game, too, the partners 
started to build a sales organization. 
They knew they could make money by 
confining themselves to store selling, 
supplemented by their own field selling 
efforts—in fact, they did a good job in 
peddling furnaces during the first 
season after their opening, when that 
was almost the only appliance avail- 
able, but as soon as anything at all 
began to come in, they put men in the 
field. Again, they wanted to make 
themselves known—to build solidly in 


DON MILNE AND KENNETH BRADY 
have established their new firm in the com- 
munity by a long-range policy of meeting 
tomorrow's problems today. 
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the community, and to set up an organ- 
ization which would be ready when the 
time for real competitive selling was at 
hand. Almost from the start they have 
had three outside salesmen, besides 
themselves. Recently they have taken 
on three more. 

These are carrying on a genuine pro- 

(Continued on page 184) 
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a BATHROOM + HOME LAUNDRY + RECREATION ROOM 


RID YOUR HOME OF 
COOKING ODORS, FUMES 
end HEAT 
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Colorful new displays now ready : are Your woms oF 


COOKING ODORS, FUMES ond HEAT / 


complete with fans and selling helps! 


Cprortunity is knocking! Get into the booming fan business with these two potent 

sales-making display deals. Multi-color, compact displays can be used in your window, 

on aisle tables, counters, or fat-topped appliances. Each display factory-packed with 

two fans and complete set of selling helps—when deal arrives, you are ready for 

business! One display for plug-in “Portable” (window frame) models, the other for 

"Built-in" (wall type) models. Hurry—get complete information by calling your whole- 

saler, sending coupon, or phoning nearby ILG Branch Office (consult classified directory). N\ a3 £LeCTRIC a es 

——<SETRIC VENTiiA 





ILG ELECTRIC VENTILATING CO., CHICAGO 41, ILLINOIS 


2874 No. Crawford Avenue + Offices in more than 40 Principal Cities 
Powerful 1948 national - 
\ advertising sells ILG [_] Rush information on new display deals 
Ventilation to over — 


yz-10m01010mel0l0Ne 1-1-1 103 


Tie-ir. your store with i ° 
we FREE—"ILGMAN”" 
w point-of-sale disploys coceccce gives complete 
and Gardens data—send coupon 


for your copy! 
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Ps, | You've asked for it—and here it is! The RECORDIO Jewel Disc—longer lasting, safer, more 


beautiful than any home recording disc you've ever seen or heard. Comes in a brilliant sell-on-sight 


wine-red finish —on a heavyweight, unbreakable aluminum base. Wilcox-Gay research has created 
a disc that records with unusually realistic fidelity—a disc that can be played hundreds of times. Approved- 
by Underwriter’s Laboratory. The RECORDIO Jewel means finer home recording for your customers— 
larger profits for you! Available in 8’’ and 10” sizes, coated both sides. IMMEDIATE DELIVERY 


from your distributor, or write or wire... 


WILCOX-GAY CORPORATION + CHARLOTTE, MICHIGAN 


IN CANADA,..CANADIAN MARCONI CO, 
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YOU'VE NEVER SEEN A 
SPACE HEATER LIKE THIS! 


WARMS THE FLOOR WITH 


/ RADIANT HEAT! \ 





The Winkler Econo-mizer Burner gives 
efficient, smokeless performance over its 
full range of burning rates, due to the 
ingenious design of pilot and combustion 
ting combined with impinging jet air 
distribution. 


The heavy, rust-proof humidifier 
holds 2 gallons of water. Easily 
filled through opening in top grille. 


WIN 
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You can’t beat Radiant Heat for real winter 
comfort. It’s just like summer sunshine, 
stimulating and health-protecting. That’s 
why the oil-burning Winkler Radiant-Air 
Heater is sweeping the country. 

This heater offers a unique combination 
of Radiant Heat and gently circulated 
warm air never before obtainable! It pro- 
duces and distributes heat so efficiently 
that operating cost is incredibly low. Its 
smartly modern design catches every eye! 


Why Winkler “Down Glow” Heating 
means greater comfort 

Look at the diagram at left. The greater 
part of radiant heat rays pouring from the 
front of the heating unit are directed 
floorward by the scientifically curved 
surfaces of the Deflectors. These heat rays 
are absorbed by the floor, which becomes 
a warm radiant surface itself. At the same 
time, warmed air rises through the top 
grille. Thus dual heating is produced 
which warms both air and floor! 

And remember this—no fan is needed 
to obtain all the benefits of this revolu- 
tionary kind of heating. 


The “Snap off—Snap 
on” Deflector front 
amazingly simplifies 
cleaning of burner. 


KLER 
Radiaut-r¢ér OL HEATER | 


U. S. MACHINE CORP., 


Dept. AL-47, Lebanon, Ind. 








Premiums Are Back 


Age-Old Device of Stimulating Sales 
Is Coming into Appliance Trading. 


VER since B. T. Babbitt, away 

back in 1851 tried to get the public 
to buy cake soap instead of permitting 
dealers to whack off pieces from long 
bars, the business has been upon us. 
Mr. Babbitt offered to redeem 25 wrap- 
pers with a beautiful panel picture. 

You can go back farther than that if 
you wish, to the Assyrians who used to 
throw in a bow and a quiver of arrows 
with the sale of a chariot, or to Roman 
merchants who sold the tooth of a 
Hyrcanian wolf as a love charm to 
purchasers of ladies’ cosmetics. 

But the main point is that for the 
first time since the war premium offers 
are blossoming again in the advertis- 
ing. 

Briefly stated, premiums give appli- 
ance dealers two advantages: 

1. A buy now impulse, because everyone 
realizes that the premium offer can be cut off 
at any moment. 

2. A chance to reduce prices without cut- 
ting the figure. 


Back in 1939 you saw offers of a set 
of silverware given in exchange for the 
old vacuum cleaner on the purchase of 
a new An electric refrigerator 
sale in January brought a free electric 
mixer. In off seasons electric irons 
were frequently used as premiums in 
the sale of washers. Aluminum cook- 
ware went often with gas and electric 
ranges. The dinner set offer was made 
on kitchen cabinets when the purchaser 
attended demonstrations given in the 
store during a specified period. 

One dealer offered a glass measuring 
cup to any woman attending a demon- 
stration, whether she made a purchase 
or not. Another alert merchandiser 
got women to come in for ironer 
demonstrations by allowing any woman 
using the ironer to keep the linen hand- 
kerchief she had personally ironed on 
the machine. 

In the tough going days before the 
war smart merchants tied in premiums 
with the season of the year, giving 
merchandise that would be used and 
not laid away. 

That is worked has been shown by the 
example of one electric refrigerator 
manufacturer who was said to have 
moved 10,000 refrigerators at $186.50 
by throwing in an electric mixer retail- 
ing at $18.50. Premium cost ran 
around $8.50 per box. 

In his book, “Premium Advertising 
as a Selling Force,” by Frank H. Wag- 
goner (Harper & Brothers, publishers, 
N. Y.). Mr. Waggoner lists a number 
of types of premiums used. 


one, 


Kinds of Premiums 


1. A prize is an article of merchan- 
dise offered to the winner in a competi- 
tion. It is not available to everyone 
as in the case of premiums. 

2. A direct premium is one that is 
given outright with a specified pur- 
chase at the regular price. 

3. A combination sale sells some arti- 

e in combination with one’s own 
product in excess of what is usually 
charged for the product itself. 
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4. A purchase privilege offer gives 
a customer the privilege of buying 
another article at a reduced price at the 
time he buys yours. 

5. A mail-in premium offer is one in 
which the coupons or tokens are mailed 
in. 

6. A container premium is one in 
which the product is packed in a con- 
tainer which is reusable after the con- 
tents have been removed. 

7. An enclosure premium is one that 
is enclosed in the carton or container 
with the product. 

8. A continuity premium offer is one 
in which a number of premiums are 
offered to be secured one at a time. 

9. A part-cash premium offer is on 
in which the customer is required to 
send in a sum in cash in addition to the 
premium token. 

10. A trade card or punch card is 
one that has a row of amounts which 
are punched out as the customer buys. 

11. A trading stamp is a perforated 
premium token placed in stamp books 
which when filled are redeemable in 
cash or merchandise. 

12. Advance premium is one deliv- 
ered with an initial purchase, the cus- 
tomer agreeing to continue buying until 
the premium credit liquidates a fixed 
sum. 

The Katz Drug Stores are selling a 
premium book containing 72 coupons. 
Special gift items can be bought 
through these coupons and in no other 
way from the firm. For example, an 
electric kitchen clock, listing at $4.95, 
can be had by the Katz plan for $2.99. 
The idea of the Katz plan is this: When 
a certain amount has been reached on 
the Katz “Million Dollar Sale Punch 
Card” you may buy the kitchen clock 
for only $2.99, plus tax. 

It has been estimated that the aver- 
age amount deducted for premiums 
runs around 2 percent of the gross. 

As a way of getting trade in quickly, 
and forcing prompt action, premiums 
rate high. The public does not seem 
to consider a premium as a price cut 
and it permits merchants to hold up 
prices in very satisfactory fashion when 
the going is tough. 

—MARTHA A. ALEXANDER 





“DO YOU REPAIR WIRED BRAS?” 


, 1948—ELECTRICAL MERCHANDISING 
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TWO NEW € , 


THE NEW CROSLEY 887A 


Here's just-what the doctor ordered to put a sparkle in the 
eyes.of shoppers*seeking a value-packed table radio! It's a 
stand-out fos.beauty..... with-a Justrous maroon plastic cabi- 
net that’s smart as a@fox.scatf!.And it's just as adaptable, too 
—tops off any end table in fine-style, is at home in rumpus 
rooms, game rooms, bedrooms 

It’s also a stand-out for performance : Crosley FullkRange FM 
System assures clear, static-free reception, minimum fading 
and station interference. Improved superheterodyne Standard 
Broadcast circuit delivers sharp tuning, mellow-toned clarity. 
The new curved Slide-rule dial is not only smartly decorative 
in design, it provides accurate tuning and full visability from 
top or front. Of course, the Crosley 88TA has Continuous 
Tone Control and other refinements shoppers have come to 
look for in Crosley engineered radios. 


A tonic for Crosley dealers? You bet... and one 
for radio shoppers, too! 


Te 
to pep-up, Step-Up Sales! 
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THE NEW CROSLEY 88 (CR 


Electronic tonic! Superb engineering craftsmanship blends 
with a magnificent mahogany cabinet -by Carrollton to give 
Crosley customers an FM.AM radio-phono that’s"a delight 
to see, to hear, to buy 


Look at that cabinet: It's furniture-fashioned of mellow ma- 
hogany—hand rubbed to gleaming perfection—a source of 
pride to.any lover of fine furniture. Listen to that tone. . . 
rid, full, true. Here is Crosley Wide-Range FM at its best, 
new improved standard broadcast with fidelity and sensitivity 
to spare; recorded music aglow with the brilliance and vigor 
of the original rendition, made possible by the exclusive 
Floating Jewel Tone System. 

Here are scores of other refinements, too . . _ a batch of sales 
features that can't be topped: Continuous Tone Control, 
Automatic Record Player, Distinctive Slide-Rule Dial, Built- 
in Antennas for FM and AM., Shortwave, just to mention 
a few. 

And the real ginger in this tonic is to see the price! 


TPATENTED 


for d run-down feeling IN THE REGION OF THE CASH REGISTER ! 


This Crosley combination is good for what ails sales! It 

reaches the mass market for table radios . . . it reaches the 

class market for radio-phonos. And it gives both markets an 

AM-FM value, a style value, a feature value. As for price 
. well, both models are tagged for volume sales. 


Those ingredients are why this particular Spring 
Tonic... 


PUTS NEW LIFE IN TIRED SALESMEN! 


It gives them something to really talk about . . . features to 
meet and beat competition at every point. Matter of fact, any 





Division — UCP Manufacturing Corporation 


Shelvador* Refrigerators « Frostmasters « Ranges « Radios « Radio- 
Phonographs « FM « Television « Short Wave « Home of WLW 
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salesman worthy of the name just can’t be casual about these 
two new Crosley models; they're exciting . . . to hear, to see, 
to sell, and to buy! 


YOU'RE THE DOCTOR! 


Every Crosley dealer has this two-fold opportunity to pep-up, 
step-up radio sales. They'll swing into Spring with these new 
Crosley models . . . build store traffic and profits with these 
two stimulating radio values. 


Say ... what are you taking for a Spring Sales 
Tonic? 





ce : : @* TRADEMARK REG. U. S. PAT. OFF 
Cincinnati 25, Ohio 


© 1947 CROSLEY DIV. AVCO MFG. CORP. 
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4 
Cadillac vacuum ( / a fy HLA 
cleaners began 
building their 
reputation for 
quality and de- 
pendability in 
1911, when the 
Clements Mfg. Co. pioneered in the manufac- 
ture of vacuum cleaning equipment. Cadillac 
engineering is the result of thirty-seven years 
of specialization devoted solely to the advance- 
ment of vacuum cleaner efficiency. 


Sook Pulecad 


Cadillac dealers will always be in a strong 
selling position. Not only because Cadillac 
cleaners have the features women want and 
will buy, but because comprehensive na- 
tional advertising, dealer sales helps, and 
close factory co-operation promote fast 
turnover and steady profits. 


Join the distributors and dealers who 
take a long range view of appliance 
> selling. Write for full information. 


Since 1911 
Sold only through 
reliable dealers 
and distributors. 





JUST DOWNSTAIRS is the general appliance department, presided over by J. L. 
Nederhiser department manager and Miss Willith Kirkland, saleslady, shown above. 


He Has Appliances Now 


Last Year We Reported that Gilbert Noonan was 
“Selling Without Merchandise’; Now He Has It 


ILBERT NOONAN, head of the 
electric range department of the 
Jennings Furniture Co. of Portland, 
Oregon, whose activities in “Selling 
Without Merchandise” were reported 
in the September, 1946, issue of ELEc- 
rRICAL MERCHANDISING is now rejoic- 
ing in a remodeled and refurnished de- 
partment, filled with merchandise. 
The newly refurbished electrical de- 
partment of this enterprising down- 
town furniture store of Portland is 
divided into two sections, one on the 
main floor and the other in the base- 
ment area just beneath. Washers, 
refrigerators, vacuum cleaners, radios 
and home freezers are under the charge 
of J. L. Nederhiser, while the range 
and water heater department is Noo- 
nan’s special province. Mr. Noonan’s 
sales motto has always been telling the 


complete story—and he does a thorough 


job of selling the Monarch ranges in 
which he specializes before he consid- 
ers the transaction closed. During the 
period of scarce merchandise he sold 


ranges when there were none to sell— 
and wrote up a formidable number of 
sales orders with no merchandise on 
hand. Many of his customers made the 
regular downpayment and came in each 
month to pay the installment on a range 
they knew only from a picture and Mr. 
Noonan’s sales talk. He reports nov 
that 90 per cent of these orders held 
good, even though some of them had to 
wait six months or more for delivery. 
He emphasizes that these were not 
homes which were without cooking 
equipment, but were customers who, in 
his judgment, could afford to wait for 
the range they knew they wanted. 
Selling is more important than ever 
these days, says Mr. Noonan, for people 
are demanding more and are not spend- 
ing their money as freely as heretofore. 
For the first time since 1942, Jennings 
exhibited their full line of Monarch 
ranges at the Pacific Livestock Exhibi- 
tion which was held in Portland from 
October 3 to 11. Many orders were 
taken for future delivery. End 


MISS KIRKLAND PREPARES A CAKE at the department’s model kitchen for 


the day’s sales contest. 
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You can make more money, build volume more est to sell because it has what your customers want, 
easily with the Mertland line. Mertland makes when they want it. There is a Mertland wholesaler 
nothing but water heaters. Mertland is first to bring near you who will be glad to show you your advan- 
you latest features, first to shift production to follow tages in selling the Mertland. On request, we will 
consumer requirements. Thus the Mertland is easi- be glad to give you his name and address. 


CHECK THESE MERTLAND FEATURES for quality, durability, convenience and economy 


UL APPROVED * Heavy gauge galvanized steel tank, hot dipped. Made and galvanized in Mertland’s ultra-modern tonk and galvanizing plant * Fully 

automatic, adjustable, snap action temperature control * Chr lox quick heating immersion type heating unit * Working pressure guoranteed 150 Ibs. 

(Tested 300 Ibs.) * Protected from corrosion by Mertland Magnesium Anodic Rod (opti 1! equip 1) * Thick, blanket type Fiberglas insulation all around 

tank * Eights coats of white enamel baked on heavy steel jacket * Inlet baffle evenly distributes incoming water * Heavy gauge copper wiring * Internal 

heat trap prevents hot water circulation through house system except when drawn. Saves fuel * Wattages and voltages to your specifications. Can be fur- 
nished wired for limited demand * Black base conceals mop marks; flush to floor. 


M. M. HEDGES MANUFACTURING COMPANY, Inc. 


° WATER HEATER SPECIALISTS e 
CHATTANOOGA, TENNESSEE 
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Emmons is new to the appliance business, and 
vice versa . . . used to be an automobile salesman. 

His idea of display was to drive around in a flashy 
new model, park in prominent places, give the public 
an eyeful. 

Since TipToe’s cruising radius is confined to an 
ironing board, Emmons is trying to display the iron 
in accordance with his automotive experience ... We 
don’t recommend the Emmons method. Too many 


casualties in the appliance business now! 


We do recommend displaying TipToe, however, 
in the best interests of your customers and yourself. 

TipToe is like people. The guy in the grey suit 
could be the shoeshiner’s assistant or an atomic 
scientist .. . can’t tell from outside. 

TipToe’s exterior design is beautiful. If it were big 
as an automobile, the spectators would stop traffic. 
But in a flock of irons on a counter, all Mrs. Public 
sees is a flock of irons. 

Put TipToe in a position where Mrs. Public can 
see its distinctive features . . . then she starts selling 


herself, and you start selling TipToes. 


ot the best way... but— 


You do a favor to the customer by putting in her 
hands the finest electric iron ever made. Period. 
Don’t take our word for it—just talk to any woman 
who’s ever tried TipToe. 

You do yourself a favor . . . because you gross 
$6.73 on every TipToe. In major appliance profit it 
pays off fast for all the display, demonstration and 
salesmanship you can give this superlative iron! 

In stores where TipToe is properly pushed, it is 
now accounting for half the dollar volume in irons 
... returns two to three times the average revenue 
per square foot of floor space used... is a larger 


profit item in appliances. 


Don’t worry about the $17.65 price . . . because 
the women don’t—once they see it in action . . . feel, 
lift and try TipToe themselves. 

If your distributor hasn’t offered you TipToe, ask 


him why. If he doesn’t know—ask us! 


Tue Yate & Towne Manufacturing Company, 
Electric Appliance Division, Empire State Building, 


New York City. 





TipToe ... light in weight, 3 lbs., 2 oz....large sole plate, 29.4 sq. in. 

...mew type cast-in tubular heating elements, completely covered, virtually indestructible, 

extra efficient... separate element in toe... specially designed deck deflects heat, separates handle 
from oven... very accurate temperature control, and dependable fabric dial 

... Bakelite handle, sculptured to fit the hand, lessens wrist fatigue, extends under fingers, prevents 


burns... reversible cord for right or left handed ironing. . . jointed sole plate that 
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makes TipToe two-irons-in-one ... more improvements than any other iron can show 
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House Beaurirus 


REGINA 


Gives the Word 
oo) 4-10 40m 0101080100) 
of 


your customers 


Regina is hustling in a strong way for you this spring with 
the Regina Electrikbroom, the revolutionary vacuum cleaner 
(retailing at $39.50) and the Regina Electric Floor Polisher 
(retailing at $59.50). Broadened schedule of consumer ad- 
vertising in twelve national magazines is giving the big word 
to over 20,000,000 of your customers at the height of your 
spring selling season. And the big word they’ll be putting into 
action is buy...buy Regina! 

More help too by way of a new dealer advertising program 


available through your distributor. 





REGINA ELECTRIKBROOM 
REGINA ELECTRIC FLOOR POLISHER 
with the new look, new performance 
Distributed in Canada by G. H. Wood & Co., lid. 

Bronches Coneda 
THE REGINA CORPORATION, Rahway 2, New Jersey 
Western Office: 520 West 7th St., Los Angeles 14, Calif. 
Also makers of REGINA SMOOTHCUT CAN OPENER 
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‘Everybody's in the Act 


A Trip Around the South Shows That the 
Pull of the Appliance Business is Still Strong 


la Eddie 





HE most widely batted-around 
gag of the late, unlamented Pro- 


hibition Er 
that other comedians were even steal- 
ing it from Milton Berle 
which bemoaned the fact that boot- 
so plentiful they had to 
wear badges to keep from selling the 
stuff to each other. 
The idea could pretty well be adapted 
today to dealers in electrical appli- 
Almost 
brother—and a 
iround the 
ince business 
fashion. 


a—one so popular 


-was one 


leggers were 
Ss 


inces. everybody and_ his 
couple of relatives 
in the appli- 
in some shape, form or 
If the American public isn’t 
leading an electrical life, it certainly 
isn't because of lack of opportunity. 

\ close observer can take a trip 
ilmost anywhere in the nation today 
ind come home with eyes bugging a 
Cantor, assuring himself he 
las never seen anything like it and 
vondering at what moment his Aunt 
Susie—aged 9l1—is going to be bitten 
by the bug and go into the business 
of selling, repairing or servicing wash- 
ers, 


orner—are 


Take Georgia 


Take the state of Georgia for a fair 
example. As of December 31, 1946, 
the utilities in that state estimated 
there were approximately 2,600 retail 
outlets for electrical appliances. To- 
day, conservative estimates place the 
figure at well over 3,000 and more of 
them are opening up every day. As one 
veteran observer expressed it: “You'd 
think they were rabbits ore some- 
thing!” 

This is not to say that Georgia alone 
is confronted with such a situation. 
The same is true in California, Chi- 
cago and Weehawken, N. J. Even 
the public is confused. During a con- 
versation recently, an old-timer was 
heard to remark: “I was sittin’ home 
listenin’ to the radio and the an- 
nouncer was talkin’ about how good 
them Crunchies—or whatever the 
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things are—tasted, so I ambles down 
to the grocery store to get some. 
Well sir, before I knew it, I had 
bought a pressure cooker and an elec- 
tric rat trap and forgot all about them 
Crunchies! What's the grocery store 
comin’ to, anyhow ?” 

The explanation for the great in- 
crease in the number of retailers han- 
dling appliances lies in the fact that 
almost every jewelry store, drug store 
or plumbing shop today handles appli- 
ances of some _ kind—usually the 
smaller variety such as electric razors, 
irons, fans, toasters, hot plates and 
percolators. But the explanation of 
why major appliance shops continue to 
open up is harder to fina. 

Competition is terrific; deliveries are 
small; wages and rents are out of 

(Continued on page 72) 
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Keep 


The great feature thousands 3x¢ asking for... 


Sl0b0-Sonic Jone 


—only Stewart-Warner has it! 





Full-color national 
advertising to back 
you up... 


You've seen it in the great national maga- 
zines—and you'll see more of it! Full-color 
ads with stunning kodachrome illustra- 
tions that show the sets at their best... 
the kind of ads that thousands of dealers 
have asked for . . . and more of them than 
you've had in years! 

Yes, this year of all years, the Stewart- 
Warner dealer is the really lucky dealer. 
Watch 1948 prove it! 


If you're the Stewart-Warner dealer in your community, 
you're the man who can meet the demand for “the tone 
that’s picture-clear”! 


AM ...FM... phonograph—in each or all together 
Stewart-Warner gives people the kind of tone they want, 
the “new-look” cabinet styling they want, and the reason- 
able prices they are satisfied to pay. 

Stewart-Warner gives you a salable difference your cus- 
tomers can see and HEAR. 








THIS 4 
SALESMAN {| 

FAIRLY 

SPINS! 


Special se//ing demonstration record . .. gives you 
a big-time ‘‘radio show”’ right on your sales floor. 
Sells each Stewart-Warner feature by actual demon- 
stration! Made by a famous symphony orchestra 
exclusively for Stewart-Warner. One more reason 
it pays to sell Strobo-Sonic Tone! 











Stewart -Warner 
ena Sls sn Yitlaplanegnyphes: flevistin 


CHICAGO 14 =f— ILLINOIS 
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OUTSTANDING 
NEW 
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REGULAR SPEED 
FOR THE ORDINARY 
WASH ...HEAVY 
GARMENTS AND 
WORK CLOTHES. 




















SLOW GENTLE 
ACTION FOR 

SILKS, WOOLENS, 
RAYONS AND 
SHEEREST NYLONS. 
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GOT THE WASHER! 


Universal’s new Two-Speed Washer is being backed by 
the most inclusive, intensive program of consumer 
advertising behind any wringer-type Washer today! 
This big promotional program is singing its praises 
from coast to coast through dominant full-color adver- 
tisements in national magazines, smashing outdoor 
posters in the nation’s major markets and radio par- 
ticipation shows with listeners in the millions. 


To cash in at the point-of-sale, put the full impact of 
this powerful Spring Promotional Program to work 
today! Remember, it’s “two speeds to one” that ’48 will 
be the biggest Universal Washer year in history. 


POWER-PACKED, FULL-PAGE 


ADVERTISING IN LEADING MAGAZINES 


HIGH TRAFFIC BIL, 


SY IN THE NATION'S mane OARDS 


AJOR MARKETS 


Be Way Ahead In the Wringer-Type Field! 
Make Universal’s Two-Speed Washer Your “Headliner” 


See Your Wmversal Dstvybiifor 


UNIVERSAL 


— 
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A new, sparkling book 
detailing the famous Emerson-Electric Fan Line is hot 
off the press...and yours for the asking! In 32 
beautifully-illustrated pages you'll find the pick of 
the Fans for 1948. 


Again this year, demand may exceed supply, so anti- 
cipate your 1948 needs at once. Send today for your 
1948 Emerson-Electric Catalog to use as your guide 
to fan profits in 1948. 


THE EMERSON ELECTRIC MFG. CO. 
St. Lovis 21, Mo 


6! 


EMERSON £75 ELECTRIC 
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Everybody’s in the Act 








this world; buyers are resistant; help 
is hard to find and profits aren’t too 
great—and yet the boys continue to go 
into the appliance business like bald- 
headed men go to the girlie shows. Mr. 
Durante might as well change his most 
famous line and concede that every- 
body finally has succeeded in getting 
in the act. 

You run into appliance shops in the 
darndest places! On a trip up the 
No. 1 Highway through Florida, 
Georgia and South Carolina recently, 
your reporter came upon an old South- 


ern mansion with a doll house in the 
back vard. This building sported a 
sign informing one and all that here 
were electrical appliances, and upon 
going in, the reporter’s eyes were 


greeted by a washer, a vacuum cleaner, 
several small appliances and a stock 
of light bulbs, all packed in a room 
seven feet square. The owner was as 
happy about his prospects for the fu- 
ture as a Miss America contestant 
who has just had a date with one of 
the judges. 


Bus-Store 


Further up the road, the reporter 
passed a standard sized, inter-city bus. 
Looking to see its destination, instead 
of reading Atlanta, Memphis or Louis- 
ville, he was informed that this was: 
“Patten’s Traveling Radio & Appli- 
ance Repair Shop.” Coming into 
Aiken, S. C., he was told by a large 
sign on a building that the store which 
occupied it sold: “Feed, Seed, Fer- 
tilizer, Kerosene Oil and Electrical 
Appliances.” 

These are samples of the trend and 
hundreds of others could be cited. It 
is a trend which is worrying not only 
the old-timers in the business but also 
the utilities, the electricity co-ops and 
the industry in general. The old estab- 
lished dealer’s attitude is summed up 
in an anecdote told this reporter by 
the partner of Gov. M. E. Thompson, 
of Georgia, who is co-owner of an ap- 
pliance store in Valdosta. 

“At the Kiwanis Club meeting the 
other night,” he related, “I was talk- 
ing with a man who owns a clothing 
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store here. I told him that Thompson 
and I were going to put in a line of 
clothing soon to compete with him. 
When he protested and wanted to 
know why, I pointed out to him that he 
was selling clocks, toasters, radios and 
other appliances as a sideline, so we 
might as well add clothing for our 
sideline. What's fair for one is fair for 
the otker.” 

But it isn’t the vast number of mer- 
chants who sell appliances as a side- 
line, that causes amazement. It is the 
huge army of new comers who go 
into the appliance business exclusively, 
that makes the observer wonder 
what’s got into the human race. 

The argument has been advanced 
that small operating costs, quick turn- 
over and good profits are the lode- 
stones which attract new entrants into 
the appliance business. Maybe so, but 
surely the same attractions hold good 
in the clothing business, the drug busi- 
ness, the grocery business or the mo- 
tion picture business, yet none of these 
fields have shown anything like the in- 
crease in retailers which the electrical 
equipment business has. 


G. I.’s Started Rush 


Back in the latter part of 1945 and 
the early part of 1946, many G. I.’s 
looked at the appliance field and im- 
agined it a land of milk and honey and 
thus began a mad rush to get into it. 
But surely with the end of the war 
over two years away and a chance to 
examine the future more closely, 
would-be appliance dealers must know 
by this time that all is not beer and 
skittles in the business and that a high 
diver in a carnival show has a much 
better chance to come out with an un- 
damaged skin. 

If you don’t believe it, take a look 
at Georgia, which we picked as a fair 
example somewhere earlier in this dis- 
course. In that state, there is an elec- 
trical appliance dealer for every 250 
wired homes. Now, maybe some of the 
boys are making a living filling the 
electrical needs of 250 homes, but they 
aren’t getting rich. Figures are pretty 

(Continued on page 76) 
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messages to Black- 
stone’s nation-wide 
network of selected 
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facts—not claims— 
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\ One very definite reason why Blackstone 
can produce a superior product and 
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maker with a name you trust— 
—at a price actually lower than 
lete electric coffee maker sold! 
t believe till you actually see it! 
36.95. You get @ complete G-E 
That means you get the coffee 


handsome chromium Electric 
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Yes, a fine coffee 
General Electric 
any other comp 
A value you wor 
You pay only 
Coffee M aker. 


glass Tastegard 
plus a handy, 


maker, plus filter, 
Stove, plus @ plug-in cord, plus General Electric qu 
stem to stern, top to bottom! 
buy --° except coffee. And what delicious 
| Electric Coffee 


No extras to 
ew every t 
1 Electric Company: 


Perfect Coffee Every T 
ic Gives You Tastegard! 


coffee you'll br ime with any Genera 
Bridgeport 2, Connecticut. 


Maker! Genera 


Only Tastegard Gives You 
And Only General Electr 
See that tiny hole in the side of the upper 
stem? That's the Tastegard—the wonderful 
hat makes coffee mellow, Per 
ery time. 
Maker has the Taste- 
maker has it! 
What does Tastegard do? It controls the cof- 
fee-brewing temperature. Water can't boil up 
til it’s the exact temper@- 


through the stem up 
ture at which coffee brews best. 


ime— 





fect-tasting ©v 
Every G-E Coffee 
gard. No other coffee 


the coffee is always @ delight — 














; ee, 
a aa an Temperature is clways right, #© 

. conn whether you make ® full 8 cups, OF only 2 cupe— any 2 
. _ in between. 
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LECTRIC MODEL — Complete $6.95 
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G-E Special E 
features 


offee Maker 


$ at amazing prices with amazing 









4. More Tastegard C 


Pe 


All-Automatic Model $17.95 
utomatic vacuum coffee 


Top of the Range Model $4.95 De Luxe Electric Model $9.95 Semiautomatic Model $12.95 
Makes two to eight cup* of perfect coffee This two- to eight-cup electric model fea- One heat to brew 2 to 8 cups --- flip 4 Lowest-priced all-a 
on stove or hot plate. Like all G-E ¢ offee tures @ eool-to-the-touch plastic base. switch, another heat to keep it warm! Cool- maker sold! Brews 2 to 8 cups automati- 
Makers, it features: visible cup measure- Clamp-n lid permits easy removal of up- to-the-touch plastic base, upper-bowl nally ... then keeps coffee warm until you're 
ments and conv enient handle on lower bowl, per bowl, and acts 48 @ table mat when you handle, clamp" lid and table mat. Plug- ready. Go about your work; no need to 
and exclusive Tastegard. W jde-mouth bowls set UPPer bow! on table. Plug-in cord any in cord and glass filter rod. watch. Includes all other G-E features. 

d filter. easy-to-clean glass filter Prices subject to change without notice. 


AVE THE TASTEGARD! 


for easy cleaning, lay" lid an 
no OTHER COFFEE MAKERS — REGARDLESS orf price—H 
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No need to watch 
this beautiful GE All-Automatic! 






+ the ment womderfiel AM Antomatic secu 
ao at 












And a lot more 
ads are on the way 


All-Automatic 
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DUALITY FEATURES 


You can point out rubber stops at all 
points of metai-to-metal contact that as- 
ure quiet operation. Shirley's biue and 











white insignia is your customers guar 















antee of good workmanship, carefully in 
spected. AND, on all Shirley cabinets, 
semi-concealed hinges allow doors to open 













wider a modern requisite in design to 
provide beauty and adaptability in all 
kitchen installations 






The fact that all Shirley sink-cabinets and 







cabinets come to you “in a package” 





makes the whole line easy to handle 


SHIRLEY 
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YOU'LL SELL ‘EM BOTH... 
WITH SHIRLEY! 


@ Right away you can see there’s something about a 
Shirley sink-cabinet that starts shoppers to thinking, 
“What a swell buy this Shirley sink is!” 

Of course it’s attractive! Women instantly see that 
Shirley’s clean, straight lines and beautiful design 
make it fit perfectly into their schemes for a lovely 
new kitchen. Men, too, fall for its neat appearance, 
but most of all they go for “that solid feel” of doors 
and drawers—the result of Shirley’s fine engineering 
and rugged construction. 

Both are pleased (you can bet) with Shirley’s rea- 
sonable price. So... no matter how much they've 
shopped and compared, they still “like the looks” 


—of SHIRLEY! 


SHIRLEY CORPORATION e¢ INDIANAPOLIS 2, IND. 


STEEL KITCHEN CABINETS 
PORCELAIN STEEL SINKS 


COPYRIGHT, 1948, SHIRLEY CORP., INDIANAPOLY 
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Everybody’s 
in the Act 
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hard to tie down in this matter, but 
it’s a safe bet that the majority of 
appliance dealers in the grand old state 
of Georgia are making an annual profit 
ot something like $2,500 to $4,000 per 
year—and couldn’t you do better as a 
policeman, a bank cashier or a dealer 
in poultry and eggs? 

The American public is “going all 
electric” in no uncertain terms and 
both public and private utilities are 
stringing thousands of miles of new 
wire to serve thousands of new cus- 
tomers. This of course means the pur- 
chase, installation and use of thou- 
sands of new electrical appliances, but 
the old-timers in the appliance busi- 
ness are set up to serve them and can 
pit years of experience and selling 
against any newcomer in the field. The 
man who expects to get into the appli- 
ances business on a shoestring and be- 
come a howling success over night is 
as far off his course as a Hottentot at 
an Eskimo seal hunt. It just isn’t 
done. 

There are plenty of signs and storm 
warnings. In a recent issue of ELEc- 
rRICAL MERCHANDISING, a_ leading 
dealer of Miami, Fla., explicitly out- 
lined the reasons why dealers who han- 
dle electrical appliances exclusively 
are in for rough going. He speaks 
from years of experience and he has 
no axe to grind. Distributors, manu- 
facturers, the trade magazines and 
business men everywhere have warned 
against the rash entry of newcomers 
into the appliance business, which is 
not any easy one. 

But despite the cold, hard facts, the 
parade of new dealers goes on. When 
you interview them, they say: “I’m 
building this business by giving my 
customers service and _ satisfaction.” 
That’s fine—in fact it’s the best busi- 
ness formula ever invented except 
possibly for an undertaker—but it takes 
more than service and satisfaction to 
make a go of it in the appliance field. 
Nevertheless, hundreds are trying it 
and where it all will end, not one of 
those hundreds knows. End 

















“JUST FOR FUN, J. B., LET'S SEE IF | CAN 


SELL A WOMAN!’ 
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NEW ENGINES! Brand new Six, 


\ 
ew V-8's. Up to 145 horsepowe™ 
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NEW CABS! Million Dollar Cab wi 


e Level 
oom comfort! New, exclusiv 
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Action cab susp 
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d Trucks ever built! Gro 


biggest For 31,500 pounds. 


weights up to 
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yoy r hauling needs! 
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The great new Ford Trucks for °48 are revolu- 
tionary not only because they are new all through, 
but because they are the amazing result of a 
time-proved truck engineering principle. This 
principle is Ford Bonus Built construction! It’s 
back of the fact that there are more Ford Trucks 
in use today than any other make! 


Bonus Built =Extra Strength! Every single one of 
these great new Ford Trucks for °48 is Bonus 


Built . . . every one is designed and built with extra 
strength in every vital part. But that is only a 





Brand MEW for 98 
= (RUGKS 


BUILT STRONGER TO LAST LONGER 








Bonus (ullh —THE AMAZING RESULT OF AN 
ENGINEERING PRINCIPLE THAT ASSURES LONGER TRUCK LIFE... and ONLY Ford Trucks Have It! 





single part of this vital truck building principle . .. 
Bonus Built=Work Reserves! This exira strength 
provides WORK RESERVES that pay off for truck 
operators in two important, money-saving 
ways... 

Bonus Built= Greater Range of Use! These 
Bonus Built worK RESERVES give Ford Trucks a 
greater range of use by permitting them to handle 
loads beyond the normal call of duty! Ford 
Trucks are not limited to doing one single, 
specific job! 


INSURANCE EXPERTS PROVE...FORD TRUCKS LAST UP TO 19.6% 


ELECTRICAL MERCHANDISING—FEBRUARY 


1, 1948 


Bonus Built=Longer Life! yya1's more, these 
same WORK RESERVES allow Ford Trucks to relax 
on the job . . . to do their jobs easier, with less 
strain and less wear. Thus, Ford Bonus Built 


Trucks last /onger because they work easier! 


See the great new line of Ford Bonus Built Trucks 
for 48 now! Don’t settle for less—get the only 
truck that’s Bonus Built . . . Ford! 


* BONUS: “Something given in addition to what is usval 
or strictly due.""— Webster's Dictionary 
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LONGER: 
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ABOVE: 


Model RW 240: 24”- 36” wide, 30” 
high, 62" deep (one-third thinner). 
Adjustable to windows up to 42” wide. 


Model RW 200: 20°- 292" wide, 23'4” 
high, 6” deep (one-third thinner). Ad- 


Model RW 160: 16"- 23” wide, 19%” 
high, 9%” deep. Adjustable to win- 
dows up to 30” wide. 


- Model W 12: 12”- 23%" wide, 14” 
_ high, 8%” deep. Adjustable to win- 


- 


Model 313: NEW improved FILT-R- 
_ FAN with directional air-current con- 
_ .trol. The fan that FILTERS as it 
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Outstanding appearance and performance mark the 
new, improved line of Meier Nu-Air Windofans—sleek 
new models as good looking as you'll find anywhere... 
and as efficient, too. Designed for modern living, built 
for long service, these Nu-Air Windofans bear the name 
that has stood for dependability in electrical equipment 
for almost half a century. 


Write for full details now . . . get our liberal trade dis- 
counts and advertising allowance . . . learn about our 
program for National Advertising to help you sell Nu-Air. 


STARTING SOON! National Advertising 
in Saturday Evening Post, Better Homes 
& Gardens, House Beautiful . 

REACHING OVER 7 MILLION READERS 


nes 


mano) 
THIS YEAR ~ IT'S NU-AIR 


Also producers of the famous Meier Nu-Air QUIET Propeller Blades 


MEIER ELECTRIC & MACHINE CO., INC. 


3523 EAST WASHINGTON STREET + INDIANAPOLIS 7, INDIANA 
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Get Some “Buy Now” 
Back into Advertising 





CONTINUED FROM PAGE 37 cms 


mud disappears like magic.” Everybody 
knows that it has rained and will rain 
some more, everybody knows that ram- 
uunctious kids are running in and out 
of the house, and every housewife in 
own is more or less irritated by the 
nud that is being brought indoors. If 
her cleaner is not going good, this sit 
uation may be a prod that will bring 
action. The headline—Special House- 
cleaning Offer—is being considered as 
good, even if trite or corny. 

8. Trades. “I don’t think we want 
to emphasize trade-ins on this ad. You 
have got to understand your customer’s 
current thinking when you write ad- 
vertising,’ says Mr. Mann. “For ex 
ample, today after seven years of va- 
cuum cleaner scarcity most people feel 
their old one is pretty badly beaten up 
and of little value. Why, then, start 
stirring up trouble by offering long 
trade-ins? Your prospect already 
thinks what he owns is not worth much, 
due to long service. If he suddenly gets 
a big proposition, he becomes skeptical 
of the whole thing. 

“Another burning that the public 
took during the war years was orphan 
merchandise. Private label stuff has 
ess acceptance today than it ever did 
flue to the fact that folks couldn’t get 
their appliances fixed if they were or 
phans, and the manufacturers took n 
interest in their repair. A tie-in with a 
ational name is more important today 
than it ever was, because it spells ac- 
‘eptance. Dealers mu:t emphasize the 
fact that they provide neighborhood 
service—promptly, and at fair rates— 
ind that they implement the manufac 
turer’s guarantees. Note, this is the | 
‘dge the dealer has over the direct | 


torv selling crew! 
What Happens After Advertising 


Inside the average appliance store 
there is very little salesmanship worthy 
of the name. The prospect teads t 
id, walks in to see what it’s about, a1 
vets a flaccid bit of information. H 
she either buys, or doesn’t. 

This is a far cry from procedu 
that should be followed, in the opinion 
of Ham Mann. “The dealer must evalu- 
ate the buying temperature of every 
prospect,” says Mr. Mann, “You must 
size her up on her readiness to buy. 
There is an indirectness in women that 
is often difficult to analyze, but never- 
theless the man who does selling must 
assume that all people who ask ques- 
tions are prospects. Put on your dem- 
onstration with skill, enthusiasm and 
eagerness. It will bring out a revealing 
flash of what’s in the customer’s mind. 

Maybe her old cleaner doesn’t pick 
up; maybe it looks shabby, possibly sh« 
has arthritis and the housecleaning jo! 
thead looks difficult. Find out what sh« 
has and what kind of cleaning task 
she has to do and you'll be better able 
to help her decide what to do about it 

Today advertising is doing too muc! 
of the selling job. It isn’t right for it 
to have to do so, but as long as thi 
continues, there is need for a lot mor¢ 
selling power in the copy to get then 
through the door, ready to buy. End 


ELEC 





1915 Model TIME-PROVED FEATURES SELL MORE 
ly 
in 
i] 
ut 
In 
z AUTOMATIC ELECTRIC WATER HEATERS 
If 
t 
i. rrr lO 
e- 
nt 1915 Sepco pioneered with its first electric water heater, 
“4 made with a combination circulating and storage 
i. principle, similar to present bucket-a-day and range 


i 33 yea rs of Sepco features installations. It is now on exhibition at the Henry 


Ford Museum in Dearborn, Michigan. 


ip 

rt ’ f 1921 Sepco water heaters were developed into the storage 
. wi weuy move profitable cles Ny You e type, with insulated tank and radiant type heat 
h unit. The unit was made of resistant coil, strung 
ts through porcelain dises for larger heating area and 
a) 


reduced watt density, less scale formation and 
longer tank life. It was controlled by a Sepco de- 
signed thermostat. 


1927 Sepco multiple circuit heaters were introduced— 
forerunners of “Off-Peak” heaters. The heat unit, 
of several circuits, was located in a tube in the 
center of the tank, running vertically from top to 
bottom. The circuits were energized by a Sepco 

<a immersion type thermostat for single or group op- 

eration so that water would heat continuously as 
it rose to the top of the tank. 


1932 The Sepceo patented bellows, immersion, snap action 
thermostat was put into use. The exclusive design 
assured reliable operation. Because of its rugged 
construction, it passed the Navy 2000 pound im- 
pact test, and Sepco water heaters were installed 
in most Navy combat vessels, from submarines to 


battleships, during World War II. 


- 


¢ The gleaming appearance of the Sepco electric 
. water heater makes it a smart household appliance. 
The thirty-three years of research and experience 
means outstanding performance and long life... a 
y: | combination that is paying-off in dealer profit and 
. customer satisfaction. 








n- Two Styles—Illustrated—30-50-66-80 Gallon Ca- 

nd pacity and 30 Gallon “Table Top” Model. 

d 

| tomatic Electric. Heater (om pany 
Pioneer in dependable water heating since 1915 

‘i 

nt POTTSTOWN, PENNSYLVANIA 

nd 
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Youve got to do plenty of telling to put anything 


across...your job of selling takes telling, telling and 
then some more telling. 


Advertising tells em in print. And it’s got to tell—tell 


—tell. So it’s got to have Continuity. 
In Collier’s an advertiser can budget for Continuity. 


In Collier’s an advertiser can keep the pressure on 
with Continuity. 


In Collier’s an advertiser can keep on telling ’em. 


That keeps backing you up in selling ’em. 


Collier’s for Continuity. 
Wore TELLING 
means Wore SELLING 





ELECTRICAL MERCHANDISING—FEBRUARY 1, 1948 


PAGE 81 








Here are the words. 
Your sales slips will supply the music. 







OTHER 
Its GRAND tohave some leisure 

In the kitchen for a change 
Its GRAND to do your cookin$ 


FEATURES With a double-oven range 


that sing a song 
of profit. 


y 


CHARCOL-ATOR BROILER... 





cooks meats with SUB olen ax om 
infra-red rays, like Tor the tempting foods you bake 
a charcoal fire. Its GRAND to have another 

for a juicy roast or steak 





} 


SAFE-TEE-KEE... 
prevents accidental 
turning on of gas. 


iy Will be done at once, ag planned. . 
In other words its GRAND to use 3 
GOOD HOUSEKEEPING A double oven GRAND ! 
GUARANTY. 
\ 
» 


Continuous big-space 
advertising in leading 
national magazines. L 



































() Grand Gas Ranges built to “CP” 


‘whi standards have all the features 
women want according to a recent nation-wide survey .. . 
automatic lighting, automatic heat control, automatic clock 
control, instant high-heat, instant shut-off, smokeless 
broiling, non-clog burners, full-size separate broiler, extra- 
insulated oven, thrifty-simmer burners . . . plus Grand’s two- 


oven capacity, Charcol-ator Broiler and Safe-Tee-Kee. 


GRAND HOME APPLIANCE CO., CLEVELAND, O. 
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L. F. SKUTT (right), president of the Western Appliance Corp., discusses his Apex 
franchise with W. G. Thompson, Apex’s general manager. Above them is the distribu- 
tor’s Chart of Progress, which indicates the condition of each retail outlet and is 


kept current by daily adjustment. 


“Progress Chart’ Checks 
Dealer Development 


Western Appliance Corp., Distributors, 


selection and develop 
f its dealers is one of th 
ms of the Western Ap- 
p., new Denver distributor 


Rotarex Corp., whicl 

leaners ishe \ 

) \ ne 1ti¢ ) 

ome ; on i 
cann ot s¢ to leale 
who ha ility t eco! the toy 
with our help,” says President L. | 
Skutt of Western Appliance. “In thi 


nanner,” he continues, “we believe wi 
will select and develop the finest deal 
rganization it is possible to obtain.” 
An elaborate bulletin board called a 
“Chart of Progress” illustrates the 
Western Appliance dealer plan. Upon 
t are posted the records of dealer pur 
chases and also the requirements each 
must meet and maintain in order to be- 
come a dealer at all. These require- 
ments include adequate capital, suitable 
housing (including location, signs, 
etc.), whether or not the dealer is ex- 
clusive, and his efficiency and service 
The chart also shows the shipments 
of merchandise sent to each dealer as 
well as his allotment of shortage items. 
so that he can see at a glance how his 
own shipments compare with those of 
the others on the Western Appliance 
roster. “In our opinion,” general man- 
ager W. G. Thompson reports, “this 
method of distributing merchandise 
stimulates dealer confidence, for it 
makes it unnecessary for our dealers to 
waste time expediting merchandise.” 
In addition to its dealers, Western 
Appliance also chooses and trains its 
district managers with great care. 
[Thompson says, “We believe that the 


FEBRUARY 1 


Avoid Arguments 


on Allocations 


top men of our organization have had 
more major market experience than 
those of any other distributor in this 
irea. They are trained as district mat 
iwers and not just wholesale sales 
aaa 


Terrific Increase 


\s proof of the success of its met 
f selecting and developing its dealers 

d district managers, Western Appli 
ince points to its sales record. For tl 
entire year 1946 its dealer billings were 
$941,000. But through the first eight 
months of 1947 they were over $1 mil- 
lion, and the corporation expected ther 
to approximate $2 million by the end of 
1947, 

Western Appliance’s confidence 
the future is shown by its recent pur 
chase of an entire Denver city block as 
a site for a new building. Already un 
der construction is a unit which will 
contain 40,000 sq.ft., and there is room 
for another building of 50,000 sq. ft. 
when it is needed. The new building 
will be of the very latest design, incor 
porating ideas gathered from other dis 
tributing organizations throughout the 
United States. 

All the top executives of Wester? 
Appliance have had many years of ex- 
perience in the field. President Skutt 
has been associated with the appliance 
business for about 25 years. After serv- 
ing as Frigidaire Zone Manager in 
Chicago, he was made general sales 
manager of Nash Motors in Detroit. 
In July, 1944, he resigned this position 
and bought the Nash-Kelvinator Den- 
ver Factory Zone, which is now known 

(Continued on page 84) 
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GE LAMPS 


SELL ON SIGHT | 


Just a good look at General Electric lamps in your store is all it takes to 





remind customers that they need bulbs—and that “G-E” is the kind they want. 
G-E lamps are preferred by more people than any other make of light 
bulb and for two good reasons. (1) They’re presold by intensive advertising. 
(2) They’re tops for seeing, because General Electric research works 


constantly to make G-E lamps Stay Brighter Longer. 





? 
bua 4! Bee S's 
1 PEOPLE EVERYWHERE know that the G-E monogram IT’S EASY TO CASH IN on the two big 
on lamp bulbs means first quality. And consistent ad- General Electric advantages—quality and 
vertising in magazines, newspapers and on the radio preference. Just pe. plenty of popu- 
keeps reminding your customers that General Electric lar-size G-E bulbs where every customer 
research is always at work to make G-E lamps Stay can see them. And be sure a NOW YOU CAN GET 
Brighter Longer. Preference pays off in profits when you marked “G-E”. To help you make G-E eee 


handle G-E lamps! lamps sell on sight, your distributor will 


. cota casted ether tensed salve a ALL YOU WANT! 
| GENERAL @ ELECTRIC 
LAMPS Szaz Srighter Louger! 
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MERCHANDISING DEPARTMENT 


15 
ot prost water Y 














Everybody drinks water, 
and practically everybody likes 
cooled water -- summer or winter. 
Here's how that can mean easy 
money for you! =-- 


To date, most electric 
water cooler sales effort has been 
concentrated on multiple-unit 
prospects. There's a hardly 
touched market of single-unit 
prospects right in your area. 
Prospects like gas stations, 
offices, retail stores, barber 
shops and banks are there for you 
to sell! 





It's easy to turn this 
opportunity into cash with the 
Cordley Electric Water Cooler -- 
now made available to dealers by_ 
Graybar's Merchandising Depart- 
ment! The Cordley is "tops" for 
appearance and performance. 
Priced at around $300, it's a 
natural for you or your specialty 
salesman to sell -- and’ your 
refrigerator service man can 
handle the simple installation 
and maintenance. The unit is e. 
hermetic. 





What a set-up for fast, attrac- 
tive profits! 
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If you are a bona-fide electrical appliance 
dealer, with service facilities, we invite you 
to call our nearest office—or mail the coupon 
below — for details about Cordley Coolers 
and how we can help you sell them. 


r----- 





{ SEND COUPON! }------ 
4808 
Merchandising Department 


GRAYBAR ELECTRIC COMPANY 
Graybar Building 
New York 17, N. Y. 


Please rush me details of my opportunity to profit quitkly 
and easily with Cordley Electric Water Coolers. 








Zone CO 
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“Progress Chart” 
aoe §=6 CONTINUED FROM PAGE 82  mmmmmnme 


as Western Appliance Corp. and West- 
ern Motor Corp. The two are operated 
independently. 

General Manager Thompson started 
working for Stone & Webster proper- 
ties 22 years ago, first on electrical cor 
struction and then in their merchandis- 
ing department. Six years later he ac- 
cepted the position of field service rep- 
resentative, eventually becoming sery- 
ice manager and then district manager 
handling Eastern accounts, He asked 
to be transferred to his home town of 
Denver as sales manager, and joined 
Western Appliance when the new com- 
pany was formed. 


The Corporation’s comptroller 


I. H. Brading, also widely known in 
the appliance field as an accountant, 
Service manager D. D. Walcher was 
formerly Frigidaire’s district service 
manager in Chicago. 








Portable Panel Displays 
Vacuum Cleaner Parts 


bit of 
won 


“promotion” 
vacuum 
cleaner repair and new-cleaner sales 
business for the Sherman Oaks Ap- 
pliance Company, Sherman Oaks, 
California, is a panel of replacement 
vacuum sweeper parts which is kept 
on display on the sidewalk in front 
of the store. 

The panel, 4 feet high by 3 feet 
wide, contains 22 hooks on which 
the most often-needed replacement 
parts for all models of vacuum 
sweepers are shown. Across the 
top are 15 hooks on which rubber 
belts to fit 15 popular makes of 
sweepers are shown, ranging from 
34 inch diameter models to 11 inch 
varieties. Other hooks show popular 
brushes, new hardware for broken 
casings, motor mounts, etc., in 
sweepers, small electrical connec- 
tions, new sets of controls, etc. 

While the Sherman Oaks store 
regularly advertises for vacuum 
sweeper repairs in local newspa- 
pers, it has been this panel, out 
where thousands of housewives see 
it daily, which has brought in much 
repair work. 


\ simple 


which has much 
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U.S. HOME CLEANING STUDY REVEALS® 









“As a result of this 






study, | am confident E af 4 E fa r 


that day by day use COMPLETE HOME CLEANING 


in the average home 


will equal or better “ 4 T * Fa 


these sensational a ; 
*Records of actual use in typical U.S. homes (during 


results.” me 
16 weeks of average conditions) show the over- 
DR. ELAINE (From Dr. Weaver's whelming advantage, the sensational time and work 
e summary comment at 


KNOWLES WEAVER oieiacias ait mail saved by modern equipment and cleaning methods. 
‘ 
work preparing and 


formerly ass't professor directing this study. ADDED TO DOUBLE PROFITS-YOU 


HOME ECONOMICS, 
COLUMBIA UNIVERSITY 


( somplete report now 


available.) ARE NOW DOUBLE SURE 

EUREKA IS THE FINEST EQUIPMENT 
HIGHLIGHTS OF CLEANING STUDY A RETAILER CAN RECOMMEND, 

.+- Average woman now spends 5 hours 40 minutes each week THE BEST A SALESMAN CAN SELL, 


utes a week she uses a dust cloth. 66% of the dust settles TH E BEST A HOUSEWI FE CAN BUY. 


back down. 



















.. With Eureka Complete Home Cleaning System the dirt 
gets out of the house, for good. Electricity does 70°% of 
the work. Over two hours a week saved. More cleaning 


Your FREE copy of 
"U.S. HOME CLEANING STUDY" 
is now ready. Here's the best set 
of facts in the cleaner industry to 
build new volume, extra profits. 


done, better, in less time, with less work. 


.. Clip coupon now. Send for your copy of Dr. 
Weaver's “REPORT of U. S. Home Cleaning 


Study .” No cost. 

















» CLIP THIS COUPON. SEND TODAY! : ) 
Eureka Division « 
A Eureka Williams Corporation t 
Bloomington, Illinois i 
| Send me at no cost the complete “"REPORT—U.S. HOME I 
, CLEANING STUDY” by Dr. Elaine Knowles Weaver. | 
i Name Position I 
EUREKA WILLIAMS CORPORATION Ic I 
ss 7. ompany 
Bloomington, Illinois Sue 5 
aa»ress 
Complete Home Cleaning System ¢ Upright Vacuum Cleaners * Tank-Type ! ” j 
Vacuum Cleaners « Electric Cordless Iron ¢ Electric Waste Food Dispos-O-Matic : City Zone state E 
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_| —» with te CHICAGO TRIBUNE'S 
Selective Area Advertising Plan ( 












This new plan is designed to help you step up your sales in the rich 
Chicago market — big enough to absorb all or an important part of 
many a factory’s production. 





Your dealers get highly productive 
advertisments for as low as one 
per cent of card rates with the 
Chicago Tribune’s Selective Area 
Advertising Plan. Under the plan— 


Here’s how it works. The Sunday Tribune offers five separate sec- 
tions, circulated in five separate Chicago areas. You place advertis- 
ments listing non-competing dealers in each section and capitalize 
on the consumers’ habit of buying hardline merchandise near home. 
Even dealers with small advertising allowances can participate. 


EACH DEALER GETS 


1 Selective coverage of his local market 


2 Prominent display of his name 
and location 


3 The low rate of just 1.4¢ a line! 


Both dealers and distributors like this type of co-operative adver- 
tising because it is fitted to their needs. It has paid off in Chicago. It 
is applicable in practically any newspaper market. Manufacturers 
selling merchandise, ranging from records and shoes to radios and 
washing machines, tested the plan and to take advantage of it have 
already spent $400,000 in the Tribune. You’ll find it easy on your 
budget. Contact your nearest Tribune representative today for 
complete details. 









YOU GET 
1 Better identification of your outlets 
2 Enthusiastic dealer support 

3 Advertising that pays off right away! 







MORE RADIO AND APPLIANCE SALES! The Tribune’s plan currently is aiding 
sales drives for many radio and appliance manufacturers. Users include these radio 
manufacturers: Admiral, Bendix, RCA-Victor, Farnsworth, Majestic, Philco and 
General Electric; as well as Bendix Home Laundry, Eureka Vacuum Cleaner, 
Horton Ironer and Jacobs Launderall. 


A.W. DREIER, CHICAGO TRIBUNE 
810 Tribune Tower, Chicago 11 


E. P. STRUHSACKER, CHICAGO TRIBUNE 
220 E. 42nd Street, New York City 17 


FITZPATRICK & CHAMBERLIN 


155 Montgomery Street, San Francisco 4 


The World’s Greatest Newspaper anaes 


Penobscot Building, Detroit 26 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC. * FIRST 3 MARKETS GROUP * METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Ask your wholesaler for CHAMPION 
Incandescent bulbs and Fluorescent 


tubes. 


They have the quality that keeps 
lamp users coming back to you for 


replacements. 


They‘re easier and more profitable 
for you to handle—no red tape, no 
contracts, no restrictions. You buy 
them from your regular wholesaler at 
maximum discount. CHAMPION’S low 


overhead and clean-cut wholesaler- 





to-retailer policy means lowest cost 





and highest profit. Attractive pack- 






aging and point-of-sale display ma- 


terial assures maximum volume. 

















CHAMPION LAMP WORKS 


Lynn, Massachusetts 


On oF CONSOLIOATE ti.@ctaic tame 
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sippi State Fair in October. 


INTERESTED HOUSEWIVES of the Jackson area learn about the operation of 
kitchen equipment from Mrs. Taylor. This display was an eye-catcher at the Missis- 





The House that Joe Built 





ily Mr. Pollard will put on his hat 
nd go out with one of the salesmen 

with his delivery men, not to assist 
1 selling or installation but merely in 
rder to maintain personal contact with 

customers in the Jackson area. 
These jaunts often turn into a social 
visit and Mr. Pollard sits and chats 
with the customer while his repair men 
work away at repairs or installation. 

At fairs, public exhibitions and the 
like, Mr. Pollard always takes part by 
installing a booth or entering some 


i display. Some of his representa- 
are always on hand at these exhib- 


not to sell equipment but to greet 





iends of the firm, welcome them 
to comfortable chairs and chat with 
them while they rest. 

“To keep our friends on the books as 
~ustomers,” explains Mr. Pollard, “we 
have practiced several rules of business 
which guarantee fairness in delivery 
and satisfaction in service. For exam- 
ple, we keep no waiting list. This is 
in advertised policy and buyers know 
it, so we have an unusually large floor 
traffic and everybody gets a chance at 
new merchandise when it comes in. 
Nor have we ever accepted deposits 
since such acceptance constitutes a 
promise of delivery, obligates the dealer 
ind in effect. is simply borrowing 
money from the customer.” 

Still another stunt which cements a 
good many friendships for Mr. Pollard, 
with a consequent increase in buying, is 


CONTINUED FROM PAGE 53 





the policy of lending the customer a 
new machine while repairing his old 
one. In addition to gaining the custom- 
er’s appreciation, this policy brings in 
a heavy return through the service de- 
partment. This unit of the Pollard busi- 
ness accounts for about $4,000 monthly 
in the firm’s income. Having operated 
since the business opened, the service 
department now is equipped to repair 
almost any make or kind of appliance 
regardless of size or m del. Its stock of 
equipment and parts is valued in excess 
of $10,000, according to Mr. Pollard 
Ihe firm has no sidelines whatever 
vecause Mr. Pollard feels extra equip- 
ment and unrelated merchandise simply 
interferes with the sale of electrical ap- 
pliances, rather than helping it. He 
styles himself “a 100 percent Norge 
dealer.” The only other major line car- 
ried is Hill commercial equipment and 
Mr. Pollard serves 24 Mississippi 
counties with these products. In other 
fields, the firm also carries Emerson 
radios, Temco floor furnaces, Ironrite 
ironers, Domestic sewing machines and 
Youngstown kitchen equipment. 
“We are trying to be good—not big, 
says Mr. Pollard—but the firm is doing 
all right in the matter of size, too. In 
addition to the main store, which 
measures 50 by 125 feet and is now 
thrice its original size, Pollard also 
maintains a service and warehouse 
building containing 2,700 square feet, 
and further expansion is planned. End 


} 


” 


A BRAND NEW MODEL in water coolers is shown to an interested customer by 


Houston Barnett, head of the commercial equipment department at Pollard’s. 





FEBRUARY 1, 1948—ELECTRICAL MERCHANDISING 







































PREVIEW OF THE BIG IRONING NEWS OF 1948!! 
| 
¢ é } 
ITS NWEW..ATS EXCLUSIVE | 
, ) | 
IS PROCTOR * | 

You are going to hear a lot about this sen- 

ee a 
It's a new way to iron, a new way to 
merchandise, a new way to sell! 
ns And it's been thoroughly tested with 
- amazing sales results. 
és Proctor's national advertising will feature 
RS ER RR 








sational new PROCTOR idea. 
it—month after month—ad after ad. 
Millions will read about it and will want 


to see and try the remarkable iron that 


makes it possible. 








PROCTOR 


PIONEER /N EASIER (RONING 











PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PA. 
ELECTRICAL MERCHANDISING—FEBRUARY 1, 1948 PAGE 89 





Eureka used pigeons, ingenuity, and LIFE! 


The combination resulted in some pretty fancy sales 


in appliances! 


When J. G. Fisher, Chicago Regional Manager for Eureka-Williams first 
heard about the four-color spread advertisement in LIFE, the next thing 
he did was to borrow some pigeons. For that was one way Jack Lanigan, 
Kureka’s Advertising Manager, suggested extra promotional emphasis 


could be given to this Eureka advertisement. 


“The greatest appliance promotion since prewar days has been planned 
for you,” stated an accompanying but anonymous letter. “Sign the en- 
closed request for your kit of moneymaking merchandising material, and 
attach it to the pigeon who will speed your message to us at 50 miles per 
hour!” Robert Benson was one of the dealers who did just that, com- 
pletely in the dark as to what the result might be. 
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A merchandising kit was prepared around a Eureka Vacuum Cleaner ad 
which was to run in LIFE. To impart his enthusiasm for this promotion 
to dealers in the 7-state Chicago region, Fisher gave the LIFE kit a novel 
introduction. Forty-eight racing pigeons were borrowed from pigeon 
fanciers (above) and expressed to forty-eight of Eureka’s key dealers. 
‘ — at te 


ves 
Pass 


Wee 


A plain manila envelope with a picture of a pigeon on the outside finally 
identified the sponsor of one of the unusual promotions of the year as 
Eureka. The envelope contained LIFE-imprinted material and mounted 
proofs of the Eureka ad in LIFE. (It was easy for Benson to see how this 
material identified his store as Eureka headquarters to the one out of 
five people in his neighborhood who are LIFE readers.) 


FEBRUARY 1, 1948—ELECTRICAL MERCHANDISING 











ready ma 
Benson, 

home-clez 
Magazin 
sales terr 
increase i 








key deale 
said, “TI 
gives the 
nakes th 
does this 
lying pre 
Mart wit 


ELECTR 





‘ad 


Hon 





rally 


ir as 
nted 
this 
it of 











Here is one of Benson’s windows showing how he put the 
merchandising kit to work to get his share of the sales al- 


ready made by Eureka’s advertising in LIFE. According to 


Benson, “In most instances, inquirers about the Eureka 


home-cleaning system mentioned the advertising in LIFE 
Magazine. The great number of LIFE readers in all our 
sales territories was undoubtedly responsible for a definite 
increase in our retail sales.” 





lawrence Brock, Housewares Division Manager at Carson 
Pirie Scott & Co., is one of the more important of Eureka’s 
key dealers. Shown releasing the pigeon (above) he later 
aid, “The tremendous reader interest in LIFE magazine 
gives te products advertised in it more recognition and 
nakes them easier for us to sell.”” You can prove how LIFE 
does this pre-selling job, week in and week out, by identi- 
lying products in your store with their LIFE advertising. 
‘Mart with the list at the right. 
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MAJOR APPLIANCES 
Feb. 2 Maytag Washer—page 
A. O. Smith Water Heater—}4 page, c. 
Gill Electric Stove—¥% page 
Feb. 9 G-E Vacuum Cleaner—page, color 
Kelvinator Refrigerator—page, color 
Feb. 23 Hotpoint Refrigerator—spread, color 
Kalamazoo Stove—page, color 
Lewyt Vacuum Cleaner—page, color 
Youngstown Kitchens—page, color 
Norge Appliances—page 
American Gas Association—!4 page 


SMALLER APPLIANCES 
AND HOUSEWARES 


Feb. 2 Forster Woodenware—14 lines 

Feb. 9 G-E Toaster—l4 page 
Casco Heating Pads— page 
Rex Cutlery—42 lines 

Feb. 16 G-E Lamps—page, color 

Gopher Spring-Flo Faucet—¥, page, color 
Westinghouse Select-O-Ray—¥4 page 
Apsco Pencil Sharpener—28 lines 


HOME FURNISHINGS 


Alexander Smith Rugs—¥4 page 
West Branch Cedar Chests—¥4 page 
Feb. 9 Simmons Electronic Blanket—page, color 

Pacific Sheets—¥4 page 

Feb. 16 Cannon Sheets—page, color 

Feb. 23 Du Pont Nylon Textile Fibers—spread, c. 
Pepperell Blankets—spread 
Englander Mattress—page, color 
Pacific Sheets—page, color 
Simmons Hide-A-Bed—page, color 
Sealy Mattress—page 
Alexander Smith Rugs—'4 page 


NOTE: 


Use this list to put LIFE’s local selling 
power fo work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during February 


RADIOS AND INSTRUMENTS 
Feb. 2 G-E Radios—page, color 
RCA Victor Instruments—page, color 
Feb. 9 Crosley Radios—page, color 
Stromberg-Carlson Radio—page, color 
Lester Pianos—!A page 
Feb. 16 RCA Victor Instruments—page, color 
Philco Radio—page 
Feb. 23 Hammond Solovox—ly page 


RECORDS 
Feb. 9 RCA Victor Records—page 
Capitol Records—l page 
Feb. 23 RCA Victor Records—page 


JEWELRY, CLOCKS AND WATCHES 
Feb. 2 Art-carved Rings by Wood—page 
Jordans Jewelry—'4 page, color 
Wadsworth Powder Cases—¥4 page 
Kelton Watch—), page 
Feb. 9 Keepsake Diamond Rings—page 
Swank Jewelry & Accessories—'y page, c. 
JB Watch Bands—\% page 
Feb. 16 Telechron Clocks—page, color 
Croton Watch—page 
Kelton Watch—'% page 


SILVERWARE 


Feb. 9 International Sterling—page, color 
Feb. 23 1847 Rogers Bros.—page, color 


CAMERA SUPPLIES 
Feb. 2 Da-Lite Screen—52 lines 
Feb. 23 Bell & Howell Camera—page, color 
Eastman Kodak—ly page 


- SPORTING GOODS 
Feb. 2 Chicago Roller Skates—'% page 
Feb. 16 Camillus Cutlery—56 lines 
Feb. 23 Bristol Golf Culbs—Y4 page 
Crown & Headlight Overalls—'4 page 


1. Many of these LIFE advertisers have ordered LIFE merchandising 
helps similar to those Eureka finds so effective. Ask your suppliers about 
ADVERTISED IN LIFE merchandising aids! 


2. Because of last-minute changes, some of the ads may appear in issues 


different from those listed above. 
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ADVERTISED 


LIFE 


LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 


NOW 26 MILLION AMERICANS READ LIFE 


1948 
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sales checks—“Stop-and- 
buy” traffic—and that Added Profit! 


For bigger 


Display your electrical appliances on Aristo-mats, 
and see how much smarter and brighter they look! They 
sell faster that way, too! Then suggest an Aristo-mat to 
brighten and protect your customers’ table and presto 
—you've added a tidy sum to your sales check 
and a nice, easy profit to your day’s business. For finest 
quality and beauty of product, look for the name 
ARISTO-MAT. Specify Aristo-mats when you order. 
Immediate shipment—1 doz. to carton, 25 lb. wt. 







Kant-Kut Korner—an exclusive, protective feature! 
“Quad-Coat”’ Process—guaranteed nol to chip or peel! 
Many sizes 


round, square, oblong—for every need! 


Be sure it’s ARISTO-MAT— 
the only NATIONALLY ADVERTISED MAT 
that women know and trust! 


For further information, see 
your local jobber, distributor, or write 


PHOENIX TABLE MAT COMPANY 
1315 West Congress Street 
Chicago 7, Illinois 
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Third Degree’ 


Credit Forms Scored 


Kentucky Dealer Evolves 
Improved Single Form 


(cane sales forms need not be a 
cumbersome, complicated “third- 
degree” which often drives prospective 
appliance purchasers away, according 
to F. J. O’Connor, credit superintend- 
ent for Bill’s Auto Stores, appliance 
dealers in Louisville, Kentucky. 

“Budget-payment sales of major ap- 
pliances are going to become increas- 
ingly important in the next 12 months,” 
Mr. O’Connor pointed out. “Already, 
instead of the majority of appliance 
purchasers asking to pay cash, 70% 
or more are requesting time-payment 
service. Therefore, it is high time for 
the dealer to streamline his credit sell- 
ing methods, to make credit buying as 
easy, as confidence-building as possible 
for the prospect.” 

The Bill’s stores, located in Ken- 
tucky and Indiana, are franchised with 
11 leading lines of appliances, and in 
a few short years have learned that 
many prospects, particularly women, 
are literally “terrified” when forced to 
sign ominous-looking contracts a dozen 
times or more, read fine-print clauses 
which makes it appear that they “sign 
their lives away”, etc. Thus, on the 
theory that friendly, goodwill-building 
credit methods will attract many cus- 
tomers who might otherwise be lost, 
Mr. O’Connor has designed a “simpli 
fied credit form” which handles the en 
tire job 

“Like many other dealers, we have 
scared off quite a few customers under 
the old credit procedure,” he pointed 
out. “We formerly used a bill-of-sale, 
a conditional sales contract which re- 
quired filling out a credit information 
sheet, which the customer had to sign, 
three copies of the conditional sales 
contract, each also needing a signature, 
and a sales record card. Thus, to buy 
anything on credit, the customer first 
had to completely fill out the credit in- 
formation sheet, sign it, then read and 
sign three more copies of the condi- 
tional sales contract. This meant a 
long period of waiting while over- 


loaded typists got to the work, many 
mistakes in the form of reversed car- 
bons, typewriter bulkiness, etc. It was 
nothing unusual for a customer faced 
with all of this work to mumble some- 
thing about changing his mind, and 
beat a hasty retreat out of the store.” 


Develop New Form 


In 1946, when credit sales again ap- 
peared on the horizon, however, the 
Bill’s credit management developed a 
new “single form” which includes the 
credit information sheet, the sales con- 
tract, and the sales record invoice all 
on one form. Under the new plan, the 
single form consists of three sheets of 
94 x 114 typewriter paper tightly sta- 
pled together, and provided with 
“built-in” carbons, which make periect 
copies without the necessity of 
handling smudgy carbons. Printed on 
the first sheet is the sales contract and 
the invoice, with all of the credit i 
formation filled in on the reversed side. 
On the second, or file copy, the same 
information is fitted in under headings 
which make it possible for the office to 
make up any type of records. The third 
copy, on a yellow sheet, goes to the 
customer as a record of the price he is 
to pay, tax, and all matter appertain- 
ing. Original copies are kept in the 
Louisville firm’s credit classified as to 
appliances covered, and form a simple 
record. 

It requires only one motion to get 
omplete information, under the plan. 
Subdivision of the new form intersec- 
tions has done away with much confu- 
sion and over-handling. Beginning 
with the total sales price of the mer- 
chandise, the sheet reveals in order 
total excise tax, total sales tax, total 
cost plus tax, allowance for any 
trade-in on the appliance, total cost less 
the trade-in allowance, the down-pay- 
ment, deferred balance, time-payment 
fee charged by the store, time balance, 
old account, if any, and the total owing. 

(Continued on page 94) 
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ARE YOU A VICTIM OF “ORPHANITIS"? 
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Are you “stuck” with heavy 
inventory on practically paralyzed 

» heating units? Of course you have 

the to turn these war-time “ghosts” into 

la cash ... but don’t stake your repu- 

the tation on them! Unload them on 

- “price” buyers who expect grief 

a with their “bargains.” BUT, be sure 

al to stock Electresteem for the quality 

t buyers who hold the key to your 
continued success. That’s just good 
business! 

ame 

ngs 

“ DEALERS WHO LOOK AHEAD WILL BE AHEAD 

urd aeemmnmeiaiints — 
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e 1s 
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4 WITH &lectresteem PORTABLE ELECTRIC STEAM RADIATORS! 

s to REG. U. S. PAT. OFF. 

nple 

Da It pays to recommend and sell 

ahs Electresteem. Sales-resistance is 

lie lowest because we have long been INSIST ON GENUINE 

ning = vane —_ co soa 

aie advertisers in the field. Prove r- 

niee formance and trouble-free cot a lectresteem 

total are the secret of Electresteem’s over- 

pie whelming popularity. In each Elec- getline are 


bs ule PORTABLE ELECTRIC STEAM RADIATORS 


nent with Patented Dual-Heating. System! 


ince, 








ESRC 


ELECTRIC STEAM RADIATOR CORPORATION, Paris, Kentucky 


IN CANADA: ELECTRIC STEAM RADIATOR COMPANY OF CANADA, LTD., WINDSOR 
ALSO MANUFACTURERS OF ELECTRESTEEM BABY CHEFS, 8 BABY-BOTTLE STERILIZERS, ELECTRIC SERVANTS AND VAPORIZERS 
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RESHWDAIE 


SUCCESSOR 


TO THE FAN 


MORE THAN A FAN 
oe eee ee IT’S AN 


Ain Cinewlatir 


@ Built to outsell, outperform, outlive any 
other air circulator on the market! 


You can stock and sell the whole Fresh’nd- 
Aire line with a minimum of inventory 
because of its exclusive, conversion 
features. You can meet every air circu- 
lating requirement of home, office, store 
and plant with a surprisingly small invest- 
ment in stock. 


Supported by widespread national adver- 
tising and a complete merchandising 
program, FRESH’ND- AIRE will make 
your sales easier than ever in ’48. 


WRITE FOR DETAILS NOW 


FRESH ND-AIRE 


A diwnon of Cry Copration 


FEBRUARY 


Credit Forms 


eum CONTINUED FROM PAGE 92 amen, 


On the invoice section are listed th 
merchandise, the price per unit, excise 
tax and total price, with the serial num. 
ber of the appliance. To the right, jp 
a box, is considered the amount in 
volved in the time-payment plan. A} 
terms which the customer needs t 
understand are described under the 
last total by indicating the specific pay 
ment per week or per month, accord 
ing to how the customer wants to pay 

Incorporated right in the body oj 
the form is the conditional sales con 
tract, which gives again all informa 
tion on terms. Thus, by reading over 
one sheet, the customer knows exactl 
how much he has spent, what extra 
tax charges and allowances amount to 
etc. 


Only One Signing 


‘The real beauty of this triple form 
is the fact that it is not necessary for 
the customer to sign more than once,” 
Mr. O’Connor said. “The permanent 
one-use carbon copy sheet in between 
the pages reproduces the signature on 
the contract forms, and sinee we 
keep the original, there is no problem 
as to legality of the signature. The 
same is true for notary public approval 
of the sale—one signature or one 
stamp shows clearly through the car- 
bon, and gives full value to each.” 

It requires only about two minutes 
to type up the form completely, jerk out 
the carbon sheets, and split the form 
into three sections by a snap at the 
top. Symbols indicate the store which 
made the sale, and each copy is checked 
by the salesman who made the sale 
when commission time comes. Advan- 
tages developed have been more pleas- 
ant credit relations, elimination of a 
lot of waste time, and a clear under- 
standing between store and appliance 
customer, according to Mr. O’Connor 
During rush periods, when the store is 
selling major appliances or small ap- 
pliances, use of the form saves as 
much as 15 minutes per customer— 
thus allowing the salesman that much 
more time on the floor. All of the 
miscellaneous red-tape operations 
which formerly slowed up credit selling 
and affronted customers have been 
eliminated 


“DO YOU MIND IF | PUT MY HAT IN YOUR 
REFRIGERATOR?” 
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GENERAL AMERICAN 

























Special tools and dies were designed to supply Maytag Washers with 
rugged plastic agitators which would meet Maytag’s requirements for 
close tolerances and accurate parts. Production was planned by Gen- 
eral American in order to give Maytag as many as a carload of 
agitators every single week! 

Many of America’s leading appliance and radio manufacturers—May- 
tag, Thor, Universal, Motorola, Servel, Norge, to name a few—use the 
complete facilities of General American Plastics production. General 
American's engineering staff, tool and die shops and batteries of in- 
jection and compression molding machines turn out plastics which 


meet specifications on schedule. 





PLASTICS DIVISION 
GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South LaSalle Street, Chicago 90, Illinois 


New York: 10 East 49th Street Les Angeles: Richfield Building 
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MAYTAG MODELS J] AND N HAVE 
AS STANDARD EQUIPMENT THE 
STURDY PLASTIC AGITATOR BUILT 
BY GENERAL AMERICAN 














re a 


Tell Your Customers About General 

American's Plastic Agitators—Every 

Feature Means Easier, Faster Sales 
For You 


KEEP CLOTHES BRIGHT— 


No possibility of rust or corrosion— 
negligible lint. 


WASH CLOTHES SAFELY 


No pitting to act as an abrasive and 
wear clothes out; safe even in alka- 
line water; will not damage clothes 
after years of use. 


ARE EASY TO HANDLE 


General American Agitators weigh 
less than 3 pounds. 


TAKE HARD USE FOR YEARS 


They are engineered to stand excep- 
tionally high stress and strain; their 
long life saves customers replace- 
ment expense. 
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Youidiil ere 


@ Large or small, one or a million, AlSiMag technical ceramics are custom made in the 
composition with the correct physical characteristics for your application. On 
request AlSiMag engineers will be glad to help 

you find the best design and composition for your requirements. 


46th YEAR OF CER AMEC tEADERS HEP 


AMERICAN LAVA CORPORATION 


SALES OFFICES: ST. LOUIS, MO., R. H. Geiser, Tel: Garfield 4959 * CAMBRIDGE, MASS., J. F. Morse, Tel: Kirkland 4498 © NEWARK, N. J., J. H. Mills, Tel: Mitchell 2-8159 © PHILADELPHIA, 
S. J. McDowell, Tel: Stevenson 4-2823 © CHICAGO, W E. Glasby, Tel: Central 1721 © SAN FRANCISCO, F. S. Hurst, Tel: Douglas 2464 © LOS ANGELES, L. W. Thompson, Tel: Mutual 9076 
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Assn. 


February 9-12 


EXPOSITION 


il. 
February 22-26 


EXPOSITION 


March 1-4 


sylvania 


March 1-4 


CONFERENCE 
Commerce of U. S. 


March 11-12 


Hl. 
March 11-17 


APPLIANCE SHOW 


Town Hall, Fargo, N. D. 
March 23-25 


Electric Institute of Boston 


April 3-10 


April 20-23 


American Management Assn. 
April 26-30 


INT. TRADE FAIR 
Toronto, Canada 
May 31—June 12 


Radio Mfrs. Assn. of Canada 
Royal York Hotel, Canada 
June 15 





Scheduled Meetings 


48TH ANNUAL CONVENTION 
& HARDWARE SHOW 
Penna. & Atlantic Seaboard Hardware 


Convention Hall, Philadelphia, Pa. 


ANNUAL CONVENTION & 


Natl. Assn. of Home Builders 
Hotels Stevens and Congress, Chicago, 


ELECTRICAL TRADE 


North Central Electrical Mfrs. Club 
St. Paul Auditorium, St. Paul, Minn. 


PLANNED LIGHTING 
EXPOSITION & CONFERENCES 
Commercial and Industrial Sections, 

Electric League of Western Penn- 


William Penn Hotel, Pittsburgh, Pa. 


NATL. MARKETING 
Domestic Distrib. Dept., Chamber of 


Jefferson Hotel, St. Louis, Mo. 


CHICAGO STOKER EXPOSITION 
Midwest and Chicago Stoker Assn. 
Commonwealth Edison Assembly Hall, 

140 South Dearborn St., Chicago, 


HARDWARE-HOUSEWARES- 


North Dakota Retail Hardware Assn. 


1ST ANNUAL ELECTRIC SHOW 


Mechanics Bldg., Boston, Mass. 


SPRING NATL. MARKET WEEK 
St. Paul Auditorium, St. Paul, Minn. 


17TH PACKAGING EXPOSITION 


Public Auditorium, Cleveland, Ohio 


19TH ANNUAL MEETING 








SING 





Hotpoint, Telechron Lower Prices; 


Electrical Workers Seek Wage Rise 


Industry indicates it won't follow 
G-E lead; expects some increases. 
Union asks 32 cents an hour more. 


I T began to look early last month as 
though General Electric was lead- 
ing low into a stacked deck. 

The only companies to follow suit in 
announcing price reductions were Hot- 
point and Telechron, both G-E affili- 
ates; other manufacturers stated flatly 
that they were having all they could 
do to prevent further price rises and 
the United Electrical Radio and Ma- 
chine Workers, CIO, stated that they 
would seek a third round of wage in- 
creases averaging 32 cents an hour. 


Hotpoint, Telechron Drop... 


James J. Nance, president of Hot- 
point, announced reductions of from 
three to 10 percent on refrigerators, 
ranges, and Disposalls and, like G-E 
president Charles E. Wilson, said that 
the reductions did not indicate any 
decline in demand. He declared that 
present production is at a peak for 
the post-war period and that demand 
is still outrunning supply. He pre- 
dicted increasing output of all products 
during 1948 with steel as the only 
deterring factor. The company has in 
progress a $20 million expansion pro- 
gram which will enable it to increase 
electric range output to 600,000 units 
a year, dishwashers to 100,000, and 
electric water heaters to 250,000. 

David Blair, vice-president in charge 
of marketing for Telechron, Inc., an- 
nounced reductions on electric clocks 
averaging five percent. The lowest 
priced kitchen clock is now priced at 
$4.50 instead of $4.95. Comparable 
reductions apply to other clocks. 


And Other Firms Stand Pat... 


Shortly after the announcement of 
G-E’s efforts to fight inflation by re- 
ductions, Gwilym A. Price, president 
of Westinghouse, said, “We have not 
had this move under immediate con- 
sideration, but Westinghouse prices 
have been and will be fully competi- 
tive.” This statement was not inter- 
preted by industry leaders as any indi- 
cation that Westinghouse would follow 
G-E’s lead. Some sources even claimed 
that the G-E reductions were merely 
an attempt to return some products 
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to competitive price levels, thus nulli- 
fying earlier increases. 

J. H. Ashbaugh, vice-president in 
charge of Westinghouse’s appliance di- 
vision, intimated that it would be diffi- 
cult to hold even the present price 
level, “if we are faced with increased 
material costs and a third round of 
labor increases.” 

Five other leaders in the appliance 
and housewares industry, speaking to 
reporters at the Chicago Merchandise 
Mart during the January Markets, 
predicted that no reductions could pos- 
sibly be made in the near future and 
that some price increases would be 
forthcoming, 

C. G. Frantz, president of Apex 
Rotarex; Karl Kindl, president of 
Avco Mfg. Corp.; Eric Johnson, presi- 
dent of American Central Division of 
Avco; R. N. Taylor, vice-president of 
Florence Stove; and Fred Keller, vice- 
president of Ekco Products, all agreed 
that G-E’s reductions will not be 
copied by competitors. 

Said Mr. Frantz, “The General Elec- 
tric action was more in the line of an 
adjustment of prices than it was low- 
ering of prices.” The five officials 











“1 WAS CONVINCED AN HOUR AGO, BUT | 
HATE TO GIVE’IN SO EASILY.” 


agreed that an increase of about 10 
percent can be expected in housewares, 
including automatic toasters, mixers 
and waffle irons. 

Bright spot in the disillusioning 
picture of other electrical producers’ 
refusal to lower prices was the feeling 
in some quarters that G-E’s action had 
prevented the immediate effecting of 
contemplated increases. Mr. Kindl 
held out hope that television prices 
may be reduced later in the year as a 
result of lowered manufacturing costs. 


But the Union Wants a Raise 


While other manufacturers were 
playing their cards close to their chests, 
the United Electrical Workers trumped 
into the game with the announcement 
that G-E’s price cuts were too low to 
affect living costs and that wage rises 
would be sought for some 300,000 
workers employed by G-E, Westing- 
house, and the electrical division of 
General Motors. 

James J. Matles, U.E.W. director of 
organization, claimed that G-E’s re- 
ductions were not altruistic and 
charged that G-E and all industry are 
making record profits. (G-E’s profit 
is currently running at 6.8 cents on the 
sales dollar, according to president 
Charles E. Wilson, below what the 
company considers a safe margin and 
below the pre-war level.) Mr. Matles 
declared that the reductions were the 
result of competitive pressure. The 
union wants, he added, lower prices 
in food, rent, fuel, clothing and other 
basic needs. “The people don’t eat 
television receivers, they don’t wear 
automatic washers and most of them 
are more worried about the rising 
prices of fuel than they are about keep- 
ing warm with luxury price electric 
blankets,” he said. In addition to higher 
wages, the union will ask for health, 
welfare and pension plans, severance 
pay, improved vacation arrangements, 
and two additional paid holidays. 

In its announcement of reductions, 
General Electric declared that they 
would continue in force only so long as 
material and labor costs did not rise. 
By April 1, the date on which the 
union hopes to make higher wage rates 
effective, it should be clear whether 
higher prices will be instituted to offset 
the higher costs. Meanwhile, the rest 
of the electrical industry, despite its 
suspicions of G-E’s altruism, would 
keep a wary eye on its competitive 
position. 
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Torture Tests Prove 


STEEL SINKS AND al 


Can take it! 





Pressure of 150 lbs was applied 
diagonally across front of cabinet at- 
tached to wall in normal position to 
determine if cabinets would retain 
their shape under undue stress. In 
every case, cabinets not only retained 
their shape but doors opened and 
closed in the same perfect alignment 
as when no pressure was applied- 
proving that Kitchen-Kraft welded 
construction absorbs punishment 






Kitchen-Kraft cabinets from stock 
are subjected to 720 hours in a humid- 
ity chamber maintained at 100% 
humidity at 100° temperature. When 
removed from the chamber, no blister- 
ing, no rust, no dulling of enamel finish 
is visible. The careful metal prepara- 
tion ‘bonderizing) for the Dupont 
Dulux finish is responsible for this re- 
markable durability 


customers know about 
these few simple facts. 





REMEMBER: there are no trade-in 
worries, no service problems, and 
a ready, pre-sold market for com- 
plete Kitchen-Kraft kitchens. 
Write today for detailed infor- 
mation on dealer discounts and 
the workable Kitchen-Kraft sales 
plan that nets quick profits. 


@© MIDWEST MFG. COMPANY, GALESBURG, ILLINOIS 
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KITCHEN-KRAFT KITCHENS EXCEL ON EVERY POINT 
To prove to ourselves that Kitchen-Kraft equipment will 
stand up under terrific punishment, samples selected from stock 
are regularly subjected to gruelling laboratory tests. It is unlikely 
that Kitchen-Kraft products will ever encounter these abnormal 
conditions when installed in homes, but you can be assured that 
when you sell Kitchen-Kraft, you are selling the quality line— 
built to withstand the worst kind of abusive treatment. Let your 


concn en 
oo of ten 











A 72 lb. weight was suspended from 
outer corner of each cabinet door, 
standing open at 90°. When the weights 
were removed, doors opened and closed 
with their original facility. There was 
no evidence of sagging or fatigue. Al- 
though hidden from view when doors 
are closed, hinges will support a life- 
time of useful service 


Drawers in stock Kitchen-Kraft 
sinks and cabinets are loaded with 10 
Ibs. per square foot of drawer area, 
then opened and closed 10,000 times 
‘the equivalent of 3 years of actual 
use). When checked for wear, the 
rollers showed no wear and drawers 
were as good as new. 
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PRIMING THEMSELVES for a series of distributor meetings recently concluded, 
George T. Stevens, (right), executive vice-president of the Eureka Williams Corp., 
and John Lanigan, general sales manager for the Eureka Division, got right down 


on the floor with the company’s new $64.50 DeLuxe upright cleaner. 


Company 


advertising says the cleaner was designed “from the woman's point of view” and 
that, apparently, is what Messrs. Stevens and Lanigan are imitating. 
















Teleset Owners Ready to Pay 
For Good Shows, Survey Finds 


Reveals Dissatisfaction 
With Present Programs 


The LaSalle Extension University 
nailed another plank into Zenith Radio 
platform for pay-as-you-see 
television with the recent release of re- 
sults of a survey conducted among 
video set owners 


( orp’s 


LaSalle conducted the survey, at 
Zenith’s request, among televiewers in 
New York, Philadelphia, Chicago, and 
surrounding areas. In all three cities, 
says LaSalle, consumers are dissatis- 
fied with present programs but are 
eager to pay for first-class visual enter 
tainment that will include first run 
movies, Broadway shows, etc. 

William Bethke, general educational 
director of the university, conducted 
the survey, and said that it substanti- 
ated the results of an earlier one con- 
ducted on the West Coast which indi- 
cated that 73 percent of the owners 
approved of a pay-as-you-see system 
while only 39 percent rated current 
programs as “very good.” 


They Don’t Like the Shows 


Mr. Bethke said that the second sur- 
vey covered 9,341 television set owners 
in the three cities and adjacent areas. 
Two questions were asked via post 
card: (1) Was the set owner satisfied 
with present television programs and 
(2) Would he be willing to pay a 
reasonable fee for home viewing of 
first run movies, Broadway plays, 
newsreels, and championship sport 
events not available on free television. 

The returns showed that only 45 
percent of the set owners were satis- 
fied with present programs, but there 
was considerable variation between 
areas. Dissatisfaction was greatest in 
Connecticut, where only 40 percent ex- 
pressed approval, as compared with 
42 percent in New York, 51 percent 
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in New Jersey, 52 percent in Chicago, 
and 43 percent in Philadelphia. 

Some 62 percent of the set owners 
said that they would be willing to pay 
for extra programs. Broken down, 
these figures were 76 percent in Con- 
necticut, 64 percent in New York, 52 
percent in New Jersey, 70 percent in 
Chicago, and 49 percent in Philadel- 
phia. 

The returns included many con 
ments, some of which objected to pay 
as-you-see programs. These included, 
“Time for sponsors to pay for better 
programs” ; “Why start a new graft?”; 
“Should be as free as radio—I expect 
these free.” 

According to Mr. Bethke, comments 
favoring pay-as-you-see television pro- 
grams outnumbered all others. They 
included, “Yes, what are we waiting 
for”; “This would be a very great 
improvement”; “This is a wonderful 
idea, get going”: “Yes, it’s about 
time”; “Only too glad to do so,” etc. 

Last summer Zenith Radio Corp. 
introduced Phonovision, a system of 
charging admission fees for home 
showings of top-flight entertainment. 
Payments would be made in the 
monthly telephone bill. A set owner 
who wanted to listen to a specific pro- 
gram, not a free one, would merely 
call the operator and she would enable 
his set to receive that program by 
sending in, by wire, certain frequencies 
omitted from the air. 


Telex Builds $50,000 
Hearing-Aid Laboratory 


A laboratory annex which will cost 
over $50,000 and will contain 10,000 
square feet in two stories is under co! 
struction in Minneapolis, Minn., fo: 
Telex, Inc., hearing aid manufacturer 
The addition will house the tool an 
die and precision plastic divisions. 
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Way back when washing machines were nothing more than wooden tubs with 
electric motors, appliance manufacturers were using the advertising pages of 
ELECTRICAL MERCHANDISING to keep dealers sold and informed on new products, 
new sales ideas and new sales plans. Through the years their names, along with 
ELECTRICAL MERCHANDISING, have become institutions in the appliance industry. 


ALTORFER BROS. 
AUTOMATIC WASHER 


BARLOWA. SEELIG 


as Editorial content was designed to supply dealers with the latest in industry news 


52 CLEMENS MFG. CO including tips on sales, servicing, and store arrangement. Throughout the past thirty 
"i years ELECTRICAL MERCHANDISING has maintained this same editorial policy .. . 
EASY of giving dealers the kind of information they needed and timing it when it helped 


the most. Proof of the effectiveness of this policy is reflected in a circulation that has 
grown to 37,500 — the largest in the appliance and radio field. Then as well as now 
those manufacturers in the appliance industry believed... 


! EUREKA 


These ore but a few of the 
many institutions in the ap- 


MILTON-BEACH _ Pliance industry who have THOSE DEALERS WHO ARt SOLI 


come through the years with 


ro- ELECTRICAL 
wd ROOVER neeneeieienaien ELECTRICAL MERCHANDISING has always been the first choice of appliance 
eat mania: manufacturers to keep their dealers sold. It continues as a first choice because it 
se OTPOIN completely and effectively covers... 
a HURLEY 
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Why sell an EGNAR 











the HARD way ? 


We've spelled range backward for a special 
reason. 

The twist dramatizes how easy it is to make 
a familiar thing look confusing. 

And it’s the same way with selling. 

Here’s what we mean. Picture yourself talk- 
ing with a range prospect. She’s seen what you 
have to offer .. . considered appearance . . . size 

. a half-dozen new features that she doesn’t 
have on her present range... 

She’s confused to the point where she’s 
likely to overlook the most important thing 
of all. 

And what's that? 


Cooking! A woman buys a range to cook 
on, not to admire or fiddle with. 

So work from the beginning. Play up cook- 
ing performance. Emphasize the “‘vital spots” 
—the surface heating units—of the ranges you 
handle. 

But before you do, take this precaution. 
Make sure the units on your ranges are 
Sheathed in INCONEL*. Then you can talk 
with confidence. 

For Inconel Sheathed Heating Units are 
built for fast cooking and easy, flexible con- 
trol. . . for life-of-the-range operation at full 
wattage. They never rust. Don’t warp, crack 
or scale. Aren't damaged by kitchen accidents 
or spill-overs. 

That's why millions of Inconel Sheathed 
Heating Units are in use today. And why so 
many leading range manufacturers install 
them as standard equipment! 

For range sales the easy way, build your 
story around the performance of Inconel 
Sheathed Heating Units. On top, they’re tops! 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street, New York 5, N.Y. *Reg. U.S. Pat. Off. 


EMBLEM fi SERVICE 


HELP YOU SELL 
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EM Editor Writes 
Appliance Sales Manual 


Electrical appliance salesmen and 
would-be salesmen, too often exposed 
to glossy sales education that em. 
phasized the well-groomed head and 
the well-pressed suit as the hallmark; 
of a good salesman, got a break last 
month, 

Laurence Wray, managing editor of 
ELectTRICAL MERCHANDISING, has writ- 
ten an authoritative sales handbook 
that covers approved selling techniques 
and their specific application in the sell- 
ing of electric ranges, electric water 
systems and water heaters, refrigera- 
tors and home freezers, home cleaning 
equipment, home laundries and the va- 
rious types of electrical farm equip- 
ment. 


Facts, Not Advice 


The book, a meaty, 225 page volume 
more filled with concrete facts and per- 
tinent statistics than with advice, was 
published in December, 1947, by Me- 
Graw-Hill. Stressed throughout is the 
“Go All-Electric” theme—that in view 
of the reliability and economy of elec- 
tric service in performing home and 
farm tasks it is uneconomic to divide 
the service among two or more energy 
sources at higher rates for minimum 
usage. The volume places emphasis on 
the competition from liquefied petro- 
leum gas and offers suggestions for 
meeting that competition. It stresses 
the various applications of electricity 
as a source of heat, since it is in this 
field that the most serious competition 
is encountered. Also within the covers 
are data on the rural and small town 
market, on the performance, operating 
cost, and sales features of the major 
electrical appliances. 

Copies can be obtained from the Na- 
tional Electrical Manufacturers Assn 
155 East 44th St., New York 17, N.Y 
at $2.75 each (with progressive dis- 
counts for quantity orders) and from 
the McGraw-Hill Pub. Co., 330 W. 
42nd St., New York 18, N. Y. 


Bendix Makes Space 
for Video Output 


Major changes are being made in the 
layout of Bendix Radio’s Baltimore 
plant to accommodate’ full-scale pro- 
duction of television receivers, accord- 
ing to a recent statement by W. P. 
Hilliard, general manager. The com- 
pany plans to produce at least two tele- 
set models during 1948 and only re- 
cently occupied an addition to its plant 
which comprises 100,000 square feet of 
“long line” production area. Mr. Hil- 
liard said that an aggressive sales 
program is now being developed un- 
der the guidance of J. T. Dalton, gen- 
eral sales manager for radio a! 
television. 


Gibson Refrigerator 
Buys Murray Corp. 


New facilities comprising 150,00 
square feet were recently obtained by 
the Gibson Refrigerator Co., Green 
ville, Mich., with the purchase of tht 
Murry Corp. of America plant an 
warehouse in Belding, Mich. The pur 
chase will be used to further increas¢ 
production of refrigerators and elec 
tric ranges. 
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What’s worrying you? 


The tabulation of opinions (reproduced above) is not 
a poll of educators, economists, Washington correspondents 
or a highbrow discussion group . . . but of Midwest farmers, 
selected and interviewed by an independent research organization 
for SucCESSFUL FarminG! .. . With 48° concerned with peace and 
foreign policy . . . and another 30% aware of inflation and labor problems . . . 
the still prevalent impression of the farmer as uninformed, uninterested, insular and isolationist 


— is as outmoded as the horse and buggy. 


The changed mentality of the farmer reflects . . . and results from . . . the quarter-century 
change in agriculture from traditional rule-of-thumb husbandry to a planned and expanding 
industry, and a better balanced business for the individual farmer . . . from a limited life to 
vastly improved living standards for the whole farm family . . . from a lean margin to a major 


segment of the whole U. S. market. 


Nowhere is the change better catalogued than in SuccessruL FARMING and its 1,200,000 plus 
farm families concentrated in the fifteen Heart States... heirs to the richest topsoil and 
temperate climate . . . with the largest investments in land and machinery . . . diversified 


production for greater security, the largest cash income ($7,860, without 






Government payments, was the °46 average—$3,252 above the U. S. 
farm average) . . . the savings of seven prosperous years—today one of 
the best electric goods markets! And a segment of the national 
market no national advertiser can afford to pass up... And a 
medium without which no national schedule is complete, balanced, 
logical! .. . For data, details . . . see any SF office... 
SuCCESsFUL FarRMING, Des Moines, New York, Chicago, 


Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 
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IN THIS TABLE MODEL 


YOU GET GENUINE 
WESTINGHOUSE 
RAINBOW TONE 





MODEL 168—A magnificent modern radio- 
phonograph in aspen or any veneers. 
FM, AM, ear level specker, width 
record storage spoce. $249.95 


FEBRUARY 1 1948 ELECTRICAL MERCHANDISIN 








i \ (7m \\ com \\ 0 peti UAT 





2 TORS 
‘i a al a a) = 





adio GIVES YOU REAL 


SALES POWER 


WITH THE GREATEST || \ | LINE 








“RADIO HISTORY 
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FM that makes music or voice so real, so lifelike, that 
you'd swear your program is right in the room. 

Westinghouse FM is the quietest FM ever made. 
There is no noise or rushing between stations. There 
is a background of absolute silence when you are tuned 
to a station . . . silence guaranteed by the Westing- 
house ratio detector. 


YIU 


MODEL 167—A stunning modern console combination 
providing true-to-life reproduction of programs and records. 
FM, AM, extra large record storage space. $379.95 


Ree fe aa 


HOME RADIO DIVISION, WESTINGHOUSE ELECTRIC CORPORATION, SUNBURY, PA. 


1, 1948 


Westinghouse FM is the most sensitive FM ever 
developed. An exclusive grounded grid circuit cuts 
the internal noise of tubes and circuit way below the 
level of even the weakest signal. You can amplify the 
signal tremendously w ithout | hearing any noise. 
"Y our customers never heard F M like this. 


You get 
it in Westinghouse .. . 


SALES CLINCHING ADVANTAGES THAT WILL HELP YOU 
CAPTURE THE FM MARKET IN YOUR TOWN 


RAINBOW TONE FM 
the quietest, most sensitive 


FM ever made. 


RAINBOW DIAL 


a rainbow of light that tells you instantly what 
band and station you are tuned to. 


ELECTRONIC FEATHER 
the revolutionary tone arm that silences needle 


scratch without loss of high musical tones. 


AUTOMIX CHANGER 
plays 10-inch and 12-inch 


records intermixed. 


PLENTI-POWER 
the extra reserve of power that 
means true-to-life performance. 


Tune in Ted Malone Monday through Friday 
11:45 A. M., E.S.T., ABC 


a 
>stin 


PLANTS IN 25 CITIES OFFICES EVERYWHERE 
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DONT WASTE IT... 
chasing to a dozen places 
when you can 


BUY PARTS for ALL MAKES 
of WASHING MACHINES 


from a 


CENTRALIZED PARTS JOBBER 


ONE-STOP SOURCE OF SUPPLY 





You can save a lot of time and effort by buying washing machine parts 
this modern, streamlined way . . . It’s the short cut to quicker service, 
satisfied customers and greater profits. Make one trip and get all the 
parts you need for the various makes of machines to be repaired. Your 
centralized Parts Jobber has all these parts in stock. Buy them as you 
need them; you don’t have to carry inventories. 

Use this modern, proven method. You'll find it decidedly to your advan- 
tage. Select and contact your nearest Appliance Parts Jobber now from 


the names listed below. 
MEMBERS 


Appliance Parts Jobbers Association, Inc. 


A-1 Master Electric Shop, Salt Lake City 5, WwW. L. May Co., Inc., Portiand, Oregon 
2 Midwest Appliance Parts Co., Chicago 22, 
Akron Washer Parts Company, Akron 4, i 

hi 


Minnesota Appliance Parts Company, 











io 

Allied Electric Appliance Parts, inc., Phile- 
delphia 40, Pa. 

Allied Supply Company, Dayton 2, Ohio 

American Electric Washer Co., Cleveland 
3, Ohio 

Appliance Parts C 
Indiana 

Appliance Parts & Service Co., Seattle 1, 
Washington 

Cooper Washer Parts, Inc., 
lowa 

Detroit Appliance Parts Co., Detroit 8, 
Michigan 

Electric Appliance Parts, Waterbury 14, 
Connecticut 

Finch’s Washer Parts 
Rapids 3, Mich. 

Good Housekeeping Shop, Boston 16, Mass. 

Gopher Appliance Company, Minneapolis 
1, Minn. 

Home Electric, Inc., Youngstown 3, Ohio 

Jesse Company, Chicago 47, Ill. 

Wallace Johnston Appliances, iInc., Mem- 
phis 3, Tenn. 

| Jones 
er 





pany, Indianapolis 4, 





Sioux City 17, 


Company, Grand 


Washing Machine 


Parts & 
vice Co., Denver 9, Colo 


Ke stone Washer Parts Co., Philadelphia _ 


, Pa. 

Klinker Brothers, Cincinnati 2, Ohio 

sige Gone Sweeper Company, St. Louis 1, 
°. 


St. Paul 2, Minn. 

Pearsol Appliance Corporation, Cleveland 

, Ohio. 

Pearsol Appliance Co., Dallas 1, Texas 

D. J. Phelan Sons, New York 7, N. Y. 

Pritchard Electric Company, Okiahoma City 
4, Okla. 

R. & S. Parts Co., Milwaukee 5, Wis. 

Radio Electric Service Co. of Penn., Phila- 
deiphia 6, Pa. 

-~ % ~a Equipment Co., Kansas City 
, Mo. 

Refrigeration Equip’t Co., Kansas City, Mo. 

Refrigeration Supply Company, Harris- 
burg, Pa. 

Refrigeration Supply Company, Richmond 


, Va. 

C. J. Roberts Engineering Co., Springfield 
3, Mass. 

Servall Company, Detroit 7, Michigan 

Shand Radio Specialities, Flint 3, Michigan 

Standard Mercantile Company, Houston 
10, Texas 

C. E. Sundberg Company, Chicago 20, Ill. 

Trible’s, Washington 1, D. C. 

Wash Machine Parts & Sales Co., St. Louis 
16, Mo. 

Washer Sales & Service Co., Pittsburgh 12, 


a. 
Wiser Parts & Service Co., Rochester 4, 


APPLIANCE PARTS JOBBERS ASSOCIATION 


—— INCORPORATED —— 
A NATIONAL ORGANIZATION + EXECUTIVE OFFICES: DETROIT 26, MICH. 
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VCMA Meets, Elects and Rewards 





ELECTED to high office in the VCMA during the recent meeting at Cleveland 
were, left to right: C. G. Frantz, president of Apex Electrical Mfg. Co., who begins 
his 29th year as secretary treasurer; Joseph H. Nuffer, president of Air-Way 
Electric Appliance Corp., who succeeds Bret C. Neece as president of the associa- 
tion; and A. L. Atkinson, manager of G-E’s vacuum cleaner division, a member of 
the group's executive committee. 


At its recent annual meeting in 
Cleveland, the Vacuum Cleaner 
Manufacturers’ Assn. elected Joseph 
H. Nuffer, head of Air-Way Ap- 
pliance Corp., Toledo, president and 
honored Thomas F. Kelly, manager 
of dealer relations for the Hoover 
Co., for his long service as chairman 
of the association’s National Affairs 
Committee, from which he recently 
resigned. He is credited by the 
cleaner industry with preventing the 
placing of a wartime excise tax on 
cleaners. He will retire from the 
Hoover Co. in March. 


Nuffer’s Crystal Ball 


Looking ahead to 1948, new presi- 
dent Nuffer predicted a good year for 
the industry and indicated that no 
slow-down in sales promotion would 
be forthcoming. “We know that many 
million homes continue to have only 
old wornout vacuum cleaners, virtu- 
ally worthless,” he said. “We know 
also, ... that millions of homes do not 
own vacuum cleaners at all, yet are 
amply able to acquire them, and of 
course, are in great need of them 





from every viewpoint of health, sani- 
tation and the protection and pres- 
ervation of their furnishings. All 
this convinces us that 1948 will be one 
of our industry’s biggest years, a pre- 
diction which has to be qualified by 
two outstanding ifs: If we can cope 
successfully with the various continu- 
ing handicaps to full, rightful output 
and most especially if our industry is 
not crippled by the renewal of Wash- 
ington controls, particularly on steel 
-_ Promotion methods will be 
strengthened in 1948 because the 
year marks the industry’s 35th anni- 
versary.” 


Others Elected 


Officers of the VCMA include 
George H. Scott, president of Scott 
& Fetzer, vice-president, succeeding 
to Mr. Nuffer’s old post; C. G. 
Frantz, president of Apex Electrical 
Mfg. Co., re-elected secretary-treas- 
urer. Walter K. Dietz, president of 
Electrolux Corp., and A. L. Atkin- 
son, manager of the General Electric 
Co’s. vacuum cleaner division, were 
named to the executive committee 


HONORED with presentation of a signed parchment scroll was Thomas F. Kelly 
(right), manager of dealer relations for the Hoover Co. and long-time chairman 
of the VCMA’S National Affairs Committee. Walter K. Dietz, president of Electro- 


lux, makes the presentation. 


Mr. Kelly resigned from the committee at the meet- 


ing and retires from the Hoover Co. in March. 
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LE, LOOK! THE EASY WAY TO SHOW AND SELL 


[he Leon, that Wags i Teil 
make Prien | 












a No other iron has this fool-proof, swivel-attached cord that fol- 
lows every stroke perfectly, avoids tangling. So demonstrate this 
exclusive Manning-Bowman feature first, and tell customer, “See? 


The lron-That-Wags-Its-Tail !” 





( a 

‘y 
a oN \ 4 4 | 

ay SANs } 
SAAN 
aa. Jd id 
Next. show how hakelite handle is Be sure to call attention to the neat Then tell your customer about the 
equally comfortable for right- 01 point and beveled edge that tren 4 rest of Manning Bowman's quality 
left-handers. Then demonstrate thumb smoothly around buttons. pleats. seams. family: toasters, percolators. broilers. 
tip temperature dial with choice of heats Note the attractive chrome finish—per- automatic grills. waffle bakers. heating 

from RAYON to LINEN, plus OFF. fect balance—even, automatic heat. pads. You may make another sale! 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. © In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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YOUR OPPORTUNITY TO DISTRIBUTE — 


SECO 


WINDOW FANS ad 
VENTILATING FANS 


Means Perfect Cooling through 


A-I-R V-E-N-T-I-L-A-T-I-O-N 7or 
HOMES: APARTMENTS: OFFICES - INDUSTRY 


Profitable to Selt/ 


“SECO” Portable 
DUAL-PURPOSE 
WINDOW 


Fan 







... Provides easy, simple 
installation in any desir- 
able Window opening. 








. .. When placed on Floor 
of Home or Office it quiet- 


, , Over-all Dimensions 24” x 24” x 10” 
ly blows cooling Air. 


Note: Decorative expanded protective 
grill, finished in rich Ivory Enamel. 


“SECO” BELT DRIVEN 
COOLING FAN 


Greater Air Capacity For Maximum A-I-R 
V-E-N-T-I-L-A-T-I-O-N. 








Ideal for 
HOMES, SCHOOLS, 
CHURCHES AND 
FOR INDUSTRIAL 
INSTALLATIONS. 


Its simplicity of 
design permits 
easier installation 
in Walls, Attics, or 


Penthouses. 
. 


Slow Speed,— 


Quiet, — Powerful, 





Delivers a Maxi- 


mum Volume of air 





24 in., 30 in., 36 in., 42 in., 48 in. 
3800 to 18,500 C. F. M. 





Write for COMPLETE INFORMATION, 
SPECIFICATIONS AND PRICES OF SECO FANS 


SECO-LITE MANUFACTURING CO. 








Tele-tone Fights Inflation 
With New $9.95 Radio 


The Tele-tone Radio Corp., which 
recently promised the introduction of 
a table model television set to retail 
“far below other models currently 
within the industry’s view” (EM, Dec. 
15, '47, p32), made no predictions or 
promises about a new low-cost table 
model radio set. It simply brought it 
out at a press luncheon in New York 
on January 5 and announced the price 
as $9.95. 

The set, a three-tube plus rectifier 
superhetrodyne in a plastic case, is 
claimed by the manufacturer to be the 
first radio to be produced at the ten 
dollar level since the war. Other 
prices in the company’s 14-set line 
will not be affected. 

Company president S. W. Gross 
said that the assembly line had been 
geared up to produce 3,000 of the new 
sets a day and that they would be in 
the hands of retailers by the end of 
January. He attributed the low cost 
to mass production, material saving 
processes, alert engineering, smart 
purchasing, streamlined distribution, 
careful employe training, and the low- 
ered costs of parts and components. 


Reasons for Reductions 


Dr. Henry Bund, director of the 
division of management methods for 
the Research Institute of America and 
a guest of Tele-tone at the luncheon 
for the press, said that the action of 
the company in bringing out a low 
price model was significant in that it 
represents the better alternative of two 
methods of reducing the nation’s infla- 
tionary trend and achieving readjust- 
ment of prices. The better method is 
voluntary, Dr. Bund said. The other 
is involuntary, the result of a reces- 
sion. He predicted that strong infla 
tionary pressures in the nation’s econ 
omy will continue at least for the next 
three or four months and that three 
new inflationary pressures will make 
themselves felt by the middle of the 
year. These are additional foreign de- 
mand, a demand for a third round of 
wage increases, and a tax reduction bill 
which will, if passed, put more spend- 


Nobody Laughed... 





ing money into the pockets of Amerj- 
can consumers. Counteracting these jn- 
flationary pressures he listed a de. 
crease in demand, a shrinking of back- 
log orders, the psychological rather 
than real nature of demand, over-estj- 
mation of inflationary forces, growing 
foreign competition, serious credit con- 
tractions, a decline in new orders, and 
restrictions by foreign nations on im- 
ports. 

Summing up, Dr. Bund said that he 
expects no recession in either 1948 or 
1949, but declared that by summer 
American economy will have to face 
the real test of deciding whether re- 
adjustment will be orderly and volun- 
tary or chaotic and involuntary. He 
named three actions that businessmen 
should take to soften the shock of re- 
adjustment, namely, be cautious about 
inventory commitments, increase total 
production through an increase in in- 
dividual productivity, and recognize 
that at present prices the American 
public will not be able to absorb all 
that industry can produce 


Chicago Transmits News 
By Infrared “Talking Lamp” 


Transmitting news by an invisible 
infra-red searchlight beam was tried 
out recently in Chicago. Larry Wol- 
ters, Chicago Tribune radio editor, 
turned in his story on this new means 
of communication from the headquar- 
ters of Westinghouse Electric Corp. 
high in the Civic Opera building, via 
a searchlight beam focused on the 
29th floor of Tribune tower, approxi- 
mately a mile away. 

Spoken into a _ microphone, the 
sounds caused this new type of lamp to 
dim and brighten thousands of times 
a second. The lamp emitted invisible 
rays which were beamed toward a sen- 
sitive receiver in the Tribune building 
where a photo-electric cell picked up 
the rays. Special amplification repro- 
duced these rays into spoken words 
which were taken down by a rewrite 
man and typed for publication 








WHEN LINVILLE SAT DOWN TO PLAY: The general sales manager of Bendix 
Home Appliances, Inc., knew exactly what he was doing when he gave a streamlined 
ironing demonstration to these girls from the company’s sales department. He did 
it to prove how easy it is. 


4916 EASTON AVE. e DEPT. EM2 e ST. LOUIS 13, MO. | 
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STROMBERG-CARLSON 


Announces Opening of Its New Million-Dollar 


|} ROCHESTER RADIO CITY 


























5 Ka, ee 4 








ip e e * . 
: New Major Program Origination Center to House WHAM, 
ls 
e @ 
te WHFM and Stromberg-Carlson Television Facilities 
With the opening on February 14th WHAM, acquired by Stromberg- 
iahligh P of Rochester Radio City, Stromberg- Carlson in 1927, is one of the key 
Highlights o Carlson will have at itscommand one _stations in the N.B.C. Network, op- 
Rochester Radio City of the nation’s most modern broad- _— erating with 50,000 watts, clear chan- 
Magciticens new Rochester casting facilities. nel. Since 1939, Com pany-owned 
Radio City building represents It is the consensus of opinion of Station WHFM has = of FM 
million-dollar expenditure. industry leaders that this new br. oP nt daily ms © 
Studio “A” Piac) we Stromberg-Carlson broadcasting cen- — ra ape ; ; 
people end is 9a peeve b ter will make Rochester a nationally- This close relationship between 
a claseer of Sve ore wow And important program origination point. Stromberg -Carlson’s ‘manufacturing 
‘ a : Rochester Radio City is one more and broadcasting activities has con- 
Full Gosting studios, with room- example of Stromberg-Carlson’s — pron oP to Stromberg- 
within-room construction, give as . . a arlson’s outstanding position in 
the best and most elaborate pro- leadership in the radio field. It is con radio through the years. 
tection against distortion of tinuing evidence of a Stromberg- ‘ , ja 
broadcasts from outside vibra- Carlson basic belief —that thorough The benefit of this relationship is 
tions. e working experience with all the reflected in public confidence in 
Special stand-by auxiliary power problems of broadcasting helps im- Stromberg-Carlson products and in 
plant, located in Rochester measurably in the development of the stable, enduring profits enjoyed 
Radio City, cuts in automatically fine radio and television receivers. by Stromberg-Carlson dealers. 
if regular power source should 
fail. ° THERE IS NOTHING FINER THAN A 
Each Stromberg-Carlson studio — ile _— 1 
utilizes the most modern equip- ( 
+ ment—representative of the most S ] R C) M B fF R G - a A R q sy C) \ 
advanced technical develop- - . 
ments. Stromberg-Carlson C y, Rochester 3, N. Y. 
—In Canada, Stromberg-Carison Co., Ltd., Toronto 
dix 
ned 
did 
1G ELECTRICAL MERCHANDISING—FEBRUARY 1948 PAGE 107 


























GIBSON DEALERS! 


WATCH FOR THESE GIBSON ADVERTISEMENTS 
SAT. EVE. POST, January 17th & March 13th ¢ LIBERTY, February 


LADIES’ HOME JOURNAL, March e GOOD HOUSEKEEPING, February 





| 
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Westinghouse Plans to 
Tie-In Laundries, Dealers 


Jointly cooperative and beneficial 
promotion by appliance dealers and 
commercial half-hour laundries will get 
a boost by Westinghouse Electric 
Corp. under the terms of a plan re- 
cently announced by I. F. Brownson, 
manager of the laundry equipment de- 
partment of the company’s appliance 
division. 

Coordination will give the dealer the 
advantage of daily mass demonstra- 
tions of a product he sells, namely, the 
Laundromat, and aid the laundry oper- 
ator through the additional advertis- 
ing, promotion and prestige the es- 
tablished dealer can give, Mr. Brown- 
son said. 

Dealers are urged to join in promot- 
ing the opening day of the laundry 
and keep laundry advertising promi- 
nent in their stores. The laundry op- 
erator, in turn, wil! display advertis- 
ing to identify the local dealer as a 
sales center for the Laundromat and 
other Westinghouse products. 

Before announcing the plan, Mr. 
Brownson said, a survey was made in 
10 widely separated Laundromat Half- 
Hour Laundries from New Jersey to 
California. Of the 1,461 customers in- 
terviewed, 98.5 percent said they were 
satisfied with the way the Laundromat 
washes their clothes, and 91.5 percent 
said if they were going to buy a washer 
it would be a Laundromat. 


Huggard, Cory Sales Head, 
Killed in Plane Crash 


Dillon Bronson Huggard, sales 
director of the Cory Corp. and sales 


ss 
Bie te , 





D. B. HUGGARD 


manager of the Fresh’nd Aire Co., 
Cory subsidiary, died in a crash of a 
DC-6 plane on Friday, October 24. 
Mr. Huggard had been with the com- 
pany for more than six years and had 
held the post of sales director since 
1943. He was appointed to his 
Fresh’nd-Aire post in 1946. 


McCarthy, Former Farnsworth 
Sales Manager, Dies at 47 


E. H. McCarthy, former manager of 
the Farnsworth sales division of Farns- 
worth Television & Radio Corp. who 
had been on leave of absence since last 
December because of illness, died No- 
vember 8 in Florida of a blood clot 
He was 47 years old. Mr. McCarthy 
joined Farnsworth in 1939 as eastern 
regional manager, becoming _ sales 
manager in 1944, 
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© The New Yorke: Magazine. Inc 


“but you ought to see the Rheem 


‘Design For Better Business’ 


On this page we can give you only the barest idea 
of it. 


But if you are interested in merchandising for 
profit, we have a tested promotion plan for you. 


Rheem‘ 


Water Heaters 
HOME COMFORT APPLIANCES sof Water Appliances 
11 plants in U. S. A.—Also Brisbane, Melbourne, Heating Appliances 
Sydney, Rio de Janeiro and Singapore. Cooling Appliances 
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Many sales aids free; others at cost. Better 
sign and send the coupon now. 


RHEEM MANUFACTURING COMPANY 
Dept. R-H15 


570 LEXINGTON AVE., NEW YORK 22, N.Y. 


The bare notion interests me. Send full details of the 
Rheem “Design For Better Business.” 


NAME 





( Please Print) 





CITY STATE 
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No, we don't make electrical heating appliances . . . just the durable 


CHROMEL heating element wire that first made such devices 


practical. CHROMEL . . . long-lasting, reliable, uniform in quality. 


Chances are you've sold lots of CHROMEL-equipped ranges, 


roasters, irons, toasters. . . . It's the good wire preferred for nearly 


forty years by manufacturers of good electrical heating appliances. 


HOSKINS 


4445 LAWTON AVE e 


bright, shiny nail... 


Take o bright, shiny nail . . . expose it to air .. . and it begins to 
rust. Oxidizes, that is . combines with the oxygen in air. Pass 
an electric current through the nail . . . heat it . . . and this 


common process of destruction is greatly accelerated. 
Now take a piece of bright, shiny CHROMEL wire. Expose it 


to air . charge it with electricity . . . heat it, cool it, heat it 


110 


MANUFACTURING 


DETROIT 


8, MICHIGAN 


again and again and, while its original shiny newness is 
destroyed, the wire does resist progressive destruction by 
oxidation. Why? Because the first thin loyer of rust that forms 
on CHROMEL doesn't flake off. Rather it clings to the metal and 


forms a fine, dense protective coating against further oxidation. 


That's the secret of CHROMEL'S durability . . . the reason why 


the development of CHROMEL more than 40 years ago first 


made the use of electric heat practical. 
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Ads Used to Fight 
Below-List Sales 


Indicative of the rising tide of cut. 
price merchandising and efforts to 
awake the consumer public to the risks 
of purchasing appliances at prices be- 
low list is the following advertisement 
of the Alabama Appliance Co., 1801 
First Ave., North, Birmingham, Ala, 
which was run December 26 in the 
Birmingham Age-Herald: 

“The Alabama Appliance Co... . 
is the authorized distributor of Thor 
Gladirons for the State of Alabama, 
and sells only to authorized dealers for 
resale to the general public. 

“The Thor Gladiron is a nationally 
advertised product selling for $99.50 
and the manufacturer authorizes its 
dealers to guarantee and service Thor 
Gladirons to the satisfaction of the 
customer. 

“Take notice that any Thor Glad- 
iron which is purchased from any party 
other than a dealer duly authorized by 
the state distributor, the Alabama Ap- 
pliance Co., will not be guaranteed or 
serviced by the manufacturer. 

“The state distributor has been in- 
formed that certain Thor Gladirons 
are being advertised or sold at less 
than the list price of $99.50. Thor Glad- 
irons which have been sold at less than 
the list price of $99.50 do not carry 
the manufacturer’s guarantee or the 
servicing of the product by the author- 
ized distributor and dealers. This ap- 
plies to Thor Gladirons which may 
have been or may be sold as damaged 
stock resulting from a fire loss or 
other hazard. 

“It is suggested in purchasing Thor 
Gladirons that you ascertain the Thor 
Gladiron is being bought from an au- 
thorized dealer in order that you might 
have advantage of the guarantee and 
service.” 


Former Silex Official 
Heads Markley Corp. 
J. M. Moore, former general sales 


manager of the Silex Co., has been 
elected president and a director of the 





J. M. MOORE 


Markley Corp., Plainville, Conn., it 
was announced recently by Harold F. 
Harwell, chairman of the board. Mr 
Moore, with Silex four years, devel- 
oped the Peoria Market Absorption 
Plan as a means of forecasting post- 
war electrical appliance sales. Prior to 
his work with Silex he was supervisor 
of sales for the Union Electric Co. and 
the St. Louis County Gas Co. In his 
new job he will direct all phases of the 
introduction of the Markley Register, 
a recording, meter-type counting de- 
vice applicable to any operation where 
time and count are factors. 
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CIRCUIT: Eleven tube plus rectifier 
superheterodyne, AM and FM re- 
ception; Short Wave Band 5.8 to 18 
megacycles. Operates on 105-125 
Volt 60 cycle alternating current. 
TUNING: Automatic push-button; 
separate sets of five push buttons 
each for AM and FM. 
CONTROLS: On lower section of 
instrument panel—Volume, Tone, 
Band Selector, Phonograph, On- 
and-Off Switch. 

DFAL: Etched glass, edge-lighted. 
AUDIO: Push-pull beam power 
output; 12-inch, permanent-mag- 
net speaker. 

ANTENNA: Separate, built-in for 
AM and FM. Terminals for use 


with outside dipole antenna on FM 
and Short Wave Bands. 


RECORD CHANGER: Automatic 
operation, for fourteen 10-inch or 
ten 12-inch records. Balanced tone 
arm for true record reproduction. 
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R-1253 Walnut 
R-1254 Mahogany 


A 
Masterpies® 


This radio was designed and executed for those who respond 
to fine furniture as they do to fine music . . . it was created 
by experts for experts. 

In this newest Delco there is no skimping of materials, no 
cutting of corners. An AM-FM-SHORT WAVE high-fidelity 
radio, with push-button tuning for both AM and FM, is 
combined with phono-reproducing equipment that is the 
product of famous audio laboratories. Period-designed cab- 
inets of solid, hand-rubbed walnut (or mahogany) with 
matching veneers. t 

You have to see and hear this great new Delco €ombina- 
tion to realize how fully it provides the best of all that’s 
new in radio. Ask your United Motors Service distributor 
for a demonstration. 


/SNITED. DELCO RADIO 


A GENERAL MOTORS PRODUCT 


Delco radios are distributed nationally by 
United Motors Service. See your United Mo- 
tors distributor about the Delco Radio line. 
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NICHROME™ 


HEATING ELEMENTS 


team with 


e brand 
ifies the 
zes_ strict 





oy 







adherence to stand 
quality of his products. — 
“Sunbeam”, for example mecns electrical 
appliances of outstanding merit—in which 
fundamental requirements care served by 
advanced engineering design and mechan- 
isms of high efficiency . . . appliances in 
which beauty and superb finish are expertly 
achieved. “Sunbeam”, in a word, inspires 
consumer confidence, pleasure and respect. 


jaintain the 


ety 


a 


‘e) 


”)  Dyrwer-Harrts 
COMPANY 


li 


HARRISON e 


BRANCHES: Chicago © Detroit * 


Cleveland * 





Add to the mechanical advantages and high 
styling of “Sunbeam” the fact that “heating 
elements are made of NICHROME”", and you 
enlist the services of a plus value with ex- 
ceptional appeal that makes your selling 
job easier. For NICHROME has been the 
very heart of good electrical appliances for 
35 years . . . the hallmark of quality, de- 
pendability and trouble-free performance 
the world over. 


You will profit by asking your manufacturing 
sources to use heating elements made of 
NICHROME, the high heat and corrosion- 


resistant alloy made only by— 





2) Od 
Ta 16. 8 » 


NEW JERSEY 


Los Angeles © San Francisco © Seattle 


The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 
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Utility Asks 
Dealer Aid 


“Power shortages and the possible 
curtailment of gas and electric service 
in the event of peak load emergencies 
this winter are matters of serious con- 
cern to everyone in the appliance in- 
dustry,” A. E. Holloway, vice-presj- 
dent in charge of sales, San Diego Gas 
& Electric Co., wrote in the December 
issue of “Dealer News,” publication of 
the Bureau of Radio & Electric Appli- 
ances. 

“T would like to ask you to cooperate 
| with us,” he said, “in the same splendid 
manner that you have in the past in 
other matters, in helping our mutual 
customers to understand how and why 
these shortages and outages may oc- 
cur. We feel that your aid can be a 
most important factor in our program 
to minimize their difficulties, since you 
are in close touch with many hundreds 
| of users of gas and electricity.” 


Read the Ads... 


He reported that frank newspaper 
statements by San Diego Gas and 
Electric Co. are appearing now, con- 
| cerning both the power and gas sup- 
| ply situation, and the overloaded con- 
dition of the electric distribution 
| system. It was his hope that che deal- 
| ers would familiarize themselves with 

the facts contained in these advertise- 
| ments, so that they may point out these 
| 





problems to their customers. 

“If you wish to have proofs or 
copies of these advertisements mailed 
to you for reference, or to post in your 
display windows during this period, 
please telephone me, and I will see that 
you receive them,” he added. 


. . . And You'll Understand 


He stressed the need of dealer aid 
in warning customers against careless 
use of high wattage appliances this 
winter. “They will readily appreciate 
how the addition of 16,000 new electric 
customers since V-J Day has over- 
burdened our lines, particularly in rural 
areas where we have built nearly 350 
miles of distribution lines and 45 miles 
of transmission lines. They will under- 
stand our problems in splitting work 
of 35 line crews between new and old 
customers,” said Mr. Holloway. 


The Bachelor and the Bendix 


OFFERS OF MARRIAGE poured in to 
John L. Montgomery (right), bachelor 
winner of a Bendix automatic washer in 
the company’s million dollar sales contest. 
Although Mr. Montgomery accepted the 
congratulations of Herbert Goodrich (left), 
Bendix sales manager for Western Mass. 
Distributors, he turned down all 37 offers, 
put his Bendix in storage. 
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Time subscription #3-75-ZR-1380-587 (and a host 
of new appliances) will follow Mr. and Mrs. 





Edward Forbes into this new home soon to be com- 
pleted for them at Gerry’s Landing, Cambridge, 
Mass. 


tee 

































Architect: Carl Koch 


THE THINGS YOU MAKE should be Displayed 
IN THE SHOW-ROOM HOMES 0 the Nation 


W"* you advertise your latest-model electric appliances and 
equipment in TIME you are reaching many people who own 
homes as outstanding as the one above—traditional or modern 


homes in which the best new appliances are very much at home. 


For the kind of people who subscribe to TIME are first to 
subscribe to new ideas for better living. They find in TIMe’s adver- 
tising pages the news of radios and refrigerators, washing machines 
and mixers—and with their more-than-double-the-average in- 


comes, they can afford to buy well, buy often, set the example for 





their neighbors. 


ELECTRICAL MERCHANDISING—FEBRUARY 1, 1948 


Many, many TIME homes look like model houses—and (like 
model houses) they are visited, admired, copied by multi-millions 


of other families. 


So start your sales in the TIME circuit, and you'll find them 


expanding throughout the nation. 


>< Time’s circulation is massed in high-income residential com- 
munities. For instance, recent studies in the New York, Chicago, and 
Philadelphia areas show that TIME subscribers concentrate in 
suburban high rental areas—are disproportionately few in low 
rental areas. (For the complete report write David Wallace, Re- 
search Director, TIME, 9 Rockefeller Plaza, New York City.) 


ADVERTISING OFFICES * 
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Smashing Advertisements 


REACHING MILLIONS OF ELECTRIFIED FARMS THROUGH 
FARM JOURNAL, CAPPER’S FARMER, THE PROGRESSIVE FARMER, SOUTHERNAGRICULTURIST 


mean Big Protits tor Yow. 


Every month powerful Gem Dandy 
Electric Churn advertisements appear 
in the national farm magazines which 
reach practically every electrified farm 
in the country. Over 3% million farms 
are now electrified and the number is 
constantly increasing. 

Surveys made by these leading farm 






























publications show that more than 50% 
of your electrified farm customers want 
to buy an electric butter churn (selling 
for about $20.00) right now. Gem 
Dandy is the only nationally adver- 
tised electric churn. . . the largest sell- 
ing electric churn in the world. 

You can make big profits in 1948 by 
stocking and displaying nationally ad- 
vertised Gem Dandy Electric Churns. 

They sell on sight and carry a big mar- 


ne gin of profit. 
sour house 
res the butter ACT NOW! 
ectric Cn 1. Study the prices listed below. 
rudgery - 
methods. Pays a 2. Order Gem Dandy Electric Churns 
et more _ and Gem Dandy Churn Jars from 
ess in accord your distributor today. 
nay Elec 
ee illion happy 3. Order free display material direct 
to its high ard from us today. 
cai) 
nee: long-life 
n 
ow-speed shalt ALABAMA MANUFACTURING COMPANY 
u 
yt Dept. A-35 





Birmingham 3, Ala. 


Deluxe Model Retail Price $19.95 
Recommended Dealer's Cost $12.49 
Standard Model Retail Price $16.95 
Recommended Dealer's Cost $11.02 


Gem Dandy Electric Churns may be 
used with owner’s crock or with Gem 
Dandy Duraglas Churn Jars, which 
are sold separately. List price: 3-gal. 
about $1.95, 5-gal. about $2.45. 


All prices slightly higher west of Rockies 
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regardless of change in batter con- 





y sistency; built-in attachment drive 

: eliminates adaptors, gives direct 

r drive from motor to juicer; “Roll- 

1 away draining,” allows beaters to be 
tilted to one side rather than lifted; 

recessed turntable for bowl enables 
easier cleaning; “magic-mix” arm 

s floats beater from side to center of 

5 bowl; front-end juicing eliminates 
spout and enables faster juicing; 
matched large and small glassware 

" bowls recessed turntable adjustable 
for other types of mixing bowls 

Electrical Merchandising, Feb. 1, 1948 

4 

AUTOMATIC Washer 

‘ Automatic Washer Co., 

l Newton, lowa 


: Device: Automatic “Press-Toe” con- 
ventional-type washer. 
Selling Features: New design washer 
ymsists of an 8-lb. round tub Duo- 
Disc agitator type washer enclosed in 
a rectangular white enamel steel cab- 
inet with stainless steel band trim at 
top and bottom; part of top is cov- 
ered with circular counter-sunk lid, 
when lid is removed and foot-pedal 


pressed the complete standard washer 





SS 


WOBAR Deep Fat Fryers 


Wobar Distributing Co., 
Box 220, Benld, Ill. 


y is elevated, automatically bringing 
wringer above cabinet with circular Vodel: No. 35 portable deep fat fryer 
tub edge meeting opening in cabinet Selling Features: 1-piece stainless steel 
top; counter-balanced springs actu- pot with spun glass insulation be- 
ated by touch on “press-toe” foot tween pot and outer steel shell; 
edal elevate washer: colored disc Calrod immersion type heater ther- 
m cabinet front turns washer agi- mostatically controlled; temperature 
tator on and off; full-view safety indicator with pilot light; heavy 
wringer designed for this model has wire mesh basket; stainless steel 
| no top enclosure, thus fabric remains handle; 110 volt ac.; 10 in. high, 
fully visible to operator and cannot 12 in. wide; white orcelain or 
wrap around rolls and catch; posi- brown crackle finish; holds 1 gal 
tive-type roll stop operated by either wt grease 
two push-or-pull chromeplated Electrical Mi andising, Feb. 1, 1948 
var releases: wringer reset is . + 


iorizontal “non-flying” lever; 4-coi 
spring type wringer, custom de- 
signed; locks in 5 positions by finger- 
tip control ; cabinet 36 in. high, 25 in 
deep, 30 in. wide; rolls on 4 casters ; 
pump control, drain hose and electric 
cable store away in recessed back of 
washer cabinet. 

Electrical Merchandising, Feb. 1, 1948 








MULLINAIDER Disposer 
Mullins Mfg. Corp., Warren, O. 
Device: Youngstown Kitchens Mullin- 

aider waste disposer. 

Selling Features: Motor-driven unit 
which “chews” kitchen garbage into 
finely pulverized particles easily 
flushed down drain; handles any 
kitchen waste except largest bones; 
self-cleaning — grinding mechanism 
reverses itself each time the motor is 

Selling Features: New style base turned on; contrifical action of dis- 
gives “streamlined silhouette,” under poser swirls pulverzied waste 
base 2 large U-shaped cushions of through drain, providing scouring 
rubber provide stability and quiet action which keeps pipes clean and 
operation ; “Power-Guide-mixing” eliminates odor ; fits easily into 
provides “10-recipe-tested” speeds for Youngstown’s Kitchenaider_ under- 
mixing, whipping, beating, juicing, sink compartment; can be_installed 
by turn of dial; governor-controlled in single or double bowl sinks. 
motor assures steady beater speed Electrical Merchandisina, Feb. 1, 1948. 





DORMEYER Mixer 


Dormeyer Corp., 4300 N. Kilpatrick Ave., 
Chicago, 41, Ill. 
Device: Dormeyer “Power-Chef” de- 
luxe mixer, No. 4000. 
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LOCKERATOR Freezer 


Stoddard Mfg. Co., 617-4th St., S. W. 
Mason City, lowa 


Device: Lockerator table top kitchen 


freezer No. 4-D. 


Selling Features: 35 in. high, allows a 


l-in. linoleum table top to be ex- 
tended over top if desired; fan 
cooled condensing unit allows cabinet 
to be built-in and requires no rear 
ventilation; 4 cu. ft. capacity; 1 
adjustable shelf; 2 quick-release ice 
cube trays: adjustable thermostat 
and switch; } h.p. sealed refrigerat- 
ing unit; front opening door; white 
Chaime hiish 


ctrical Merchandising, Feb. 1, 1948 
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WESTINGHOUSE Dryer 


Westinghouse Electric Corp., Appliance 
Div., Mansfield, O. 


Device: Westinghouse automatic 


clothe: dryer. 


Selling Features: \WVill hande a full 


load of wet clothes and tumble them 
damp dry or completely drv by set- 
ting only one dial; housed in white 
Governor Winthrop type desk cabi- 
net identical in size and shape to 
Laundromat automatic washer; fea- 
tures inclined loading chute at proper 
height for easy loading, with drop 
shelf door; plastic dial adjustable 
from dry to any degree of ironing 
dampness, when dryer reaches point 
selected it automatically shuts heat 
off but continues tumbling action un- 
til clothes are cooled; screen type 
lint tray located at top. right rear 
corner of cabinet, easily removable 
for cleaning; service panel across 
width of dryer also removable ; oper- 
ates on 3-wide system, 230-volts, 
a.c.; dryer can be vented directly to 
outside; drying time ranges from 35 
to 60 min. depending upon type of 
clothes and degree of dryness re- 
quired; perforated inside drum fin- 
ished in a heat resisting white. 


Electrical Merchandising, Feb. 1, 1948 


LOCKERATOR Refrigerator 


Stoddard Mfg. Co., 617-4th St., S. W. 
Mason City, lowa 


Device: Lockerator table top apart- 


ment refrigerator, No. 5-D. 


Selling Features: Companion model to 


Lockerator 4-D freezer; 35 in. high, 
allows 1-in. linoleum table top to be 
extended over refrigerator if de- 
sired; fan-cooled unit 4 h.p. sealed 
unit allows built-in feature, no rear 
ventilation required; may also be 
used without special kitchen top; 
5 cu. ft. capacity; automatic interior 
light; standard ice cube tray and 1 
quick-release tray; glass defrosting 
dish; adjustable thermostat and 
switch; white baked enamel finish. 


Electrical Merchandising, Feb. 1, 1948. 
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WHIRLPOOL Whirlette 


Nineteen Hundred Corp., 
St. Joseph, Mich. 


Device: Whirlpool Whirlette portable 


washing machine. 


Selling Features: 6-gal. tub takes 3-lb. 


load; 6-vane agitator washes full 
size sheet and 2 pillow cases in single 
load; 19-in. overall height with 
wringer demounted and stored in 
tub; 154 in. diam.; small size permits 
storage in sink cabinet, on closet 
shelf etc. ; power pump drains washer 
into sink eliminating need for lifting 
unit and makes convenient for rins- 
ing; metal screen on drain protects 
pump from clogging ; 1/12 h.p. motor 
mounted on rubber; 1-piece splash- 
proof cover; baked on white enamel 
finish outside, anodized on inside; 
precision-cut steel gears permanently 
lubricated and sealed in die-cast gear 
cast; direct drive gears 

Detachable, hand-operated wringer 
has soft-rubber, 132 in. rolls that 
operate at fixed pressure; easily at- 
tached to or removed from machine; 
wringer crank can be taken off to 
permit storage of wringer in washer 
tub. 


Electrical Merchandising, Feb. 1, 1948. 










































































Everybody in the family 

Loves that 
KitchenAid ! 
ay 


‘4 #0M LOVES IT moST 







The Finest 
Mixers Made 











dy for brewing beiore 


KitchenAid 
“Tha Finat Food Prapanr for the Hom, 


KitchenAid Division —The Hebert Menefacturing Compeny. Trey, Ohio 


See the Kineboatid bond Preparer: () model’) and hiichen And Ele doe Moll at 
your fever 


KitchenAid 


Mewvtoctered by Naber! the wertd: largest memdectures of commerc-ei eed mertens 








KITCHENAID DIV 








M+ THE HOBART MANUFACTURING CO + TROY, OMG 








Get Your Share 
of the 10 Million 


Take advantage of the biggest advertising program in 
KitchenAid history. This year, each big half-page ad in color 
reaches 10 million prospects in four top-notch magazines— 
Ladies’ Home Journal, Better Homes and Gardens, Bride’s 
Magazine and Country Gentleman. 


This big promotion tells the KitchenAid story from start 
to finish. It shows how KitchenAid mixers excel in every 
way—in power ... in labor-saving attachments... in the 
unique, costlier Planetary Action . in performance. It 
shows how KitchenAid Coffee Mills deliver the finest coffee 
ever—freshly-ground at the flip of a switch. 

Tie in with KitchenAid’s biggest year. Display KitchenAid 
Products — demonstrate KitchenAid— and you'll get your 
share of the household food machine business by delivering 
the finest. Ask your distributor about the full KitchenAid line. 





HOBART 


ProoucT 


KitchenAid 


THE FINEST FOOD PREPARER FOR THE HOME 


Manufactured by Hobart, the world's largest manufacturer of commercial food machines 


KitchenAid Division, The Hobart Manufacturing Company, Troy, Ohio 
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EUREKA Cleaner 


Eureka Williams Corp., Bloomington, Ill. 


Device: Eureka “De Luxe” upright 


cleaner. 


Selling Features: Quiet; featherlight; 


vibration-free; powerful air-cooled 
motor, high-suction fan, built in 
compact unit; no radio interference; 
streamlined body, low-slung, less 
than 6-in. high ; 3-position automatic 
handle adjusts instantly; “Distur- 
bator” double-action brush gets sur- 
face dirt and  deeply-imbedded 
grime; 2-position nozzle adjustor 
sets nozzle at proper height to com- 
pensate for texture wear; “pocket 
closure” dust bag permits quick 
emptying without stirring up dust; 
wide-are recessed floodlight sweeps 
broad swath of light into every cor- 
ner; can be equipped with special 
adapter for above-the-floor cleaning 
tools. 
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INTERNATIONAL 
HARVESTER Refrigerators 


International Harvester Co., 
180 N. Michigan Ave., Chicago, 1, Ill. 


Models: 3-8 cu. ft. refrigerators, stand- 


ard, deluxe and super-deluxe. 


Selling Features: Basic features con- 


tained in all models are “Easy-Do” 
temperature control; “Tight-Wad” 
hermetically sealed unit with 5-year 
warranty; automatic interior light; 
spun glass insulation; all steel con- 
struction; white Dulux enamel ex- 
terior; porcelain interior with 
rounded corners; built-in leveller for 
uneven floors. 

Standard model has additional fea- 
tures—“Stowaway” frozen food con- 
tainer which holds 35 Ibs. frozen 
food with 3 ice trays; 3 shelves for 
dairy products, fruit, canned goods, 
etc.; gentle-action, _ self-closing 
“Magnalatch”; “TattleTale” defrost 
indicator. 

Deluxe model has above features 
plus crisper that holds 13 qt. fresh 
vegetables and fruits; “Foldaway” 
shelf for butter and leftovers; re- 
movable shelf in Stowaway; “Pan- 
try-Bin” for unrefrigerated storage 
holds more than 14 bu.; Frigidrawer 
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provides temperature and humidity 
for storage of 134 ib. meat ; improved 
ice trays with tilt-out cube dividers 
and lever to break out cubes; easy- 
to-clean removable steel shelves and 
soil resistant black base recessed. 

Super Deluxe model has all above 
features plus 16.3 sq. ft. shelf area; 
2 crispers hold 3 pecks fruit and 
vegetables; adjustable shelf; Tele- 
Temp thermometer; stainless steel 
shelves; chromium plated handle on 
Pantry-Bin; streamlined extension 
of door handle. 


Electrical Merchandising, Feb. 1, 1948, 





ABC-O-MATIC Washer 


Altorfer Bros Co., Peoria, Ill. 


Device: New ABC-O-Matic washer. 
Selling Features: New principle of 


“Centric Agitation” enables washer 
to handle 10 to 12 lbs. load in ap- 
proximately 4 time of other domestic 
washers; “Scum-Free” Rinse gives 
clothes shower-bath of fresh, clear, 
running water, then a flowing rinse; 
other features include automatic time 
control to stop washer at proper 
time; garments may be added, re- 
moved, examined any time during 
washing operation; 36 in. high; 
eliminates need for set tubs and all 
hand rinsing; saves soap; requires 
no more water—hot or cold—than 
conventional washers; requires no 
permanent installation; portable; 
no solenoid valves or thermostats ; 
occupies 23x30 in. floor space. 


Electrical Merchandising, Feb. 1, 1948. 





UNIVERSAL Mixer 


Landers, Frary & Clark, 
New Britain, Conn. 


Device: Universal food mixer. 
Selling Features: White enamel finish, 


black trim ; extra large stainless steel 
beaters snap in and out of place 
easily; 2 easy-to-clean glass bowls 
in 1 and 3 qt. capacity; a juicer, 
beverage mixer and strainer attach- 
ment; light detachable air-cooled 
motor, evenly balanced for portable 
use; direct drive; rubber feet; radio 
interference eliminator; operates on 
ac, or d.c. 


Electrical Merchandising, Feb. 1, 1948. 
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onion 


GIVES YOU 





Superflame 


* SELL YOUR NEW RANGES 
* MODERNIZE OLD RANGES 


Write — Phone — Wire 
For Complete Information 


FREE! 


A Multi-Feature Display 
With First Floor Model 


UEEN STOVE WORKS, INC. 


Albert Lea, Minnesota 


Manufacturers of the famous SUPERFLAME line of Oil Heaters , Kitchen Heaters, Floor Furnaces , Water Heaters, Range Burners. 
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no refrigerator or freezer 
is up-to-date until 
it is equipped with... 


Gli , 


the 
ORIGINAL 
all-plastic 
ice cube 
tray 


‘Just a twist and out they pop” 


The public is demanding it everywhere! 
ROTO-TRAY is the most serviceable, indestructible, 
handiest ice cube tray ever developed! 
More and more people are refusing 
imitations or substitutes. 
For ROTO-TRAY eliminates messy 
running water — shrunken cubes — wet hands. 
Instantly ejects one or as many cubes as wanted — 


full size and dry — by a simple twist of the wrist. 
Inexpensive — Sanitary — Convenient — PROFITABLE! 
Sold by Dealers from Coast to Coast 
Insist on the ORIGINAL patented* ROTO-TRAY 
2 STANDARD SIZES: 


16 cube ROTO-TRAY 
11” x 4%” x 114” 


$1.69 


*U.S. Patent No. 2,433,210 


2,433,211 
12 cube JUNIOR D-137,122 
9” x 3%” x 14” $1.49 (Copyright, 1948, RMC) 
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HOT ROC Water Heaters 


Ford Steel Products Corp., 45 Division St., 
Tarrytown, N. Y 


Device: Hot Roc automatic 
heaters No. SLD 40 and 66. 

Selling Features: 40- and 66-gal. ca- 
pacities respectively ; 4 in. rocklining 
on inside of steel tank shell prevents 
rust and corrosion; copper, bronze 
or rock coated fittings; Wilcolator 
immersion type thermostats; Chro- 
malox immersion elements 1250 and 
750 in 40-gal. model; 2000 and 1250 
in 66-gal. model; 3 in. Fiberglas in- 
sulation; white exterior finish, 594 
in. high, both models 

Electrical Merchandising, Feb. 1 
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WAYNE Water Systems 


Wayne Home Equipment Co., Inc., 
Ft. Wayne, Ind. 


Vodels: “G” series turbine shallow 
well; and JPH series jet deep well 
water systems. 

Selling Features: “G” series turbine 
shallow well water systems with ro- 
tary mechanical instead of conven 
tional stuffing box; pump and motor 
unit mounts on base electrically 
welded to 42-gal. tank; capacities to 
1050 gph. at shallow well lifts to 
28 ft. 


a 





1 


J PH jet deep well series in package 
units with 42-gal. tank and centrif- 
ugal jet pump and motor assembly 
on base attached to tank; redesigned 
to occupy less space; handles 1- and 

2-pipe deep well installations in 2, 
24, 3 and 4-in. wells to a water level 
of 90 ft. 

Electrical Merchandising, Feb. 1, 1948. 
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Device: 


Selling Features: 
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NEW MOG 


G-E Refrigerator 


General Electric Co., 
Appliance & Merchandise Dept, 
Bridgeport, 2, Conn. 


NB-10 10-cu. ft. refrigerator 
designed primarily for farm use 
Occupies same space 
as usual 8 cu. ft. model but provides 
10.3 cu. ft. storage snace; large in- 
terior volume plus flexible arrange- 
ment of shelves makes it convenient 
for farmer to store a cream can, egg 
baskets, crocks and other large items 
as well as usual food supply; stain- 
less steel freezing compartment 
equipment with 4 ice trays, holding 
32 lbs. frozen food; 2 6-in. deep 
drawers for meat storage and fruits 
and vegetables. 
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Models: 30- 


Selling Features: 


Ek 
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WESTINGHOUSE 
Water Heaters 


Westinghouse Electric Corp., Appliance 
Div., Mansfield, O. 


and 40-gal. table-top 
models ; 10- and 30-gal. Leader mod- 
els; and 30-, 40-, 52-, 66- and 80-gal. 
sizes in standard and Leader lines. 
Booster Button on 
deluxe models increases hot water 
output to meet heavy demands by 
raising water tempe rature from 150 
to 170 degs., giving 20% more water 
at 150 degs. and much more usable 
hot water of lower temperatures; 
Magnesium Tank-Guard protects 
tank against rust and corrosion; Tri- 
Snap thermostats completely sealed 
against dirt and dust, built to with- 
stand abnormal power surges and to 
provide accurate, positive tempera- 
ture control; Safe-Temp, to be used 
in place of temperature relief valve 
is available as an accessory on all 
heaters in line—this device cuts off 
all current to heater if water tem- 
perature in tank exceeds safe limits; 
streamlined design with new front 
cover panel; circular steel base for 
Deluxe models and redesigned legs 
on Standard and Leader models 


ctrical Merchandising, Feb. 1, 1948 
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| © 2 1 of your women customers read the Journal—see the 
advertising of electrical appliances you sell to them in... Ladies’ Home Ly Z 


BOUGHT BY NEARLY A MILLION MORE WOMEN THAN ANY OTHER MAGAZINE!’ 





*Monthly or weekly, with audited circulation. 
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HERE'S THE NEW 





you’ve 
been 
looking 
_ oe 


Marsalis 





AMERICAN METAL 


PAGE 


A compact, light-weight air circulator, right 
for every home cooling need — at a price 
everyone can afford! That's the Marsalis 
“Chubby”, featuring advanced engineering 
and design your customers will approve! 





CHUBBY 


Check these sales-making features: 
Exclusive Marsalis adjustable diffu- 
sion louvers (they do not rotate), to 
place cool moving air where you want 
it! Smart baked-on velvet finish. 
Variable volume control. And 
“Chubby” tilts! Angle position delivers powerful cir- 
culation in hard-to-reach corners! Powerful 16’ 
“electronically balanced’”’ unit. Manufactured by 
American Metal Products Company, world’s oldest, 
largest manufacturer of home-size air-cooling units 
exclusively . . with 32 years’ experience in design, 
manufacture and installation of Air-treating and 
Air-handling equipment. 


Write tal Right wow! 


PRODUCTS CO. 


SYLVANIA STATION 


TEXAS 


P.O. BOX 7037 « 


FORT WORTH, 
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SERVA-MATIC Waffle Iron 


Serva-Matic Corp., 560 W. Fulton St., 
Chicago, 6, Ill. 


Device: Serva-Matic automatic waffle 
iron No. AW-48. 

Selling Features: Newly developed 
element provides faster, more uni- 
form heating of grid 47.2 sq. in. sur- 
face; top-operated thermostatic con- 
trol automatically regulates desired 
baking conditions; lamp indicates 
when waffle iron is ready for batter 
and when waffle is baked; thermo- 
static control has off-position and is 
continuous from light to dark; pol- 
ished chromed finish; black Bakelite 
trim, 
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LE JOHN Hair Dryer 
LeJohn Mfg. Co., Huntington, W. Va. 
Device: LeJohn lightweight hair dryer. 


Selling Features: 2-way switch and 
Nichrome element produces cool or 
warm air; can be used for drying 
nail polish, lingerie or for defrosting 
and thawing frozen foods; heat- 
proof plastic case; compact motor 


vibrationless and silent; easy-to-use 
, 


Stand 
Electrical Merchandising, Feb. 1, 1948. 
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PEELMASTER Potato Peeler 


Service Appliance Corp., 30 Gregory Ave., 
Passaic, N. J. 

Device: Peelmaster portable potato 
peeler. 

Selling Features: Peels 16 lbs. pota- 
toes in a minute or two; aluminum 
and stainless steel interior; 3? h.p. 
60 cycle, single phase a.c. motor; 
Duluxe enamel exterior—no leak de- 


FEBRUARY 1, 


sign; no doors—table height, no 
lifting, reaching, operator sits down; 
removable carborundum covered fast 
peeling discs peel potatoes in little 
over a minute; potatoes are inserted 
through opening in top cover; hose 
connected to cold water outlet per- 
mits water to run slowly over pota- 
toes as they are being peeled; small 
size potatoes which cost less can be 
used; 16 in. diam. ; 294 in. high with 
cover; oversize drain—peelings do 
not clog machine. 

Electrical Merchandising, Feb. 1, 1948. 





TEMPRITE Water Cooler 


Temprite Products Corp., 47 Piquette 
Ave,. Detroit, 2, Mich. 


Device: Self-contained 10-gal. drink- 
ing water cooler. 

Selling Features: All stainless steel 
top and drain assembly; automatic 
water-flow regulator; anti-splash 
guard; bubbler designed to give 
maximum sanitary protection; wa- 
ter flow automatically regulated to 
provide stream of drinking water 
without fluctuation; water directed 
to bottom of cooler, leaves through 
top, eliminating the possibility of 
trapped air in system; storage tank 
designed to prevent cooler damage 
in event of freeze-up; available on 
hermetic or open type condensing 
units; glass filler attachment avail- 
able as optional equipment. 
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BRADFORD Water Heaters 


Pennsylvania Range Boiler Co., 24th & 
Ellworth St., Philadelphia, 46, Pa. 


Device: 30-, 52- and 82-gal. automatic 
storage type water heaters. 

Selling Features: Single and double 
unit models; 3-in. Fibreglas insula- 
tion; heavy galvanized tanks; 2- 
toned baked enamel finish, white 
with black trim; snap action, adjust- 
able thermostats; immersion style 
heating units; deluxe model com- 
plete with brass fittings, Magnedur 
anodic tank protection and 10-year 
guarantee; standard models, 5-year 
tank service guarantee. 

Electrical Merchandising, Feb. 1, 1948 
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ms It was wonderful meeting old friends, making new friends during the January markets and house- 
tae wares show. Friends and more friends—and with good reason. 
all Here is a full line of small appliances ... styled for beauty... matched in design for multiple 
te sales... produced for volume with 56 years of experience in back of quality manufacturing know- 
do how... and merchandised for volume profits to you! 
In '48, a program of national advertising is moving 
48. Famed for Performance and Value! pate appliances even further into the volume 
profit field. 
No. 54886 Instant Heat Hot Plates . . . White it’ fit-full {i ith its ffici 
Cross Coffee Vecs \ (/ ts a profit-full line—with its ost turnover, efficient 
A size, a style for every need. \ : Lup long-lived products and a merchandising policy geared 
Instant Heat Hot Plates with to bring you Profits Plus. 
three-heat reciprocating 
switches... 750 watt elements 
.one or two burners... Hi- 
No. 303 Low controls... beautiful satin 
chrome finish. j 
! ! 
Wide or narrow neck famous White Cross Coffee Vacs... in Patented! Exclusive! 
four to 12 cup sizes... for gas or electric. Exclusive filtering AIRDOME Smokeless Broiler 'n Cooker 
process that eliminates sediment, assures rich flavorful coffee. . 
Broils, fries, toasts —and it's smokeless! Here's 
electrical cooking at its simplest, best and 
most economical. Handles 50 to 60 per cent 
of cooking in 20 to 30 per cent less time. 
Practically a kitchen in itself. 
Steady Sellers! No. 2000 
1k- z 
White Cross Waffle Bakers 
os (Top) The “Automatic,” handsomely designed. 
sh Large size cast aluminum no-stick grids, tem- 
™ perature and color control with jewel signal 
rae light. (Lower) The “Twin” bakes two waffles 
to at once! Cast aluminum grids with individual 
ter heat indicators. .. . Both models are polished . 
ted chrome in Matched Design. Traffic Makers ! 
gh 
of White Cross Automatic Irons . . . New 1000 
nk watt Lightweight or Standardweight Irons. Fabric 
ge indicator includes nylon. Special thermostat to No. 351A 
on control heat on heavy or light materials. 
ing 
iil- 
Popular “Combination” ! 
48 P bination White Cross Heating Pads . . . Removable 
‘ Hl k suede cloth cover, assorted colors, wet-proof 
Sandwich Toaster and Waffle Baker construction. Double thermostat element, 3-heat 
Beautiful Matched Design pattern switch, extra long cord. Display packaged. 
with extra large (10'2” x 5%") 
—, interchangeable sandwich and 
No. 628X - waffle grids. Expanding hinges No. 574 
permit double decker sandwiches to toast quickly. Opens out e- 
with a special support for full grid frying. Polished chrome finish. 
Send for Catalog RB18 and Price List today! 
AMERICA’S FASTEST GROWING LINE OF ELECTRICAL APPLIANCES 
's 
tic 
ble 
la- 
2- 
ite 
ist- , . . . al . y ‘’ . ¢ . . 
yle Manufactured by National Stamping and Electric Works, Inc., Chicago 24, Illinois 
ym- : , a 
jur Subsidiary of EUREKA WILLIAMS CORPORATION, Bloomington, Illinois 
ear 
eat 
148 
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ON DISPLAY... 


they Play a 
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No. 86-3 
LUSTROUS IV 
ORY PLASTIC 
HOUSING. 1'5 
INCH BRASS 
TUBES 
$10.95 

TRANSFORMER 
INCLUDED 


No. 86 
SAME AS 86-3 
witTH Two 


TRANSFORMER 
INCLUDED 


| Vv 


























better 


Profit tune 


Popular price appeal for 
much wanted two-tone 
chimes — that’s the Liberty 
line. Why buck resistance 
to high prices when you can 
display and sell the beauti- 
fully styled and quality 
toned Liberty chimes? Lib- 
ertys are craftbuilt for 
trouble-free service and 
profitably priced for mass 
market selling. 


aow NATIONAL 
ADVERTISING BOOSTS 


LIBERTY CHIME DEMAND 


Millions of 
forceful 
Liberty sales ° 
messages 
through pages 
of House & 
Garden, House 
Beautiful and Small Homes 
Guide magazines will further 
the demand for Liberty 
Chimes. So, tie-in by dis- 
playing Liberty and ring-up 
more profits. 


No. 46 
nee 44, DON’T FORGET YOUR 

ER. 1 INCH SIGNAL SERVICE 

S7.95 PROFITS, TOO! 
a Feature the Liberty Line of 
Buzzers, Bells, Gongs and 
Transformers, too. For 
homes, offices, factories 
No. 3€ and schools Liberty makes 
: BRASS DECO the signal device with the 
O'eA | RATIONS ON right “voice” for every need 
va Fimish eea, and underwrites approved 
i. ~ VALUE transformers to actuate 
$3.50 these units. Write for full 


Alley NALUE LINE 


details. 


Line up with Liberty— 


products profitably price 
yet produced for 
mass market » 
sales appeal 

Why not get all ‘ 
the details now VY & 
—write today. 


SINCE 1924 





CLIP AND MAIL 
THIS COUPON 


Now! 











d 


Liber iell 


MANUFACTURING CO 
MINERVA, OHIO 


LIBERTY BELL MFG. CO., 

Minerva, Ohio 

Gentlemen: 

Please send me full information about the 
profit opportunity for dealers on Liberty 

















S/ 





‘ Chimes. 

| Company Name 

| Address 

} City Zone State 

| Your Name 

1 _ _ _ Your holes 
PAGE 122 


ELECT 






NEW 


LOCKERATOR Farm Freezer 
Stoddard Mfg. Co., 617-4th St., S. W. 
Mason City, lowa 
Model: Lockerator 13.5-D farm and 

home freezer. 

Yelling Features: Upright, divided into 
4 separate compartments including 
one for quick freezing or storage; 
separate inner doors; 5 freezing 
plates give large freezing area; de- 
frosting required only once a year; 
500 to 600 Ibs. food capacity; storage 
temperature—2 to 5 degs. below 
zero; quick freezing temperature ad 
justable from 15 to 20 below zero: 
13.5 cu. ft. capacity; 314 in. wide 
33% in. deep, 684 in. high; 2 h.p 
hermetic fan cooled refrigeration 
unit; 4 h.p. unit available special for 
extra-heavy duty service. 


Electrical Merchandising, Feb. 1, 1948 





RHEEM Water Heater 
Rheem Mfg. Co., 

570 Lexington Ave., New York City 
Device: Series 60-T table top storage 
water heater. 
Selling Features: 

homes or 


For small modern 

apartments; completely 
automatic; 30-gal. capacity ; thermo 
static safety devices; completely en 
cased in rectangular steel jacket; 
white baked enamel finish; recessed 
at bottom to fit over baseboard and 
snugly against wall; Nichrome im- 
bedded in magnesium oxide element 
sealed in seamless copper tube; 
Fiberglas insulation; fingertip con 
trol dials on heats of thermostats 
assure accurate water temperatur< 
regulation; instant power shut-off at 
set temperature insures safety and 
economy; 36 in. high; flat top may 
be used as additional table space. 

Electrical Merchandising, Feb. 1, 1948. 
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X-PELZIT 

Thomson & Bishop, Takoma Park, Md. 
Device: X-Pelzit air expeller 
window mounting to remove 
air, fumes and kitchen odors. 
Selling Features: Expels fumes at 
rate of 600 cfm; 10-in. smooth 
aluminum surface blades driven at 


for 
stale 


FEBRUARY 1, 


PRODUCTS 


1500 rpm by a 110-volt, 60 cycle a. 
shaded pole induction motor; motor 
and blades mounted on an aluminun 
frame with aluminum sliding side 
panels adjustable to permit mount- 
ing in windows from 22 to 33 in 
wide ; ivory baked on enamel finish; 
safety guard of heavy wire at back 
of motor at blade opening; can be 
mounted to top window frame or 
under bottom sash. 


Electrical Merchandising, Feb. 1, 1948 








Refrigerated Bar 
Northwych House, 18 E. 33rd St., New 
York 16, N. Y. sole distributors, manufac- 
tured for them by Tri-Boro Enterprises, 
Inc., Corona, N. Y. 


Device: “Genial Host” refrigerated 
bar 
Selling Features: Streamlined bar 


with shelves for bric-a-brac, books 
also a liquor cabinet which holds 2 
cases of liquor; concave door holds 
highball glasses and bar accessories 
44 cu.ft. refrigerated space; herme- 
tically sealed unit; temperature 
regulator; holds over 100 ice cubes, 
individually released; frozen food 
storage compartment; chrome hard 
ware; nickel plated shelves; polished 
aluminum trim: stainless steel in 
terior; heat resistant-stainproof to; 
and sides; plugs into a.c. outlet; 
laminated tops in black, red or ivory; 
washable leatherette exterior wash 
able in ivory, red or brown: 44 ir 
high, 43 in. wide; 23 in. deep 

lectrical Merchandising, Feb. 1, 1948 
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CPI Thermostat 
Control Products, Inc., 306 Sussex St., 
Harrison, N. J. 

Device: Pin-up room thermostat to! 

portable electric heaters. 

Selling Features: Designed to pr 
vide accurate room temperature co! 
trol for owners of small portab 
electric heaters; no wiring chang« 
necessary, just plug into outlet 
plug in heater, hang thermostat on 
wall and adjust to desired heat 
will control room temperature t 
plus or minus 1 deg.; the case is the 
thermal actuating element, no_ bi 
metal or delicate snap acting parts; 
contacts enclosed 7 in. high, 14 in. 
wide, 12 in. deep; bronze or ivory. 


E ectrical Merchandising, Feb. 1, 1948 
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i Better tomes 
ig | Gontonen 


- SUCCESSFUL FARMING national renga 


build sales and good will for you! 


In 1948 all these great national magazines will tell the story 
of Arvin Electric Appliances — top quality at low prices! 





A RVI N_ the nationally 


advertised iron with all these 
wanted features at this low price ¢ 


Arvin Irons are fast sellers because Arvin gives women the 
features they want at a price they are willing to pay. Most 
Irons with Arvin’s wanted features are selling today from 
$2 to $8 more! And Arvin gives a full profit to you! 





vy less weight, less effort, the 


¢ faster heating, faster step- 
even heat does the work 


down, saves ironing time 





plain-view automatic heat 


| se 4 ” 
eer re” han control for all fabrics 






Electric Heaters 


For 15 years the most quality 
at the lowest price 
FAN-FORCED and RADIANT TYPES 


This is the heater line that out- 
sells all others! Three fan- 
forced models from $9.80 to 
$13.30. One radiant model at 
$9.95. All are proved products 
of the world’s largest manufac- 
turer of portable electric 
heaters. Fast-moving, depend- 
able, they build profits and 
good will! $9.80 to $13.30 


U8) lis 






America’s No. 1 value 
in cooking convenience 
GRILLS + FRIES * BAKES * TOASTS 


4 


Amazing capacity: 16 hamburgers, 
8 pancakes, 4 full-size toasted sand- 
wiches, or 4 generous waffles. Converts in seconds from grill 
to fully automatic waffle baker. Dependably built! Beautifully 
finished. Let this fast-moving gift item make profits for you! 


a“ 


S @ "5 { { TT ad 
| ae | } : 
0S ww ——— 


NOBLITT-SPARKS INDUSTRIES, Inc. 


COLUMBUS, INDIANA 
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CUSTOM-BUILT 


b' PHILCO 


... bringing you a great new 
plus-profit opportunity for 1948 


For the great Ford-Mercury market Philco presents this sensational 
auto radio scoop. Yes, at last, a custom-built auto radio that’s really 
worthy of today’s Ford and Mercury cars. An auto radio that’s as up-to- 
the-minute in styling, quality and performance as the cars themselves 

that gives you the added selling power of America’s first choice auto 
radio brand name—Philco. Get posted now on this great new custom- 
built Philco Model CR-9, for 1942, 1946 and 1947 Ford and Mercury cars, 


and the profit opportunity it offers. Mail coupon below for full information. 


ee ee ar ee ee ee ee ee 
i PHILCO CORPORATION l 
1 Philadelphia 34, Pa. 1 
| Please send me complete information about the new Ford-Mercury Auto Radio, Model CR-9, ! 
- custom-built by Philco. ; 
i NAME ” - - ——— | 
] ADDRESS ™ i I 
) CITY ZONE ______ STATE ili , 
a LLIN INN 
124 FEBRUARY 






FAR AHEAD IN FEATURES, 
TONE AND PERFORMANCE 


What Ford-Mercury owners are asking for 
in an auto radio—the Philco CR-9 de- 
livers! Deluxe appearance; velvety smooth 
tuning, extra power and sensitivity! Yes, 
the greatest array of new auto radio 
features ever offered! In eye-appeal, ear- 
appeal, sales-appeal —it’s a sure-fire hit! 


® Compact chassis in metal case is shock-cush- 
ioned; control head is integral part of set. 


® Separate 6’’x9"’ Oval Electro-Dynamic Speak- 
er concealed behind instrument panel grille. 


® New war-developed miniature tube circuit. 
Extremely powerful and sensitive. 


© 6 Push Buttons for Automatic Tuning of 5 sta- 
tions and Manual Tuning. 


® Setting of push buttons is easily changed by 
owner or service man by turning adjust- 
ment screws under the push button caps. 


1 
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Device 


ADMIRAL Television System 


Admiral Corp., 3800 Cortland St., 
Chicago, Ill. 


Device: Admiral 3-way “Television 


Optional” home television system 
offering matched television consoles, 
radio-phono combinations and record 
cabinets which may be bought sepa- 
rately and matched at any time. 


elling Features: Television console 


section—a complete full-size unit 

has a full 10-in. screen; 28-tube cir- 
cuit; portable so it can be moved to 
most suitable spot for viewing; ra- 
dio-phono section includes FM; 
radio-phono and television receiver 
may be used together, separately, or 
even in separate rooms; units styled 
to fit sectional trend in furniture; 
both units have separate speakers. 


Electrical Merchandising, Feb. 1, 1948. 





G-E Table Television 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 

Compact table television re 

ceiver with AM and FM radio No. 

803. 


Selling Features: 10-in. direct view 


tube; receives programs on all 13 
television channels; separate circuit 
for each channel; G-E automat 
clarifier eliminates fuzzy edges; re- 
duces effects of interference; con- 
trols picture synchronization; built- 
in Beamascope provided for AM 
broadcast; for television and FM 
reception convenient terminals are 
provided for attachment to a dipole 
antenna; Honduran mahogany. 


Electrical Merchandising, Feb. 1, 1948. 





G-E Television Set 


General Electric Co., Receiver Div., 
Electronics Park, Syracuse, N. Y. 


Device: No. 901 large screen television 


receiver. 


Selling Features: Projects an image 


18x24 in; includes AM, FM and 
short-wave radio and automatic 
phono; 5-in. cathode ray tube; image 
is reflected by means of Schmidt 
optical system upon reverse side of 
translucent plastic screen; sharp, 
clear pictures made possible by auto- 
matic clarifier which eliminates fuzzy 
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edges and reduces effects of inter- 
ference interruptions; automatically 
controls picture synchronization; re- 
ceives on all 13 channels; separate 
circuit for each channel insures best 
possible reception; when not in use 
screen may be lowered into conceal- 
ing well in top of cabinet; counter- 
balances make raising and lowering 
screen effortless; automatic phono- 
graph equipped with Electronic Re- 
producer is mounted on_ roll-out 
drawer; built-in Beam-a-scope for 
AM broadcast; television dipole for 
FM; Honduran mahogany cabinet. 


Electrical Merchandising, Feb. 1, 1948. 
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STROMBERG-CARLSON 
Table Radio-Phono 


Stromberg-Carlson Co., 
Rochester, 3, N. Y. 


“Modernaire” Table AM ra- 
dio-phono No ll0LHPW. 


Selling Features: Self-contained with 


built-in loop antenna; 52 in. perma- 
nent magnet Alnico V_ speaker; 
\C only; hand-rubbed cabinet of 
striped walnut veneer; etched alu- 
minum escutcheon-grille ; automatic 
record changer plays both 10 and 
12-in. records intermixed. 


Electrical Merchandising, Feb. 1, 1948. 





RCA VICTOR Radio-Phono 


RCA Victor Div., Radio Corp of America, 


Camden, N. J. 


Model: No. 77V1 radio-phono console. 
Selling Features: Golden Throat tone 


system ; automatic record changer 
plays up to 12 records; Silent Sap- 
phire permanent-point jewel pick- 
up; 12-in. supersensitive permanent- 
magnet speaker driven by 5-watts 
push-pull power; built-in antenna; 
jewel light indicates when set is on; 
3-position tone control both standard 
broadcast radio and phono; full- 
vision thermometer-type dial; com- 
pact cabinet in walnut or mahogany 
has divided top which eliminates 
need for removing ornaments; 34 in. 
high, 264 in. wide, 16} in. deep; con- 
tains 6 tubes and 1 rectifier. 


Electrical Merchandising, Feb. 1, 1948. 
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RCA VICTOR Radio-Phono 


RCA Victor Div., Radio Corp of America, 
Camden, N. J. 


Device: No. 77-U table radio-phono. 
Selling Features: 


Large supersensi- 
tive, permanent-magnet, electro-dy- 
namic speaker supplements Golden 
Throat Tone System; veneered cab- 
inet in walnut or mahogany stream- 
lined design with cut-back lid fitted 
with satin-finish, brass-plated handle 
for convenient lifting; tuning and 
control knobs for phonograph and 
standard broadcast unit located out- 
side cabinet; full-vision straight-line 
dial illuminated by 2 pilot lights for 
squint-free tuning; improved auto- 
matic record changer designed for 
trouble-free operation; silent sap- 
phire pickup; avec; built-in Magic 
Loop antenna; 6 tubes, 1 rectifier. 


Electrical Merchandising, Feb. 1, 1948. 





MAJESTIC Radio-Phono 


Majestic Radio & Television Corp., 
Elgin, Ill. 


Models: Nos. 8F M783 and 10FM782 


radio-phono combinations. 


Selling Features: No. 8FM783 is a 


companion to earlier model 8F M776; 
features solid wood doors; 7 tubes 
plus rectifier ;. Majestic electric noise- 
gate; AM and FM, available in ma- 
hogany, walnut or blonde finish. 
No. 10F M782 classic 
FM-AM combination console: fea- 
tures exclusive noise-gate; 6-watt 
power output; 3-band reception; 


giant electro-dynamic speaker; solid 
top; pull-out changer; large record 


storage space. 


Electrical Merchandising, Feb. 1, 1948. 





Selling Features: 


Selling Features: 


modern 


ZENITH Table FM Radio 
Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago, 39, Ill. 


Device: “Symphony” table FM/AM 


radio. 

8-in. speaker fits 
into compact table model because of 
new “Dialspeaker” which combines 
speaker and large dial in same space; 
illuminated with 110-volt light, large 
dial easy to read and tune; 3-gang 
condenser used for razor sharp tun- 
ing on broadcast reception; new con- 
tinuous tone control provides choice 
of normal tone, extra boost to bass 
or treble tones; light-line antenna 
eliminates need for outside aerial 
in areas of primary FM _ signal 
strength; swirl walnut plastic cabi- 
net; lower dial of crystal-like plastic 
to screen big speaker. 


Electrical Merchandising, Feb. 1, 1948. 








CROSLEY Radio-Phono 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 


Device: Low-priced model No. 68 CR. 


Features Crosley 
floating jewel-tone system; con- 
tained in an American walnut up- 
right cabinet 36 in. high, 27 in. wide ; 
14} in. deep; fast jam-proof auto- 
matic record changer plays 12-10 or 
10-12 in. records; chassis equipped 
with 10 in. electro-dynamic speaker ; 
continuous tone control; automatic 
sensitivity control; 2-bands, broad- 
cast and overseas. 


Electrical Merchandising, Feb. 1, 1948. 





STROMBERG-CARLSON 
Table Radio 


Stromberg-Carlson Co., 
Rochester, 3, N. Y. 


Model: Dynatomic No. 1101. 
Selling Features: 


in. permanent 


trols; 3-gang condenser; 
Bakelite or ivory cabinet. 


~ 
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Illuminated _ slide 
rule dial for easy tuning; louvered 
design eliminates grille cloth; 54 
magnet Alnico V 
speaker; standard broadcast; a.c.- 
d.c.; built in loop antenna 2-con- 
brown 


Slectrical Merchandising, Feb. 1, 1948. 











































































6 inch guns pack 


Sp awee 





plenty of power... 


“ Feige 
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“The Dealers Choice 


ELECERICAL 


330 WEST 42nd STREET NEW YORK 18, N. Y. GRA 
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and so do 


4D uble,p 


e Vouble 


Put Your Product 
Story across in... 












i 


“MERCH” + 


APPLIANCE & RADIO STORES 
* DEPARTMENT STORES 

® FURNITURE STORES 

* HARDWARE STORES 


* MERCHANDISING UTILITIES 





GRAW-HILL PUBLICATION 
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page-spreads in“Merch” 


Battlewagons carry sixteen inch guns as their main 
battery because they are big, pack a whale of a wallop 
and do a thoroughly convincing job. You can do an 
equally convincing job in your dealer advertising by 
putting your product story over in a big way—with a 
whale of a wallop that will make dealers really sit up 
and take notice. 

The more attention compelling, the more forceful 
your advertising, the better your dealers will keep on 
their toes — solidly in line behind you — talking, dem- 
onstrating and selling your product all the time. Keep 
up a steady fire of new ideas, stress the superior, exclu- 
sive and other important features of your product through 
“MERCH” — the most effective single force for dealer 
influence in the appliance and radio industry. 

“MERCH” spreads used every month in the year 
pack the double barreled wallop you need to success- 
fully meet the competition created by a buyers’ market 
in which products are judged and bought on merit and 
no longer because of scarcity. Dealers, especially newly 
franchised ones, need all the help, encouragement and 
guidance you can give them to meet competitive claims. 
And dealers throughout the industry look for them in 
the pages of Electrical MERCHandising. ; 
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AYE, LADDIE...THERE’S 
BIG VALUE IN 


SPARK 


OIL BURNING HEATERS! 


“U 


Ma 





FEATURES 


HELP YOU SELL 
MORE OF THESE 
ECONOMICAL 
HEATERS! 


7, SPARK gives both radiant and circu- 
lating heat. 





Efficient, low-cost operation. Approved 
by Underwriters’ Laboratories, Inc. to 
burn No. 3 stove oil. 


Compact design; low vent for fireplace 
installation. 


@, VISIBLE FAN-SHAPED FLAME. 
5. Sensible price. 


W rite for complete information 
on SPARK oil burning heaters. 


Many new dealerships available. 


F tian Co., Ltd., Dept. E-2 
2619 E. 12th St., Oakland 1, Calif. 


Gentlemen: Please send me complete information on SPARK oil 
burning heaters and your SPARK dealer plan. 


SPARK uwivixc HEATERS 








A PRODUCT OF 
HAMMER-BRAY CO., LTD. 





Name 












Firm 





Address 




















City State w 
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G-E Radio-Phono 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 


Device: No. 119 radio-phono console. 

Selling Features: Comes in mahogany 
and walnut cabinets, styled to pro- 
vide ample record storage space; full 
lift-top covers phonograph with auto- 
matic record changer and radio con- 
trols; receiver equipped with 12-in. 
Alnico 5 permanent magnet loud- 
speaker; built-in Beamascope an- 
tenna; “electronic reproducer” for 
record playing. 


Electrical Merchandising, Feb. 1, 1948. 





TONE Phonograph 


Tone Products Corp of America, 
351 Fourth Ave., New York City 


Device: Merry-Go-Sound phono. 

Selling Features: Weighs only 8-3 
Ibs.; 13 in. long, 104 in. wide, 5-3 
in. deep when closed; water-proof 
cover of python leatheret; plays 7, 
10 or 12 in. discs; equipped with a 
115 volt, 60 cycle, a.c. motor with 
a 9 in. turntable; Astatic crystal 
pickup; volume control; high fi- 
delity 2-tube amplifier. 

Electrical Merchandising, Feb. 1, 1948. 
v 
POLYPHONIC SOUND Wire 
Recorder 


Electronic Sound Engineering Co., 
4344 W. Armitage Ave., Chicago, Ill. 


Device: High-fidelity wire recorder 
with patented amplifier circuit. 


Selling Features: Built-in 6-in. 


speaker with a range up to 10,000 
cycles; special diaphragm insures 
smooth reproduction of high fre- 
quencies; 15-in. dual channel aux- 
iliary speaker; low-level input for 
microphone and front-panel input ar- 
rangement for high level sound via 
direct connection with a radio or 
record player; standard equipment 
includes a 15-min. spool: walnut or 
natural finish birch cabinet. 
Electrical Merchandising, Feb. 1, 1948. 
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PRESTON Table Television 


Preston Television Mfg. Co., Bayside, N. Y. 
Chas. W. Robbins Co., 853 Broadway, New 
York 3, N. Y., National Sales Agents 


Model: Preston X-12b table model 
television receiver. 

Selling Features: A direct view CR 
tube, 80 sq. in. of picture area; util- 
izes twin speakers in matched tonal 
chambers for true FM tone fidelity; 
finger-touch tuning; 13 channels as 
well as all FM stations; “Electro- 
stabilizer” enables low signal level 
areas as well as strong signal areas 
to receive television and FM; hand- 
rubbed mahogany cabinet. 

slectrical Merchandising, Feb. 1, 1948, 
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SONATA Phonograph 


Sonata Electronics Corp., 624 S. Michigan 
Ave., Chicago, 5, Ill. 


Device: Sonata “Little Maestro” port- 
able phonograph. 

Selling Features: “Glide-out” turn- 
table track that moves turntable 
and motor at touch of finger; unit 
plays any 10 or 12 in. records; new 
Alnico 5 speaker; covered in alli 
gator leatherette with blending in- 
terior; weighs only 7% Ibs. 

Electrical Merchandising, Feb. 1, 1948 
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SYMPHONIC Wire Recorder 


National Polytronics Inc., 
2430 Atlantic Ave., Brooklyn, N. Y. 


Device: 5-A wire recorder complete 
with self-contained amplifier and 
microphone. 

Selling Features: Extra 10-min. spools 
of wire available at 75¢ per spool; 
wire can be reused many times by 
re-recording on same wire, auto- 
matically erases while recording— 
no replacement costs. 

Electrical Merchandising, Feb. 1, 1948 
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On d out of 10 farms 


with electricity live 










families who take the 


leading farm magazines 


| ... 2 out of 5 of these 
| better families buy Karm Journal 


BIGGEST—in the country 


WITH 2,650,000 SUBSCRIBER FAMILIES 








r 

te Source: FARM JOURNAL “OPEN COUNTRY” SURVEY RELEASED SEPT, 1947 

ad 

Is FARM JOURNAL, INC., also publishers of PATHEINDER— AMERICA’S 2nd LARGEST NEWS MAGAZINE «+ GRAHAM PATTERSON, PRESIDENT 
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1 
to speed your quarely sales and profits 
the eS in 


is being advertised with hard-hitting advertisements 


like this... 





WHILE YOU IRON 


fF--—— §---— 
you wee iting down! roo feothe: weight ender 3 &! 


You, sit down, and yet do the best 
woning you ever did — foster, eas- 
ter thon you dreamed possible! 
Neo more backache! No more 
tired wrists and arms! You don't 
apply pressure — this wonderful 
Ovrabilt Mode! 10 does the work! 
it's Americo’s fastest, lightest 
ecnest-to-vse avtomatx won! 
Give yourself a thrill — buy 
your Durebilt Model 10 today! 





DURABILT 


WIMNSTED HARDWARE MANUFACTURING CO 
Dept |1A, Winsted, Connectiont 





pall powcerd tor your FREE copy now! 


in leading magazines like this... 


is sales promoted — ; 


with sales- 
producing Ge == colorful 
booklets eer" circulars Wy 
lke this... og QRe\ SA like this... 


and 










THE IRONS YOUR CUSTOMERS WANT 


DURABILT 


THE WINSTED HARDWARE 





MANUFACTURING COMPANY, WINSTED, CONNECTICUT 
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Eureka Williams Corp. 


H. W. Burritt, president of the 
Eureka Williams Corp., recently an- 
nounced the elevation of G. H. Bern- 
ard, vice-president in charge of manu- 
facturing, to vice-president and assis- 
tant to the president to accompany 
broader responsibilities in connection 


with future expansion plans. Succeed- 


ing Mr. Bernard as vice-president in 
charge of manufacturing is O. E. Ne- 
smith, former vice-president in charge 
of engineering, and his successor is 
R. C. Osborn, formerly engineer in 


charge of product development for the 
Eureka Division. 

Mr. Bernard was associated wit 
General Motors Corp. for 25 years. H: 
joined Nash-Kelvinator Corp. shortly 
before the war. He has been with 
Eureka Williams for five years. Mr 
Nesmith has been with the organiza- 
tion since 1920 and was formerly ar 
executive of the Williams Oil-O-Mati: 
Heating Corp. Mr. Osborn joined 
Eureka in 1945 after experience with 
Hoover and Tobe Deuschmann. 


Eureka Williams Men in New Posts 





G. H. BERNARD 


Stewart-Warner Corp. 


Samuel Insull, Jr., has been elected 
a vice-president of Stewart-Warner 
Corp., James S. Knowlson, chairman 
of the board, announced recently. Mr. 
Insull will continue in charge of the 
company’s radio division. Prior to his 
appointment as assistant to the presi 





SAMUEL INSULL, JR. 


dent January, 1947, Mr. Insull was 
vice-president of Central Barge Co. 
He attained the rank of commander 
during war-time service in the Navy 
Prior to the war he had both utility 


and brokerage experience 


Farnsworth Television 
& Radio Corp. 

The election of William Clausen as 
vice-president in charge of manufactur- 


ing for the Farnsworth Television & 


FEBRUARY 1, 


D. E. NESMITH 


R. C. OSBORN 


Radio Corp. was announced recently 
by president E. A. Nicholas. Mr: 
Clausen, former assistant to the presi 
lent of the Armstrong Cork Co., and 
vice-president and general manager of 
Victor Products Corp., Hagerstow: 

Md., joined Farnsworth last August 


Premier Vacuum Cleaner Div., 
General Electric Co. 


Edwin A. Hamala, for nearly nine 
years advertising and sales promotion 
manager of the Premier Vacuum 
Cleaner Division of General Electric, 
has announced his resignation. Mr 





E. A. HAMALA 


Hamala said that his resignation re 
sulted from purely personal objections 
to moving to Bridgeport, Conn., wher« 
the company’s headquarters were trans 
ferred from Cleveland early in January 
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SQUARE KITCHEN 

(386W) Decorative 
wall clock with squore 
diol. White plastic 
molded case. Retails 
approximately $4.70° 


Lhanket Amen 





*Prices subject to 20°7 


Sessions’ Record-Breaking Advertising Campaign 
For 1948 Will Appear In The Country's Leading 
Periodicals With Over 23 Million Messages, And 
A Sales Pull Hard To Equal! 


IF YOURE A SESSIONS DEALER, hold 
everything! . For you're going to get the 
greatest sales impact in Sessions history, during 
1948! 

Sessions has increased advertising to the 
point where literally one out of every six 
persons in the country — in all walks of life, 
everywhere — will receive regular advertising 
messages helping to sell Sessions Clocks. Ads 
will appear in such favorite consumer publica- 


excise tox. 


PILOT WHEEL MODERN SQUARE 
(456W) Very effec- (453W) Trim desk 
tive for mantel or desk model in mahogany 


in mahogany with brass 
trim. Retoils approxi 
mately 0 


colored case, bird's-eye 
maple veneer front. Re- 


a tails approximately 
$7.7 


5° 
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FREE! POPULAR DISPLAY 


For counter or window, to tie in with current 
advertising. Attractive wooden bose for 
clock, carrying photo cutou! of sleeping 
kitty ond Sessions slogan: “Not Even a 
Pur-r-r!" Merchandising men are crazy 
about them! Ask with order, or write to The 
Sessions Clock Company, giving your 
Jobber's name and oddress. 














(3 Near! 


tions as Life, Saturday Evening Post, Collier's, 
Look, American Magazine, Good Housekeeping, 
House Beautiful, Country Gentleman, Path- 
finder and Christian Science Monitor Magazine. 

In addition, Sessions will help dealers adver- 
tise at point-of-sale with such popular displays 
as the attractive “Catnapper” counter piece. 
Also, there are new Sessions Clocks with new 
sales-appeal on the way. 

Consider the sheer selling-foree of such dealer 
backing, add to it the general trust in the fam- 
ous Sessions name, and you can rightly con- 
clude that you can’t go wrong on Sessions 
Clocks in 1948. Better check your stock and 
be ready. 


by 


Sessions Clocks 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
The Merchandise Mart, Chicago - 


The Western Merchandise Mart, San Francisco 
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The most shopped-for automatic 
toasters use heating elements 


MADE OF 
Wilbur B. Driver 
Resistance Ribbon 

















The almost unbelievable dependability of 
these leading automatic toasters is a superb 
tribute to the quality of their heating ele- 
ments. It is not unusual to find toasters 
that have served in daily use for twelve, 


fifteen, or even more years, without ever 





requiring service or repair of any kind. 





In fact, Wilbur B. Driver is the largest 
producer of resistance ribbon for automatic 
toasters in the world. Thus, selecting Wil- 
bur B. Driver resistance wire for appliances 
—or any other use—is one sure way to build 
dependability into your product . . . and 


volume into your sales! 











WILBUR B. DRIVER CO. 


150 RIVERSIDE AVE., NEWARK 4, NEW JERSEY 
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Silex Co. 


J. H. Townsend has been appointed 
sales manager of the Silex Co. to 
succeed J. M. Moore, who is leaving 





J. H. TOWNSEND 


the housewares industry. Simultane- 
ously, Paul R. Curtis was promoted 
from the sales staff to become assist- 
ant sales manager, the post formerly 





PAUL R. CURTIS 


held by Mr. Townsend. Prior to 
joining Silex in 1944 Mr. Townsend 
was connected with the utility field 
for 22 years. 


A. J. Lindemann & Hoverson Co. 


A. J. Lindemann & Hoverson Co., 
Milwaukee, has announced the promo- 
tion of Gordon R. Clarke to sales man- 
ager of the electric division. Mr. 
Clarke has been with the firm for 23 
years as salesman and district manager. 

George |. Schramel, with the com- 
pany since 1923 in various sales capac- 
ities, has been named assistant general 
sales manager. 


Menasco Mfg. Co. 


Henry P. Nelson, recently advanced 
to president of the Menasco Mfg. Co., 
Los Angeles, fills the vacancy created 
by the resignation of John Lee. Since 
August Mr. Nelson has served as vice- 
president of the company. At one time 
head of the War Production Board’s 
aircraft division, he joined Menasco in 
1945 as eastern manager with head- 
quarters in Washington. 
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Lizale says the Mew LOGLT. Lelrigeratar 
Ls the DLST reach-tn on Larth...." 
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tane- 
oted 
ssist- 
nerly 
“Lizzie sure ought to know. She’s fresh up from earth.” 
“Right, sister! Liz is one of those old pre-war boxes. They’re 
streaming up here faster than ever, since KOCH brought out 
those new stainless steel refrigerators. We're up against a 
housing shortage . . . right here on our own cloud.” 
“Things haven’t changed a bit. You could always count on 
KOCH to pioneer improvements in the refrigerator industry. 
What's the story?” 
“It’s terrific! KOCH has a 25-cu. ft. stainless steel refrigerator 
that is all welded together into one unit. There’s no wood in it.” 
“Say! That means the insulation must be continuous.” 
“Even the flanges of the doors are insulated. The cold can’t 
leak out.” 
“Brrr! I suppose a new KOCH costs less to operate than ever.” 
| “That’s what Lizzie said. She said she just couldn’t compete.” 
‘ian “I'd like to see one of those new KOCH Refrigerators.” 
send | “Sister, you have a long wait coming. They won’t ever get up here. 
field | They can’t rust out. They were developed during the war, to 


meet battle conditions aboard ships of the U. S. Navy. They are 
just starting to penetrate the civilian market.” 
| “That’s quite a recommendation. So long, now. I’m going 


‘0 to drift down to the lower clouds. Want to find out some more 
7 about that new KOCH Refrigerator.” 



































Co, “You'll find out that users who want more storage space at 

aa the lowest cost are positively insisting on KOCH Refrigerators. 

Mr. Don’t say I didn’t tell you. 

yr 23 

nee. Here are the facts: The new KOCH Stainless Steel Refrigerators 

cone have 25-cu. ft. of 100% effective space. You can store more Senitiiiicsiniinteaaeaaee 

pac- ° : . -Cu. Fe. a > 

al | food at lower cost, because the continuous insulation holds cane Te daa ans as de ae 

, i : i ig- ice-maker. Y f full load 
in all the cold. Just take a look at this beautiful new refrig hg ty ge ply 
erator TODAY, or write KOCH for literature and details. remarkably short time... it’s convenient! 

“KOCH IS TOP NOTCH” 

nced 

Co., 

sated 

since 

vice- 

time 

ard’s 

9 in SINCE 1883 

\ead- 








NORTH KANSAS CITY 16, MISSOURI 
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TOP LINE eleciric appliances are DESIGNED to be 
BEST SELLERS Their bright, new beauty is truly 
eye-catching 


They're work-savers and time-savers— 
and they're economically priced to offer your cus 
tomers money-saving values along with TOP LINE 
quality. Every TOP LINE electric appliance—the 
beautiful and sensational cylinder-type electric room 
heater the marvelous new 30-gallon Table-Top 
electric water heater with the scratch-proof, scorch- 
proof plastic top that makes extra counter space in 
the kitchen the reliable all-white 30-gallon up- 
right electric water heater the lightweight 
streamlined, super-size electric iron the easy-to 
clean, efficient electric churn that makes a breeze of 
butter-making . and the smooth-running, comfort- 
cooling attic fan—every one of them is engineered 
for long-term service and built for beauty and cus 
tomer appeal. 


Write for catalog and price sheets now, 
and put TOP LINE to work for you. 
> 


Address: Dep't. E 





TENNESSEE VALLEY 
MARKETERS, INC. 


117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 











Pioneers in Electrical Appliance Manufacture * 





in the Tennessee Valley 











NEW POSITIONS 














Crosley Division, 
Avco Mfg. Corp. 


The appointment of Ellis L. Redden 
as manager of sales promotion and 
training, Joseph A. Schulte as advertis- 
ing production supervisor, and Paul A. 
Ryan as director of public relations 
and publicity, has been announced by 
S. D. Mahan, director of advertising 
for the Crosley Division of Avco Mfg. 
Corp. 


ELLIS L. REDDEN 


Mr. Redden was formerly manager 
of sales promotion and training for two 
years at the Norge Division of Borg- 





JOSEPH A. SCHULTE 


Warner Corp. Earlier he was associ- 
ated with McCann-Erickson Advertis- 
ing Agency, New York, and with the 





PAUL A. RYAN 


National Radiator Co. He started as 
a salesman for a Long Island, New 
York, dealer of automatic heating and 
air conditioning, later becoming man- 
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ager for the Delco Heat Division oj 
General Motors and sales manager oj 
the New York distributorship of 
Delco-General Appliances, Inc 

Mr. Schulte was formerly production 
manager for the Associated Advertis- 
ing Agency, Cincinnati. Mr. Ryan, 
with Crosley for five years, has for the 
past three years been assistant to the 
director of advertising and public rela- 
tions. 


Norge Division, 
Borg-Warner Corp. 


M. C. Miller, formerly with the 
Maytag Co., has replaced Ellis L. 
Redden as manager of sales promotion 
and sales training for the Norge Divi- 
sion of Borg-Warner Corp., accord- 





M. C. MILLER vy 


ing to an announcement by M. G 
O’Harra, vice-president and director 
of sales. Mr. Miller was with Maytag 
from 1926 until 1943, when he left 
for service in the Navy. 


Bendix Home Appliances, Inc. 


New director of sales training for 
Bendix Home Appliances, Inc., is John 
H. Kelly, formerly sales manager of 
Otto R. Nemeth, Inc., Chicago, and, 
prior to wartime naval service, na- 
tional sales manager of the building 
materials department of Sears, Roe- 





JOHN H. KELLY 


buck & Co. A. C. Olander, former 
retail merchandising manager for 
Bendix, has been promoted to retail 
sales training manager. 
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Today thousands of 
ei Appliance Dealers are netting 
a extra profits by selling Scott- 

* Atwater Outboard Motors. 

Yes! Wherever introduced, Scott- 
Atwater has taken the play as the fastest 
seller— with sensational performance .. . 
true reliability .. . and the biggest value 
per dollar in the field! 

Now, the new 1948 Scott-Atwaters 
are ready for you. The much talked about 
Scott-Atwater 1-12 Single that will troll 
down to 1 mph and speed to 12 mph. The 
great Alternate Firing Twin, the Scott- 
Atwater 1-20, that will troll down to 1 
mph and speed to 20 mph. 

You can create tremendous consumer 
interest by demonstrating Scott-Atwater’s 
superb performance and all-weather re- 





Sy elie New Profits for 
———f | Appliance Dealers 


in Scott-Atwater 
Outboard Motors! 










liability. Show the new porous metal fil- 
ter that keeps even water out of the fuel 
system. 

Tell your customers about Scott- 
Atwater’s exclusive high-pressure water 
pump that permits slowest trolling for 
hours without overheating. There are 
other remarkable features too! Features 
in the 1948 Scott-Atwater that spell sales 
for you. Quick sales! 

Scott-Atwater’s performance is amaz- 
ing! And its “A B C”’ simplicity of opera- 
tion and distinguished styling will im- 
press you immediately. Best of all, you 
can offer more OBC Certified horsepower 
per dollar to your prospects. 

Today, now, before you forget it, write 
or wire us collect for details of a Scott- 
Atwater franchise. 





> 


©” Telling the World! 













Two 
Great Models! — 





fj One mph trolling 
Twelve mph top speed 


Scott-Atwater Deluxe Single with Auto. Re- 
coil Starter, 3.6 h.p. (OBC Certified @ 4,000 
rpm). Standard Single also available. 


/ , 


Cita. MOTORS 








One mph trolling 
Twenty mph top speed 


120 


Scott-Atwater Deluxe Alternate Firing Twin, 
7% h.p. (OBC Certified @ 4,200 rpm). 


Scott-Atwater Mfg. Co., Inc. 
2901 East Hennepin Avenue 


Minneapolis 13, Minnesota 










27,000,000 advertisements for Scott-Atwater Motors in 1948! 
Four color advertisements in The Saturday Evening Post spear- 
head the campaign, supplemented by large advertisements in 
many other magazines. Complete merchandising and sales aids 
are available for all Scott-Atwater dealers too. Line folders, Sat. 
Eve. Post easels, radio transcriptions, beautiful four color displays, 
illuminated window and counter signs, dealer decals, a coopera- 
tive local advertising plan and a simplified mat service. Every- 
thing you need to really build your outboard sales. 
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Guaranteed by > 
Good Housekeeping 
\vor 





AIR-FLIGHT 
Ceeculalo-d 

















It’s a blessed event for electrical deal- 
ers—as well as for us. For, in addition 
to the black and crystal Welch Air- 
Flight Circulator with all the unique 
features that stole the ’47 market, Welch 
brings forth the new mahogany and 
buff circulator. Brings you new oppor- 


“EXCLUSIVE” FEATURES TO PUT 
YOUR SALES WAY OUT FRONT:- 


ao 
LOUVER-RINGS. Only Welch Air- 


Flight Circulators have the pat- 
ented magic-like louver-rings that 
control and direct the flow of 
cooling air. No oscillating drafts 
or blasts. 


Write today! 


NATIONAL ADVERTISING — as well as dy- 
namic point-of-sale displays, reader-stopping news- 
poper mats, and colorful folders. 


tunities to double your sales — your 
profits . . . Ideal for offices, homes and 
institutions. 

A few choice franchises are still 
available... Place your order now and 
. .. It’s the big double choice, 
double profit line. 


cash in , 


PLASTIC CONSTRUCTION—new and dur- 
able, provides a sturdy, yet light-weight 
unit—for hand , most d de- 
sign. 





A few franchises are still available! 


W. W. WELCH CO., General Offices: CINCINNATI 2, OHIO 


Also write today for information regarding 


the New Welch Air-Flight Window Fan 


Powerful motor * Big 20° blade * Adjustable to windows up to 38"'wide 


were < oe oO RS ym 
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Sylvania Electric Products, Inc. 


H. Ward Zimmer, former vice-presj- 
dent in charge of the radio tube diyj- 
sion, Sylvania Electric Products, Inc 


> 





H. WARD ZIMMER 


has been appointed vice-president im 
charge of manufacturing operations for 
all company divisions, according to. 
Don G. Mitchell, president. Mr. Zim- 
mer joined the company as purchasing 
agent in 1919 and served as general 
manager of the radio tube division dur- 
ing the war. 





R. W. ANDREWS 


R. W. Andrews, merchandise man- 
ager of the radio tube division, has 
been transferred from Williamsport, 
Pa., to Emporium, Pa., where he will 
assume direction of all factory sales 
activities in addition to his usual duties. 


F. L. Jacobs Co. 


The appointment of George T. Abel ff 
as vice-president in charge of the In- 
dianapolis Division of the F, L. Jacobs 
Co. was announced recently by Rex C. 
Jacobs, president. From 1929 to 1946 
Mr. Abel was assembly plant works 
manager of the Pontiac Division for 
Fisher Body Division of General Mo- 
tors Corp. 





Hoover Co. 


Thomas F. Kelly, director of dealer 
relations for the Hoover Co. who has 
been with the firm since 1919, will re- 
tire on March 31. He will be suc- 
ceeded by O. F. Mansager, a Hoover- 
ite for 25 years and 11 years the 
manager of the Minneapolis branch. 
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The Phantotn Dial 


the greatest demonstration 
feature 


in any chair-side set 


Store traffic stops when the 
Phantom Dial glows like magic 
through a solid wood-grained 
panel. It gives buyers exactly 
what they want—true furniture 
styling. No wonder chair-side 
Bendix Radios are setting sales 
records! 
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J 
2 \) 
Hush-0-Mati 
ofja ti 
a | SH | Us Gite Here’s the ‘new look” in radios! 
MASIS 
It does for records what FM does for radio! 
This Bendix Radio “exclusive” really removes needle 
scratch and noise ... really makes old records sound like 
new ... really increases the beauty of new records. In short 
it gives customers a real reason for buying a new radio- 
phonograph right now! 


A tine of Leaders af Every Price Level / 


‘ = 

PN BENDIX RADIO DIVISION of ed), 

(BENDIX RADIO Mi gh iet aa ry tre 
rr _— Pat, OFF, o . 





This one Bendix Radio “first” brings two 
long-sought advancements. Models with the 
Phantom Grille look like all-wood cabinets 
—and listening pleasure is greatly advanced. 
It builds sales because it is one of the first 
real post-war advancements in radio design. 
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business 
oe 24 hours a day? 


Every minute of the day, the ‘yellow pages’ of your 
local telephone directory are ready with buying 
information . .. for buyers who are looking for the 
advertised brands of electrical appliances you sell 
or the services you offer. 


When you advertise in the ‘yellow pages’ you’re 
making it easier for prospective customers to find you. 
The Classified (‘yellow pages’) is where people look 
when they’re ready to buy. It tells them “where to 
buy it.” 


For further information, call your local telephone 
business office. 
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NEW POSITIONS | 





Hotpoint, Inc. 


The appointments of Howard J, 
Scaife as manager of market develop- 
ment and William F. Ogden as man- 
ager of product planning have been 
announced by L. C. Truesdell, vice. 
president of marketing of Hotpoint, 





HOWARD J. SCAIFE 


Inc Both positions are new ones and 
will operate under Mr. Truesdell. 
Mr. Scaife’s new job was designed 
“to emphasize the development of 
specialized markets and to keep 
abreast of changes in marketing 
brought about by the increased im- 
portance of electrical living to the 
post-war consumer.” He was assoc- 
iated with General Electric from 1932 
until 1936 when he was transferred 
to Hotpoint as assistant sales manager 
of refrigeration. In 1944 he was 
named western regional sales manager 





WILLIAM F. OGDEN 


Mr. Ogden will be responsible for 
the coordination of product planning 
with marketing and merchandising 
plans. He joined Hotpoint in 1936 
from the Georgia Power Co. and since 
that time has served as commercial 
engineer and as assistant chief eng- 
ineer. 


McAllister-Ross Corp. 


Charles Ross, former vice-president 
of the McAllister-Ross Corp., Chicago, 
has been elected president of the com- 
pany, succeeding Harley McAllister, 
resigned. Richard Oas, formerly divi- 








FEBRUARY 


sional sales manager for R. Cooper, 
Jr., has been elected vice-president in 
| charge of sales. 
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mot, Heat Lamp Holder 




















This beautiful display is lithographed in 


a ea 


RU | ae 


four colors on durable cardboard. It shows ‘ 


; the actual product in three positions to ‘ 
me@uvar ir 
PERMANENTLY 


demonstrate its unique features of useful- 
ness. It illustrates how this Moe Light can 
be used as a heat lamp, a sun-lamp, and a 
light source. This display is a stopper — 
a seller! It deserves the best display in 
your lighting and lamps department. And & 


in the same display deal, you get the color- 





; ful window streamer shown above — an- 


other proven stopper that brings customers 











































ed : , 
ee into your store... to buy: 
ep 
1g 
n- 
he 
’s the new , 
2 Here $s th a MOE, 
= | . , deal S HEAT LAMP S 
: ing display wih © HOLDER 
sales-ma 
ae. 
ae ee 2 r-< = re @& Se ee ee | 
on th . .. and here are two good reasons why it 
builds a profitable volume of sales for you! 
First of all, this display was designed by experts to stop 
shoppers — and sell them! It’s big; it’s colorful; it packs a visual 
punch that catches the attention of customers as they pass. It stops 
them, and then follows up with a quick, complete story told in pictures 
and short, selling captions. Before the customer knows it, he has 
absorbed the full, convincing story of this Moe Light — and he’s sold. 
— BRN cRNA That’s modern merchandising ! 
P » Second, and more important — it's built around a product with universal 
Aen the deal! usefulness and appeal — a product that sells itself! The Moe Light Lamp 
| © Holder is the only lamp with all these features: It has a unique patented base; you can 
1 You order: © hang it, clip it, stand it, carry it — anywhere. Its styling and finish harmonize with all 
6 Moe Light M-77 Heat Lamp Holders » home interiors. And it can be used with all types of reflector bulbs: with an infra-red lamp 
(Soft Ivory Finish) @ $2.95* $17.70 © for heat therapy, drying, and thawing; with an ultra-violet lamp for winter sun-treatments ; 
fe r 6 Moe Light M-77 Heat Lamp Holders » with a spot or flood lamp for theatrical and display lighting of all types. 
ing (Seafoam Gray Finish) @ $2.95* $17.70 Don't miss this profit-making display deal. The investment is small — returns are 
ng Total $35.40 ® large. Dealers, order this sales-builder from your Moe Light distributor today! 
9x less 40% $14.16 
me Your cost* $21.24 $ 
cia . and at ne additional cost you get this beautiful e MOE BROT ERS 
ng display plus colorful window streamers for your store! ; ? 
*In the Western and Southern Zones the price per lamp is $3.10 a ea faclering Vf2ASLY 
Your total cost is $22.32. a 
Distributors. Freight allowed on 6 deals or more! % F 0 R T A T KIN $ 0 N, Wil S C ON § IN 
Po a la RGB LER LER 8 
lent 
ago, 
om 
ster, 
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Fee new principle in desk lighting! The new “Circlarc’’ fluoresc- 
ent bulb in this beautifully finished, sturdily constructed Faries Circlarc 


Desk Lamp. Adds lustre to the finest “‘top level executive” desk. 


The Circlarc provides a maximum of cool, non-glaring light where it is most 

needed on the working plane, the front of the desk. Striking appearance and 

the “something-new” features will make the Circlarc the hottest number in 
int 


SPECIFICATIONS — No. 20200 


Height | All brass adjustable shade 7 x 14 . Single push button switch 


r-covered cord 


or steel gray with gold 


Circlare bulb included. Patent pending 









Patent Pending 


The CIRCLARC 
Bulb _— 


“\ 
Bulb shape, Semi-circle, 12’ 
diam \ 
18 watts Approx Color, 


white 
Rated life, (at 3 hours per 


start) 2500 hours 


4000 hours at 6 hours per start, 
and 6000 hours at 12 hours 
ver Start 


Tube diam., 1". For use on 110 
125 volt, 60 cycle, Alternat 
ing Current only y 


—S 


a Few of the New Numbers... 





O ANANCS Manufacturing Company, 


Pioneers in Lighting VC a Since 1880 
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NEW POSITIONS 














Casco Products Corp. 


J. H. Cone, president of the Casco 
Products Corp., Bridgeport, Conn., re- 
cently announced the resignation of 
A. O. Samuels as director and vice- 
president of the company. Mr. Sam- 
uels, whose future plans have not been 
announced, joined Casco in 1940 and 
has served as vice-president and gen- 
eral manager for five out of the seven 
years he has been with the firm. Mr. 
Cone has himself taken over the gen- 
eral managership of the company, as- 


sisted by L. E. Fenn. J. J. Reidy has 





~~ 


J. J. REIDY 


taken over the duties of sales manager 
of the appliance division. He was 
formerly manager of sales of the A. C. 
Sanger Co., New York City. 


Norge Division, 
Borg-Warner Corp. 


Thurlo F. Johnson, central regional 
sales manager for the Norge Division 
of Borg-Warner Corp., has been pro- 
moted to the newly-created position of 
director of national service, according 





T. F. JOHNSON 


to M. G. O’Harra, vice-president and 
director of sales. The entire service 
department is being expanded, said Mr. 
O’Harra, and the company is giving 
the same emphasis to service that it 
has to manufacturing operations. Mr. 
Johnson was at one time national serv- 
ice manager. J. H. Webster, a district 
representative, has taken over Mr. 
Johnson’s duties as central regional 
sales manager. 
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1948 Vikimatic CONSOL- HEATERS 


Clean, fuel-oil heat at low cost. 
Automatic controls available. Heat 
flow heat exchanger. Radiant flame 


vaporizing burner. 











You can SELZ customers 
when you can SHOW them! 





At the recent Internat! 


tion in New York, 
STANDING. Prospective bu . 

tore. Make on" arrangeme 
rs ; 


or to display them 


in you for 


distribut 








Vikimatic FLOOR FURNACE 
Floor level heat with all the ad- 
vantages of fuel oil and automatic 
control. Also available in deluxe 
model with stainless steel com- 


bustion chamber. 


tl 





onal Heating & V 


THESE VIKIMATIC U 


entilating Exposi- 
NITS WERE OUT- 
eager to see pe 
with your Viking 
_. faster! 


Vikimatic WATER HEATER 


Completely automatic, with the 
economy of fuel 

oil. Fuel saver gq eee, 
pilot. No elec- 

tricity needed. 

High recovery ‘~’ 
rates that make it 

especially good 

for large users 

of hot water. 

Bonderized 

baked enamel 

finish. 


























, 

















Model 1813 — with 
FLATPAK | 
aluminum ductwork 
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HERE’S A COMPLETE PACKAGE of modern heating! ... Model 1813 offers new 
capacity, new efficiency, low installation cost. Vaporizing, forced draft burner. 
Flatpak is better ductwork material . . . costs less to install. And it’s shipped 
knocked down, nested ... easy to re-ship, stock and handle. 


Ideal for home builders, contractors, and speculative builders who specify 
compact winter air conditioning for the modern home. 


The VIKING Manufacturing Corporation 


1747 Chester Avenue . 


Central Utility 
Heating Room 
Units Furneces 








1, 1948 





Cleveland 14, Ohio 


Oil-fired 4 Conversion 
Boilers oi 
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Priced for more profit 
and Sales Volume 
for You 
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the amazing new 18 inch | 


LAU Portable | 


It's easy to sell because it delivers what your customers 
want... smart, compact, efficient. Dollar for dollar there 
is none better. 
Capitalize upon the demand for efficient cooling with 
the Lau Portable . . . the fan with a multitude of uses. It 
can be placed anywhere in the room or in the window. 
Customers are enthusiastic over it . . . no need to sell in- 
ferior quality when this fan does so much and builds 
steady, repeat business! Plug-in type with 8 ft. cord. 22- 
5 16” square, 7-11/16” deep. Delivers 1800 cubic feet of ; 
air per minute. Smart, streamlined, surf green baked 
enamel with cushion-mounted rubber treads. Three- 
speed motor. Two lengths of chain furnished for mount- 
ing in window. Weighs just 25 pounds. Complete sales 
helps and advertising material available. Order your 
stock NOW ... be ready for the big 
demand! 


WRITE DEPT. “‘M” FOR FULL DETAILS 
OR SEE YOUR JOBBER 
Air Delweries ove in accordance 


with Stenderd Test Code for 
Centrifuge! end Amal Fons 


BLOWER-COMPANY 
a 
DAY TON-—7-—OHIO— 
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General Electric Co. 


C. C. Walker, manager of the New 
England sales district for the General 
Electric Lamp Department since 1938, 
has been named commercial vice-presi- 
dent of the company with responsibility 
for customer relations in the New 
England territory, it has been an- 
nounced by C. E. Wilson, president. 
Mr. Walker succeeds T. S. Knight, 
retired after 44 years of service. 

New manager of the heating device 
and fan divisions of the Appliance & 
Merchandise Department is Charles K. 
Rieger, according to word from H. L. 





CHARLES K. RIEGER 


Andrews, vice-president and general 
manager of the department. Mr. 
Rieger, former commercial engineer of 
the home laundry division, succeeds the 
late Marshall B. Ross. He joined G-E 
in 1936. 


New Sunlamp Manager 


The sunlamp and heater section has 
a new sales manager in Robert D. 
Partlow, according to D. C Spooner, 
Jr., manager of the automatic blanket 
and sunlamps division. Mr. Partlow 
joined the company as a clerk in 1937. 
Following military service of three 


years he returned to the company in 
1943 as district representative for 
blankets in Chicago. He succeeds Earl 
H. Norling, promoted to new responsi- 
bilities in connection with the com- 
pany'’s retail development and _ sales 


education program for all appliances. 





DAVID J. BOWDEN 


A. J. Brock, manager of the G-E 
Home Bureau, has announced the ap- 
pointment of I. P. Pruitt as assistant 


FEBRUARY 1, 


manager. He joined General Electric 
Credit Corp. in 1935. 

Robert E. Cassatt, for the last two 
years advertising and sales promotion 
manager of the specialty division of 
G-E, has been promoted to assistant 
advertising and sales promotion man- 
ager of the receiver division, a position 
which makes him assistant to Fred A. 
Parnell. 

P. D. Parker, manager of the general 
sales division of the G-E Lamp De- 
partment, has announced the appoint- 
ment of David J. Bowden as assistant 
to E. D. Stryker, sales manager, light- 


ing equipment promotion, at Nela 
Park, Cleveland. Mr. Bowden was 
formerly lighting equipment sales 


specialist of the Buckeye sales district 
in Cleveland. He joined G-E from 
Curtis Lighting, Inc., in 1938 and came 
with the Buckeye sales district in 1942, 


Crosley Division, 
Avco Mfg. Corp. 


The new position of merchandise 
manager for freezers in the Crosley 
Division of Avco Mfg. Corp. has been 
filled by the appointment of Arthur E. 
Wood. Mr. Wood has been with the 





ARTHUR E. WOOD 


company for 16 years and has served in 
engineering, production and inspection 
of both radio and refrigeration and 
more recently has been regional serv- 
ice manager, technical supervisor and 
supervisor of servcie part sales, In- 
wood Smith, manager of the refrigera- 
tion section, made the announcement. 


Radio Corp. of America 


John K. West has been elevated to 
the position of vice-president in charge 
of public relations for the RCA 
Victor Division of the Radio Corp. 
of America, according to an announce- 
ment by Frank M. Folsom, executive 
vice-president. Mr. West previously 
was director of public relations of 
RCA Victor, to which position he 
was appointed in June, 1945. He has 
been with the company since 1930 in 
positions including district manager- 
ships in Philadelphia, New York, 
Pittsburgh, Cleveland, and San Fran- 
cisco. In 1942 he was appointed 
manager of field sales. 
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When the Customer 's 
ON THE FENCE 





POINT TO. THE 
DU PONT SEAL 





It identifies America’s leading 


i 
- 
' 
i 


home appliance finish! 


It’s good business to let the ‘‘Dulux”’ seal speak for 
itself. It does so with authority, saying: “Here is a 
finish that gives years of service . . . in color reten- 
tion, mar resistance, and outstanding good looks.”’ 
And you can back that up by telling your pros- 
pects that “Dulux” enamel is rigidly pre-tested! 


If your manufacturer supplies you “Dulux’’- 
finished ware without the seal, ask him to include 
it hereafter. Use it to help clinch sales faster! 


E. I. du Pont de Nemours & Co. (Inc.), Finishes 
Division, Wilmington 98, Delaware. 


Gly DULUX 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 





ELECTRICAL MERCHANDISING—FEBRUARY 1, 1948 PAGE 143 














A 8 * : is 
utomatic-ly 





RS + aos Vi 
Topay’s BIGGEST WASHER DOLLAp. 
The more it buys, the bigger the dollar. That’s why, 


in the washer field, the biggest dollars are AUTO- 
MATIC. 


And they’re Automatic-ly yours when you show 
customers how much more the Automatic Duo-Disc 
Washer offers for $5 to $15 Jess than others. More 
wanted features; more washing efficiency ; more rugged 
construction; more lasting beauty. 


Start getting your big washer dollars—Automatic-ly. 


Write for name and address 
of your nearest Automatic Distributor 


Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 
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NEW POSITIONS 





Emerson Radio & 
Phonograph Corp. 


Benjamin Abrams, president of 
Emerson Radio and Phonograph 
Corp., recently announced the forma- 
tion of a new subsidiary to be known 
as Emerson Radio Export Co., Inc. 


National Union Radio Corp. 


George A. Bodem, former vice- 
president and general manager of the 
radio division of the International 
Detrola Corp., has joined the Na- 
tional Union Radio Corp. as vice- 
president in charge of sales. Mr. 





MAX ABRAMS 


Max Abrams has been named presi- 
dent of the new company and Joseph 
Katten will serve as vice-president 
and general manager. 

“The object of this export subsid- 
iary,” said Mr. Abrams, “is to inten- 





JOSEPH KATTEN 


” 


sify our sales in foreign markets .. . 
Other officers for the firm include Sol 
Gross as treasurer and director and 
Raymond Herzog as secretary and 
director. 


Wayne Home Equipment Co. 


J. A. Fletcher has joined Wayne 
Home Equipment Co. in charge of 
sales of the heating equipment divi- 
sion, according to B. G. Duer, vice- 
president in charge of sales. Mr. 
Fletcher was formerly asssociated 
with the Holland Furnace Co. and 
the Kalamazoo Stove and Furnace Co. 


Glolite Corp. 


Harry G. Sundheim, Jr., formerly 
of Sears, Roebuck and Co., has been 
elected a director and president of the 
Glolite Corp., Chicago, a wholly- 
owned subsidiary of Noma Electric 
Corp. 
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GEORGE A. BODEM 


Bodem was also formerly general 
sales manager of Tung-Sol with which 
company he served for 15 years. 


Colonial Radio Corp. 


Don. G. Mitchell, president of 
Sylvania Electric Products, Inc., par- 
ent of the Colonial Radio Corp, re- 
cently announced the election of 
Edward E. Lewis as president of the 





EDWARD E. LEWIS 


latter firm. Mr. Lewis was formerly 
executive vice-president of Colonial 
and has been associated with Sylvania 
as an independent industrial consult- 
ant since 1945. He began his business 
career in 1914 with the Bijur Motor 
Appliance Co., becoming treasurer. 


Waring Products Corp. 


Carl M. Lynge, Jr., has been ap- 
pointed advertising manager of War- 
ing Products Corp. N. Y., and 
Winsted Hardware Mfg. Co., both 
subsidiaries of Reeves-Ely Labora- 
tories, Inc. Previously Mr. Lynge 
was sales promotion manager of A. C. 
Sanger & Co. and earlier was con- 
nected with Carrier Corp. and Gen- 
eral Electric Co. 
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Now the Villain shrieks 


Helen Zavoda, 
J&H Associate 
Bearing Division 


Better bearings through 


/o make MAW that each Jack & Heintz ball 


bearing is unsurpassed in smooth, quiet operation and long JACK & HEINTZ 
life, it is given a final test by spinning it at jts operating 
speed and “auditioning” it with a highly sensitive sound 
pickup and amplifier. This exposes Villain Friction. The 
slightest irregularity, ordinarily inaudible, becomes a shrill 
noise and that bearing is rejected. 

Consider, too, the many previous high-precision tests for size, uniformity and 


finish of balls and races and you see why you get only the finest bearings from Seis) 


Mass Precision 


Jack & Heintz. 


to make better products that last longer and cost less to maintain. 


Precision methods like this have been applied to all Jack & Heintz operations . . . Apo Gutes bd 


Aircroft ( 
Generators y Aircraft inverters 


SACK & HEINTZ PRECISION INDUSTRIES, INC., Cleveland 1, Ohio 


Eisemann Magnetos 
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NOT NOW 
WITH FAST SELLING... 






























































POP-OUT 
AT FINGER PRESSURE 


@ In individvol UNBREAKABLE cups made of Polyethylene plastic, ice cubes can be made 
thet actually “pop-out” at finger pressure — just press the dimple on the bottom of the cup 
No need to pry out cubes, douse them under water, or even touch the ice. Each cup is 
removable and sets in a tray of lightweight aluminum attractively finished in Plastray blue 
USE ONLY ONE CUBE OR A TRAYFUL 

@ Also available — JIFFY DESSERT MOLDS to fit both tray models. Ideal for frozen desserts 
or giant ice cubes! 


A” Tray — 12 Cups $1.95 
BY Troy —8 Cups $1.49 
Individual Cups 1 Doz $1.00 








“Jiffy Dessert Molds’ — 6 Molds $1.00 


*Patented and Patents Pending 
Trade Mark Registered 
Copyright 1947 by Plastray 
Cerporation 


WRITE FOR NAME AND ADDRESS 
OF YOUR NEAREST 
PLASTRAY DISTRIBUTOR 


lastray 


meael Ste) © Banel, B 


ROOM 822 — DEPT. EM-6 e 


FISHER BLDG. — DETROIT 2 
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A NEW ACQUISITION of the Graybar Electric Co., Inc., of Denver, is the franchise 
to handle Farnsworth products on a distribution basis in Colorado, southern Wyoming 
and northern New Mexico. Left to right are: John F. Conger, one of Farnsworth’s 
district managers in the Intermountain territory; S$. B. Harding, manager of Graybar in 
Denver, and C. M. Pearson, Graybar merchandise manager. 








DISTRIBUTOR NEWS 








ALABAMA 


In the belief that ten years of dis- 
tributing should not go unmarked, the 
Steel City Supply Co., 600 N. Seventh 
St., Birmingham, bought itself a new 
building to celebrate, says Robert F. 
Hall, president. It has two floors now, 
and may get two more soon. The firm 
handles Crosley products. 


ARKANSAS 


Right on the borderline of Arkansas 
and Texas, the Lavender Radio Sup- 
ply Co., Ash at Fourth, Texarkana, 
has been appointed a distributor of Air 
King products, according to J. J. 
Clune, merchandise manager of the Air 
King Products Co., Inc. The city of 
Little Rock also has a new Air King 
distributor in the David White Radio 
Supply Co., 1222 Main St. 


CALIFORNIA 


The J. N. Ceazan Co., Los Angeles, 
has. announced plans for six dealer- 
distributor meetings as a result of the 
success of its October three-day pro- 
gram. Mose Katzev, sales manager, 
reported that the company has outlined 
a yearly schedule for Los Angeles, San 
Diego, and San Francisco. He ex- 
plained that the dealer shows will be 
held at times when the company has 
new products to introduce. Two of the 
six programmed shows will coincide 
with the two San Francisco furniture 
markets, it was announced. The sec- 
ond meeting of last year was held on 
Dec. 2, in San Diego. Mr. Katzev 
said approximately 10,000 people han- 
dling the Ceazan lines would attend the 
six meetings. The October meeting 
featured a merchandising conference 
and preview of new radio models, tele- 
vision sets and home appliances. The 
Clark automatic electric water heater, 
of which the Ceazan Co. is the distrib- 
utor in California, was on display. On 
hand from the Ceazan company to 
greet the dealers at the October con- 
ference were: B. T. Roe, vice-president 
and general manager; Mose Katzev, 
salesmanager ; and the following repre- 
sentatives of various companies: Sid- 


ney Rogovin, Tracy Mfg. Co., Pitts- 
burgh, Pa.; Lee Johns, Clark Water 
Heater, Chicago; W. D. Lewis, Airette 
Mfg. Co., Los Angeles; R. C. Briggs, 
Proctor Electric Co., Philadelphia; 
George Newlin, General Mills Inc., 
Minneapolis; George Heller, Hill- 
Shaw Co., Chicago; and D. C. Briden, 
Electromode Corp., Rochester, N. Y. 

New branch factory and sales office 
of Zinsco Electrical Products is located 
at 1841 Adeline St., Oakland. 

Ben P. Davis, named West Coast 
representative for the Chicago Electric 
Mfg. Co., will direct the company’s 
activities in that area on both the 
Handyhot and Sterling lines of appli- 
ances and fans. He will maintain head- 
quarters in Los Angeles. Formerly 
Mr. Davis was with the General Elec- 
tric Credit Corp., as manager of the 
Los Angeles office. 

W. A. “Bill” McGuire has been ap- 
pointed to represent the Allen & Olsen 
Mfg. Co., Venice, in southern Cali- 
fornia and Arizona. He was formerly 
lighting manager for Graybar in Los 
Angeles. Allen & Olsen also named the 
Meier-Murphy Co., Western Merchan- 
dise Mart, San Francisco, as its repre- 
sentative in Northern California and 
western Nevada. 

Jack Lemmons has joined the sales 
staff of the Pioneer Appliance Co., 
Western Merchandise Mart, San 
Francisco, according to an announce- 
ment made by George Hornstein, 
manager. 

The Edward F. Hale Co., San Fran- 
cisco, has announced two additions to 
its sales staff. Dick Moulthrop will 
cover the north coast territory from 
Solano to the Oregon border. A. C 
White will handle the inland area from 
Sacramento north. 

The Utility Sales Co., Los Angeles, 
recently organized by Vincent J. Mc- 
Intyre, will act as manufacturers’ 
agents in the territory west of the 
Rocky Mountains. The firm will spe- 
cialize in parts and accessories for 
electric refrigeration, both commercial 
and domestic. Mr. McIntyre, formerly 
of Bandoli-McIntyre Co., has with- 
drawn from active participation in that 
company to devote his attention to 
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Cfelechwon Time Center 


a complete clock department 


Thousands of these handsome, illuminated display 
pieces are already bringing in business for Telechron 
dealers . . . and there aren’t many left. Don’t miss 
this opportunity . . . order yours now, with a smart 


assortment of clocks, from your Telechron distributor. 


The Telechron Time Center is an adaptable three- 
way display that adds to the appearance of your 
store . . . works for you 24 hours a day. Compact 


and complete, finished in rich mahogany color... 


USE IT ON YOUR WALL 
ON YOUR COUNTER 
IN YOUR WINDOW 


only 21%” high, 35” wide, and 7” deep. Has room 
enough to display eight different Telechron models. 
If your store space is limited, you can hang it on 
your wall... you don’t have to give up an inch of 
counter room. 


You can get this illuminated display with an assort- 
ment of Telechron clocks, all popularly priced, fast 
selling styles, through your Telechron distributor. 
Ask for details. Telechron Inc., Ashland, Mass. 


Cfelechion 


ELECTRIC CLOCKS 








THE FIRST AND FAVORITE ELECTRIC CLOCK 
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WARM-AIRE OCH 45 
WARM-AIRE OCH 270 


The FEATURES that make 


WARM-AIRE 
The PROFIT MAKERS 


© Special heat-holding 
baffles 

¢ Double heat radiation 

@ Instant, convenient heat 

© Satisfying comfort 

e Automatic damper control 

© Special clean-out plugs 

© Remote heat control 

® Sensational heating 
capacity 

e Harmony of design 


Women... the homemakers . . . are demand- 
ing Beauty as well as Economy and Simplicity 
in their oil heating units. 


Stiglitz Warm-Aire Oil Units have been spe- 
cially designed for room harmony and engi- 
neered for simple and economical operation. 


Homemakers everywhere are demanding the 
Warm-Aire features . . . Simplicity . . . Clean 
. - » Economical . . . Healthful . . . Safe. Oil 
units using fuel oil or kerosene . . . easy to 
get and easy to use. 


See Your 
Distributor 








Stock and Display 
The STIGLITZ 
Line Now 


FURNACE & FOUNDRY CO. 


INCORPORATED 
LOUISVILLE 3, KENTUCKY 





DISTRIBUTOR NEWs | 
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Utility Sales. Formerly national sales 
manager of Nash-Kelvinator Corp.. 
and later vice-president in charge of 
distribution of Dictograph Products. 
Inc., New York, Mr. McIntyre organ- 
ized the Bandoli-McIntyre Co. two 
years ago. 

Charles N. Meyer has joined the 
J. W. Marsh Co. of Los Angeles and 
San Francisco, and will cover the 
northern California area, according to 
J. W. Marsh, president of the com- 
pany. For the past nine years Mr 
Meyer has served as manager of the 
electronics division of the Leo J. Mey- 
berg Co., San Francisco. 

Four new members have been added 
to the sales staff of Dalco Appliance 
Co., San Francisco. Alexander O’Con- 
nor, formerly with the Lester Distrib- 
uting Co., Sacramento, is the new 
Dalco representative in the Stockton 
area. Leroy Parry, formerly with 
Chapman Refrigeration Sales, is the 
new Fresno man. William Watson, a 
recent graduate from the University of 
California, is now a member of the 
sales department in San Francisco 
“Murph” Mercer is manager of the 
Dalco display space in the Western 
Merchandise Mart, San Francisco. 

P. L. Rudden, Western Mercha: 
dise Mart, San Francisco, has been 
named factory representative for the 
Teletone National Corp., Long Island, 
manufacturer of small table and port- 
able radios. Mr. Rudden recently 
formed a partnership with Ed Kelly, 
San Jose, under the name of Western 
Radio & Electric Co., to wholesale 
radios and supplies. 

New Manager of the apparatus de 
partment for Electric Supplies Dis- 
tributing Co., San Diego, is J. T 
Young. For many years he was in 
charge of apparatus distributor activi 
ties for Westinghouse in Pittsburg! 
Mr. Young received his degree in el 
trical engineering from Mississippi 
State College. 

The Herbert H. Horn organization 
conducted a two-day showing of Ad 
miral radios recently at the U. S. Grant 
Hotel, San Diego, which was attended 


In the Palm of His Hand 





CHARLEY ROSS of McAlilister-Ross 
demonstrates the suction of the Mc- 
Allister bagless vacuum cleaner to W. E. 
Shaffer and Paul Lasater of Shaffer-Las- 
ater, Kansas City, recently appointed 
McAllister distributor. 
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Ask About the Handyhot 


ERE’S every dealer’s opportunity to set up 
a complete Handyhot Portable Washer de- 
partment. The new Handyhot Gingham Washer 
promotion offers you a guaranteed initial stock of 
Handyhot Washers and the promotional tools to 
sell them quickly. See your Handyhot distributor. 


Look at These Hard Hitting Sales Helps 
e Dryer Display Cards tell the Handyhot 
Washer story quickly. 


e Washer Floor Display. 8-color display 
and stand for the washer. A sure-fire 
attention getter. 


e “As Advertised” Cards show Handy- 
hot national advertising. 





© Attractive Two-Color Washer Folders, showing the complete 
line of washers and accessories. 


@ Advertising Mats and many other Handyhot promotion 
pieces all help you to sell! 





WORLD'S 
Chicago Electric Manufacturing Company, Chicago 38, Ill. 


LARGEST MAN | 


1, 1948 
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Gingham Washer Promotion 


A Complete Promotion 


Use this promotion material and you'll have fast 
turnover! Call your distributor now for complete 
details on THE GREAT NEW HANDYHOT 
GINGHAM WASHER PROMOTION. 


Handyhot Demonstrator Display 


A complete demonstrator model 
washer — with lucite tub—to show the 
effective washing action of the Handy- 
hot Portable Washer. May be used 
on the special 8-color display stand 
to attract attention in the window 
or on the sales floor. Handyhot’s hard 
hitting sales helps will make sales 
for you. 


See your Handyhot distrib- 
utor for complete details 
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MODEL N-407 





Norge gas ranges, like all Norge products, are backed-up by 
aggressive national advertising in the country’s leading magazines, 
such as Saturday Evening Post, Ladies’ Home Journal, McCall’s, 
Women’s Home Companion, Good Housekeeping, Better Homes and 


Gardens, American Home, Christian Science Monitor and others. 
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MODEL N-427 
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“CONCENTRATOR” 


ELECTRICAL MERCHANDISING—FEBRUARY 1, 





ye ar’ 


ONLY NORGE 


OFFERS A 


GAS RANGE 


WITH 





BURNERS 


This exclusive Norge feature is praised by home- 
makers everywhere, because it produces a faster. 
more efficient flame which is concentrated on the 


bottom of cooking utensils. 


New Styling has produced recessed top lighting and 


an entirely new front contour that women go for. 


New Engineering contributed new “Concentrator” 
surface burners, new center oven. and new 14-posi- 


tion, smokeless broiler. These features sell on sight. 


ot a 
New Thoughtfulness has arranged for an electric 
clock, electric timer, and electric appliance outlet 


that make other gas ranges old-fashioned. 


With this new Norge “Concentrator” Gas Range. 
home cooking takes on all the glamour of a fine art! 
—And that’s made possible because “The best dealer 


in town sells Norge.” 


1948 





























MODEL N-357 





And these “Concentrator” burners are part of all 


three Norge gas range models. Norge Division. 


Borg-Warner Corporation, Detroit 26, Michigan. 
A BORG-WARNER INDUSTRY 
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This appliance business is getting 
more competitive day by day and 
the time has come to give more 
thought to those little things 
which make big customer satisfac- 
tion. Among these, don’t overlook 
speed—speed in service, speed in 
offering what's new and best, 
speed in getting acquainted with 
the reputation-building values of 
Air Express. 


dow te make, 
neighbors 
oe out of 
| distants suppliers 


In 


Wren you re faced with shortages. need 


equipment parts, o1 must ship finished products 
to meet contract dates —use the speed and handi- 
ness of Air Express and your worries are over. 
Air Express is the fastest possible way to ship 
or receive; cuts days off shipping time. 

\ir Express goes on all flights of the Scheduled 
Airlines—with air speeds up to 5 miles a minute. 
Special door-to-door service (no extra cost!) 
speeds up your shipments still more. Lse the 
speed of Au Express regularly. You ll find rates 


are surp! isingly low. 


Specify Air Express-Worlds Fastest Shipping Service 


True case history: \I 


( 


GETS THERE FIRST 


AIR EXPRESS. A SERVICE 
OF RAILWAY EXPRESS — 
AGENCY AND THE 


scHeDuLeD AIRLINES or tHe u.s. 
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DISTRIBUTOR NEWS 





by a large number of dealers. Twenty- 
three new models were shown. 
District offices of the Electric Prod- 
icts Co., Cleveland, Ohio have been 
established in San Francisco and Los 
\ngeles. The San Francisco repre- 
sentative is Donald T. Elliott, with 
fices at 921 Howard St. In charge of 
» Los Angeles office at 1262 S. Boyle 
is H. D. Easterbrook 
lr} Joslyn Co. of California has 
msolidated with the Jobbers Supply 


ot Seattle under the new corporate 


V 


Joslyn Pacific Co. General 
and western plant will be main- 
1 at Los Angeles, while sales of 
and warehouses will be in San 
ancisco, Portland, Ore., and Seattle. 
B. Naugle will act as San Francisco 
istrict manager. 
M. G. Sues, president of Sues, 
Young and Brown, Inc., has announced 
e€ appointment of Marshall Wells as 
eneral sales manager. Mr. Wells, 
ho has been with the company since 
its inception, has been acting in the 
ipacity of assistant general sales man- 
ger and major appliance division man 
iger. Edward J. Dymek will be the 
new manager in charge of major ap- 
} 
| 


liances ; he has been a major appliance 
' 


salesman lor over a year. 


CONNECTICUT 


ate Electronic Distributors, Inc., 
39 Treat Rd., Wethersfield, has an- 


} 


nounced the following officers, who are 
ilso directors: president, G. Wilmot 
Carruthers; treasurer, Blanche Janis; 
secretary, Whitefield Reid 
These officers have been announced 
y Ek ctric il Wholesalers, Inc., 30 
\llyn St., Hartford: president and 
assistant treasurer, George L. De 
Pasquale; treasurer, Patrick J. De 
Pasquale; secretary, Francis P. Pal- 
lotti; assistant secretary, Anthony R. 
Belansoni 
For 20 years the Ansley Radio 
rp. has sold direct to dealers. Now 
the firm has decided to go over to the 
orthodox method of using local dis- 
tributors. Their first appointment in 
the New England states is Seaboard 
Distributors, Hartford, Conn., as an- 
neron Gordon, Ans- 


DISTRICT OF COLUMBIA 


and Joe Greber 


ze ol met 


HARRY WOLF, JR. 


chandising and sales for the E. M. 
Rosenthal Co., Washington distribu- 
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OVERNIGHT SERVICE is featured by 
the appliance division of the Auto Equip- 
ment Co. of Denver, which uses Monarch 
Air Lines’ air package service to serve 
sections which are served only by a nar- 
row gauge railroad or, in some cases, by 
no railroad at all. 





tors. The firm handles Bendix radio 
and other lines, and the two new ap- 


JOE GREBER 


pointees will seek more franchises to 


enlarge the firm's scope 


FLORIDA 


The Taran Distributing Co. of Mi- 
ami has been appointed a distributor of 
Ansley radio products in accordance 
vith Ansley’s new distribution policy 


GEORGIA 
The W. T. Shackleford Co. of At- 


lanta has decided to discontinue home 
appliance lines, and in the future will 
feature commercial refrigeration equip 

: ; 11 , 


ment exclusively, Mi Shackle 
States 


ILLINOIS 


An important addition to the appli 
ance distributing field is Butler Broth- 
rs, whose distribution activities have 
heretofore been confined to lines out- 
side the home furnishings field. Now 
they have decided to open appliance 
branches in Chicago, Baltimore, Minne- 
aj olis, St. Louis and Dallas. Some of 
the lines they have acquired are Stew- 
art-Warner, Farnsworth, Gibson, 
Apex, Horton and Voss. G. R. Her- 
berger is president of the company. 











“i with a Sensational New Series of 





Radio and Radio-Phonograph 


Models to make 1948 the biggest year 


in history for Philco Dealers 


Right now, the big news is breaking all over 
the country. Philco distributors are showing in 
their areas a whole series of sensational new 
reXe DCO Vale MB v:Ve bCony e) eLeyeley-auche)eMpeetele() CM comT-Lebetael 
the new year with the greatest spring season 
Philco dealers have ever known. It’s a terrific 
blast of Sales Dynamite... the opening gun in 
the merchandising plans which will help Philco 
dealers top all records for radio profits in 1948! 


If you haven’t already seen and heard the 
story, you'll get it any day now... And 
you'll have new evidence of Philco’s mer- 
chandising leadership ...new proof that the 
radio dealer’s biggest opportunity for sales 
and profits in 1948 lies with... 


PHILCO 
The Leader / 

































































It’s a smart dealer who remembers the 
selling power of Fiberglas*..and uses it! 











A GOOD FEATURE 10 HAVE...A GOOD FEATURE 70 SELL! 


OS Oe Om 68 aa ie a 


FIBERGLAS THERMAL INSULATION 





*Fiberglas is the trademark (Reg. U. S. Pat. Off.) for a variety of products made of or with glass fibers by Owens-Corning Fiberglas Corporation. 
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Lynn Stewart Co. of Chicago is a 
new appointment of the Ansley Radio 
Corp. to distribute Ansley products in 
the Chicago area 

The Salescrest Co., 222 W. Adams 
St., Chicago, headed by Russell G 
Akin, has been named a distributor of 
the Air King line. 


INDIANA 


Showing off a new showroom, 
Appliance Distributors, Inc., 1510 Ox- 
ford St., Fort Wayne, recently played 
host to about 65 dealers from all over 
Indiana at a banquet and exhibit. The 
firm was recently made a distributor 
for Ansley radio products. 


KENTUCKY 


Noblitt-Sparks Industries, Inc., has 
made a distributor appointment in 
Louisville. It is the Myer Bridges Co., 
which will handle the Arvin line in 
Kentucky and southern Indiana. 

Sales were jacked up so much in 
1947 by employees of the Foster Dis- 
tributing Co., 409 W. Main St., Louis- 
ville, that said employees found them- 
selves at Christmas time with a 20 
percent bonus. The company hopes to 
repeat this year. 


LOUISIANA 


Air King Products Co., Inc., has 
announced two new distributors for 
Louisiana. They are the Radio Elec- 
tronic Supply Co., 1419-21 Cameron 
St., Lafayette, and the Central Radio 
Supply Co., 110 De Soto St., P. O. 
Box 8485, Alexandria. 


MARYLAND 


New Ansley distributor in Maryland 
is the Henry Berman Co., 12 E. Lom- 
bard St., Baltimore. The same firm has 
also been given an Air King franchise. 

Wilfrid Graham, formerly of the 
Camden headquarters office of RCA. 





WILFRID GRAHAM 


has joined the sales staff of Morris F. 
Taylor, Silver Springs, manufacturers’ 
representatives. 


MASSACHUSETTS 


W. H. Eisenmann, who has directed 
laundry division sales for the Allied 
Appliance Co., Boston, has been ap- 
pointed metropolitan district manager, 
specializing in Launderall and Ironite. 
Taking over the sales direction of the 
laundry division will be Arthur A. 
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GENERAL ELECTRIC RADIO AND TELEVISION ADVERTISING 
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‘Companion sales _ 
make business fine 
ore items 


EVERHOT line / 





Every Everhot appliance suggests another Everhot to the home- 
maker seeking more comfort and convenience—more time for 
leisure through modern work-saving devices. Everhot quality, 
dependability and smooth performance sell more Everhots to the 
home that has one. 











= —-F.. 
bn 
women? | = 
Everhot Roaster Oven Everhot Rayvector Everhot Fan and Heater 
" r \ for r eat ns , 
‘ le t 
a 
2 
Gate Tine Cas oe ame Everhot Roasterette Everhot Rangette 
- . Big ntrir " sort ; ‘ Cook mplete meal and Doe everything that can 
© appliance t of te goe the table where it ' lone on a kitchen 
| Zit 4 erving range. The only ooking 
Pla Bag ed A year round item unit in thousands of homes 











THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO ~ ESTABLISHED IN 1884 


€VERHOT 
PRODUCTS 


ROASTERS...HEATERS...APPLIANCES 
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A SIGNED CONTRACT handed to Ben Marcus, vice-president and general man- 
ager of General Utilities Distributors, Inc., by A. J. Peterson, manager of general line 
sales for International Harvester, makes effective the former firm's appointment as 
wholesaler of the latter's refrigerator and freezer line in the Chicago area. Others 
present are R. H. Burnside (left), Harvester assistant manager of general line sales, 
and W. C. Conley, General Utilities’ sales manager. 








DISTRIBUTOR NEWS 





Currie, who has had _ considerable 
utility experience. 

Equipment Distributors, Inc., 594 
Newbury St., Boston, has been named 
distributor in the Boston area for In- 
ternational Harvester refrigerators and 
freezers. Alvin C. Zises is president of 
Equipment Distributors and Nathan 
Bersin is vice-president and general 


sales manager. 


MICHIGAN 


The International Harvester Co. has 
appointed RCA Victor Distributing 
Co., 1930 E. Jefferson St., Detroit, as 
distributor of its refrigerators and 
freezers in the Detroit territory. L. W. 
Kanaga is vice-president and general 
manager of the wholesaler, and E. V. 
O’Hara is home appliance sales man- 
ager. 


MISSOURI 


The wholesale appliance and home 
furnishings department of the Jenkins 
Music Co., Kansas City, will soon 
move into the second floor of the seven- 
story Jenkins warehouse t 2lst and 
Wyandotte Sts. It is now spread over 
the basement and sixth floor of the 
Jenkins retail center at 1217 Walnut 
St., according to K. G. Gillespie, gen- 
eral manager of the appliance and 
home furnishings wholesale division. 

A new wholesaler, Shaffer-Lasater 
Corp. of Kansas City, has been an- 
nounced as a new distributor of the 
McAllister bagless vacuum cleaner, 
according to Charles Ross of McAllis- 
ter-Ross. The firm is headed by W. E. 
Shaffer and Paul H. Lasater. 


NEW JERSEY 


The Eagle Sales Co., Inc., 78-80 
3oston St., Newark 3, has been named 
a distributor of “Presto” cookers and 
canners by the National Pressure 
Cooker Co., according to M. H. Freed- 
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man, vice-president, and Frank Kroh- 
nengold, secretary. 

Teldisco, Inc., East Orange, is a new 
distributor at Ansley products. 


NEW YORK 


The Times Appliance Co., Inc., 
Westinghouse distributor for metro- 
politan New York, has appointed Peter 
J. McCabe manager of household re- 





PETER J. McCABE 


frigeration sales, in addition to his 
duties as assistant to the vice-president 
and general sales manager. Mr. Mc- 
Cable has spent 27 years in the appli- 
ance industry, 20 of them with Times 
Appliance in various capacities—sales- 
man, merchandising supervisor, and 
later, assistant to Arthur F. Callahan, 
vice-president and general sales man- 
ager. 

Erskine-Healy, Inc., Rochester area 
distributors, played host to more than 
200 dealers and salesmen for a show- 
ing of 1948 products. Hightlight was 
the presentation by Raymond F. Healy, 
vice-president of the firm, of top award 
in a territory-wide radio sales contest 
to Merle Shaw of Rushville, N. Y. 
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It’s like having 
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1. IT’S A FACT—American Kitchens’ New Assured Profit 2. FREE KITCHEN PLANS—that’s the great offer American 3. SEEING IS BELIEVING—so, when prospects come in for 





“e 


Plan practically guarantees you steady profits! Actual Kitchens’ Spring advertising will make to American their Plan-A-Kit plans, show them American Kitchens 
surveys show American Kitchens is a leading name in women... free Plan-A-Kit designs they’ll have to come many exclusive advantages. And explain how little it 
brand preference with actual kitchen equipment pros- to your store to get! All you have to do is to be sure costs to start a “‘dream’”’ kitchen. Nearly every woman 
pects ...and big, full-color pages in these famous mag- you’re well supplied with Plan-A-Paper. Reorder now! will buy if you show her that she can afford to! 


azines will pre-sell hundreds of thousands more! 
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“ od ° 
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5.“BRANCH SHOWROOMS” 
that’s what each Amer- 
ican Kitchen you install 
amounts to...a ‘“‘silent 
partner”’ that will sell your ” 
customers’ guests on buy- ; @nufacturing 
ing American Kitchens! Connersyitie Indi 
An American Kitchens » Indiana 


4. FOLLOW UP on every Plan-A-Kit plan you give out! franchise “snow balls” your PRODUCERS 0 
And keep a “‘tickler’”’ file to remind you when each cus- profits! So use your Plan- , AA 29 t 
f st , 
a 4 M04, 





AMERICAN CENTRAL} 


Corpora tion " 





tomer has finished paying for each piece of equipment so A-Kit for all it’s worth... h 
you can sell her another! Add-a-unit sales spell steady which is plenty! eS Ld STYLED : 
ofits, so follow ’e before thi hh; ™ Nive , N Steet 
profits, so follow ‘em up pronto... before that monthly ge HENS 


installment money is spent on something else! 
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FREE DISPLAY KIT HELPS MAKE SALES FOR YOU 






7 


General Electric Company, 1 Plastics Avenue, Pittsfield, Mass. 


Plastics Division (A-11), Chemical Department, 


Please send me free Catalogue and new price 
listings on G-} plastics lighting diffusers im 
mediately available 


Please send me free kit of promotion mate 


rial and sales aids for G-E diffusers 
NAMI 
FIRM 
ADDRESS 
CITY 


ZONI STATE 


Please indicate type of firm . . 
wholesaler 


- manufacturer 
, retailer 
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New Profits 


In Your Lighting Department 


G-E Plastics Lighting Diffusers 


S 


Wank a sure bet for your lighting department? 
Just set up a 22-inch display of G-E plastics 
lighting shades and reflectors. Watch their 


built-in customer appeal go to work for you! 


Handsome, sturdy, lightweight—these modern 
plastics diffusers sell on sight. And to give your 
display extra pull, General Electric offers a free 
kit of special sales aids. You get a layout of the 
22-inch counter plan, carefully designed for 


faster sales and easier stocking. You also receive 


a colorful streamer, a generous supply of neck cards, 


a newspaper ad proof, and the valuable 
instruction book, “What You Need to Know 
to Sell G-E Plastics Lighting Diffusers.” 
This kit is furnished you FREE as part of 


General Electric’s store promotion program. 


Get yours TODAY. Send the coupon, or write Plastics 


Division A-11, Chemical Department, General 


Electric Company, 1 Plastics Avenue, Pittsfield, Mass. 


GENERAL @ ELECTRIC 
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Victor H. Meyer, who has been con 
nected with the radio and major ap 
pliance industry for 25 years and op- 
erated under the name of Guardian 
Sales and Service Co., has incorporated 
under the name of Victor H. Meyer & 
Co., Inc., 312 Fifth Ave., New York 
City. Mr. Meyer is president of the 
new corporation, his son Victor J. is 
vice-president, and Samuel A. Sader 
is treasurer. Gordon James has been 
named sales promotion manager and 
George Connor is dealer products 
educator. The firm will represent Spar 
ton, Apex, Gibson, Grand and Dish 
amatic lines. 

Bernhart Cohen has been appointed 
general service manager for Gross 
Distributors, Inc., New York City, ac- 
cording to Benjamin Gross, president 
Mr. Cohen originated the Color Code 
Schematic system for radio, and de- 
veloped it while he was with Strom- 
berg-Carlson as assistant to the na- 
tional service manager. 


The Hartford Products Corp. has 
announced the appointment of the D 
E. Sanford Co. of New York City as 
national sales representatives for the 
“Cafex” line of products. 

In conjunction with taking on the 
products of the National Pressure 
Cooker Co., mainly the Presto canner 
and cooker line, Bruno-New York has 
announced the formation of a new sales 
division for the small home appliance 
field. It will be known as the Security 
Home Appliances Division. 


NORTH CAROLINA 


Southern Appliances, Inc., Charlotte 
was host to something like 200 dealers 
for a preview showing of the 1948 
Leonard refrigerator line. Calvin D 
Mitchell, Southern’s president, and 
Frank Kelly, eastern regional manager 
of Nash-Kelvinator, Leonard’s parent 
company, were the main speakers. 

Westinghouse Electric Supply Co. is 
opening a Piedmont area distributing 
branch at 209 Walker Ave., Greens- 
boro. J. O. Leonard has been named 
manager of the branch; he was a sales 
agent for Westinghouse in Greenville, 
S. C., for more than 11 years. 


OHIO 


The Cleveland Ironing Machine Co.. 
732-734 Schofield Building, Cleveland. 
has been appointed distributors for the 
Kaiser dishwasher in northeastern 
Ohio. 

Robert C. Hager, president of the 
Arnold Wholesale Corp., has an- 
nounced the appointments of Clarke A 
Hoak, D. W. Lerch, Jr., and Harry 
W. Thompson as members of the sales 
staff and Lincoln F. Bradley as credit 
manager. 

The Irving Leon Co. of Cleveland 
has been appointed a distributor of the 
lines of the Ansley Radio Corp. 


OREGON 


The Electrical Distributing Co. ot 
Portland mourns the loss of Ambrose 
M. Cronin, Jr., its president, who was 
killed recently when fire destroyed his 
helicopter. He was 42. 

Stubbs Electric Co. of Portland has 
been named distributor for Westing- 
house lamps, according to Walter 
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Production lines ore humming at White! . .. And now is 
he time for far-sighted dealers and distributors to make 
ee for ae in on the pent-up demand for 
White Automatic Eldctric Water Heaters! 





ie Whites water’s hot pil ‘round the clock! . . . White heaters. 
RP 3g co! 
no give more hot water when it’s needed! . . . Impartial with- 
F drawaltests prove that White Heaters provide 6.9 per cent — 


more hot water per gallon of rated storage capacity than 


the standard acceptable to utility companies. 


You'll make more friends and more profits 
with White—and make them faster! Get the 
facts NOW! 


foweive for particulars of the valuable White 
franchise and open territory .. . 





POEL 


> 


rs 


WHITE PRODUCTS CORPORATION, Middleville, Michigan 
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NEW LYON IRONING TABLE 


Combines unusual strength with 
light weight. Opens and closes 
in one easy motion. Making a 
hit with housewives wherever it 


is displayed. 





This outstanding PACKAGED LINE gives 


your customers “Custom-Built” beauty whether 





the kitchen is equipped complete, or a few units 

at a time. Distinctive Lyon features listed above 
represent only a few of many reasons why women 
“everywhere prefer Lyon Steel Kitchen Cabinets. 
Full production awaits only sufficient steel 
to make full use of our modern kitchen 


| 
| 
| 
| 
cabinet plant. 
| 
| 
| 


LYON METAL PRODUCTS, INCORPORATED 
General Offices: 221 Monroe Ave., Aurora, Ilinois 














Lee> GUD GED GED GED GHED GHED GEED GEED Gum GUD GED GED GED GED G&D G=D GED a=D aD aD ad Branches and Deolers in All Principal Cities 
A PARTIAL LIST OF LYON PRODUCTS 
* Shelving * Kitchen Cabinets * Filing Cabinets * Storage Cabinets * Work Benches 
* Lockers * Display Equipment * Cabinet Benches * Folding Chairs * Bench Drawers 
* Wood Working Benches * Hanging Cabinets * Tool Stands * Drawing Tables * Drawer Units 
*Economy Locker Racks * Welding Benches * Service Carts * Flat Drawer Files * Tool Boxes 
* Conveyors * Bar Racks * Hopper Bins * Tool Trays * Sorting Files 
* Shop Boxes * Bin Units * Parts Cases * Desks * Stools * Ironing Tables 
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DISTRIBUTOR NEWS | 


Thompson, Pacific Coast manager for 
the Westinghouse Electric Corp.'s 
lamp division. 

The Electric Products Co., Cleve. 
land, Ohio, has set up a West Coast 
district office in Portland, headed by 
William J. Cottrell. 

William E. Bell has joined the Ap- 
pliance Wholesalers of Oregon. Mr. 
Bell was formerly with Pacific Power 
& Light Co. 


PENNSYLVANIA 


Pittsburgh Products €o0. Home 
Laundry Equipment, distributors, re- 
cently opened its new appliance show- 
room in Pittsburgh. Among major 
appliance line featured are Blackstone 
laundry products. 

Mal Marshall, new sales promotion 
manager of the Anchor Distributing 
Co., 955-957 Liberty Ave., Pittsburgh, 
has completed a series of dealer sales 
training meetings which featured new 
1948 model Crosley radios. 

Two Pennsylvania firms are new 
distributors of Ansley radio products. 
The first is Bryson & Dorris, Inc., 
Pittsburgh, and the second is the Kay- 
ler Distributing Co. of Philadelphia. 

Air King has named three new dis- 
tributors in Pennsylvania. One is 
Cumberland Wholesalers, % Fay Dis- 
tributors Radio Co., E. Kaufman St., 
Connellsville; another is York Radio 
and Refrigerator Co., 265 W. Market 
St., York; and the third is Scranton 
Radio and Television Supply Co., 519 
Mulberry St., Scranton. 

The Anchor Distributing Co., 955- 
957 Liberty Ave., Pittsburgh, has made 
a new appointment. The recipient is 





HERBERT J. HARRIS 


Herbert J. Harris, who, according to 
Harold W. Goldstein, is new operations 
manager. Mr. Harris has been assistant 
sales manager of the appliance division 
of another wholesaler. 


SOUTH CAROLINA 


Howard Heap and C. H. Kelly have 
set up a manufacturers’ agency, known 
as the H. & K. Co., at 1224 Taylor St. 
Columbia. They will cover North and 
South Carolina. 

R. P. (Bob) Almy has resigned a 
assistant general sales manager for the 
radio division of Sylvania Electr 
Products, Inc. He has acquired part 
ownership in the Dixie Radio Supply 
Co. of Columbia, S. C., and will be- 
come vice-president and assistant ger- 


, 1948—ELECTRICAL MERCHANDISING 








KA 
world 
the Z 
and 1 
for y 
Wurl 
venti 
50 tc 
prove 
5% 
plays 


< 


ELEC 





‘ @ 











—— 


The COBRA 1s Only One of 
the Reasons Why America 
Prefers Zenith 





lhe Famous. FE 


COBRA TONE ARM 
tt Sil the Poitew 


Wurlitzer Sc He Cobou 


¥& After exhaustive tests, Rudolph Wurlitzer Company, the 
world’s largest maker of commercial phonographs, selected 
the Zenith COBRA Tone Arm for use on all its models .. . 
and the reason why makes mighty good sales ammunition 
lor you. 

Wurlitzer’s years of experience had shown that with the con- 
ventional type pickup, record fidelity starts to fall off at from 
0 to 300 plays and from then on falls off fast. Their tests 
proved that with the COBRA Tone Arm records still retained 
5% of their original tone fidelity after TWO THOUSAND 
plays. 


TELL THE WURLITZER STORY TO YOUR CUSTOMERS 


Here’s what it means to them. They can be sure that a Zenith 
Radio Phonograph with a COBRA Tone Arm will play their 
records as often as they like and still keep them sounding 
virtually like new. Furthermore, the COBRA reproduces rec- 
ords so perfectly without annoying needle noise or scratch that 
even brand new records sound better. Yes, the COBRA means 
record reproduction at its best—and only Zenith has the 


COBRA. 


Leni Radio Coypordiion » COO/ Chickens. Ylve » Chicago 39, We. 
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Customers 
will welcome 
these 


Oil Control 
Accessories 


A-P Heat Regulator Set for Vaporizing 
Burning Space Heaters 
















Easy to Install 
on New or Old 
Units... 























Here is THERMOSTATIC Temperature Control that will save oil, 
provide greater comfort, greater convenience wherever. a Vapor- 
izing Burner Oil Heater is used. You can install it on new heaters 
as well as those made as far back as 1939 — oil using the A-P 
Model 240-DR, UR or YR Manual Controls. That means a long 
prospect list and a chance to call on old heater customers — 
with profit. 

Complete “Sales Package"’ includes an Electric ‘““Auto-Heat”’ 
Conversion Top, Wall Thermostat, a Transformer, and all acces- 
sories for quick and easy installation 


A-P OILIFTER with integral Filter unit 


The OILIFTER attached to ANY va- 
porizing burner appliance—heater, 
range, water heater, furnace — 
ENDS OIL HANDLING IN THE HOME. 
Avoids oil carrying, spilling, wast- 
ing by old-fashioned “bucketing”’. 
Lifts oil to third story or 100 feet 
horizontally. Capacity, 1% gallons 
per hour sufficient for one or more 
appliances. Easy to install — re- 
quires only single s"’ tubing 





A-P Fuel Oil “TRAPIT” Traps Impurities in Oil 


Efficiency of any oil burning appliance will 
be definitely improved with this A-P Fuel | 
Oil TRAPIT. Keeps troublesome impurities \4 
out of the oil to avoid many causes of serv- 
ice calls. Capacity, up to 3 gallons per hour. 


CASH IN NOW on this rich Accessory Mar- 
ket! Write today for complete sales materidl 
on A-P Oil Control Accessories. 


AUTOMATIC PRODUCS COMPANY 


2400 North Thirty-Second Street, Milwaukee 10, Wisconsin 


DEPENDABLE 





OitL CONTROLS 


Designed to Eliminate Servicing 
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STEP RIGHT UP and take your pick from the radio tubes, parts, and accessories 
displayed in Emerson-New York's newly modernized sales rooms on New York's 8th 


Ave. just as these dealers are doing. 








DISTRIBUTOR NEWS 








eral manager of that company. The 
firm, which distributes electronic parts 


and equipment in the Carolinas, has 





Ta ws at Greenville, S. C., Greens 
boro, N. C., and Charlotte, N. C. Mr. 
Almy’s headquarters will be in the 
main office. 


Adult Appliance Education 


E 





TENNESSEE 

Shobe, Inc., 1117 Union Ave., Mem 
phis, made 37 employees happy aroun 
Christmas time when it came throug! 
with its semi-annual bonus. Four « 
the 37, with the company less than 90 
days, got a flat $25 each, and the rest 
netted substantial shares of a profit 
bonus of $13 SRY 

VIRGINIA 

Communications Equipment Co., 21| 
\\. Main St., Salem, is a new distrib 
t 1 the lines of \ir King Product 
Ce 

ln Lynchburg, the Eastern Elect 
(o. has announced the purchase of a 
seven-story building in the wholesale 
district as part of an expansion pr 
eran 

WASHINGTON 
The new address of Northweste: 


Agencies, Inc. of Seattle is 4130 First 
Ave. S., Seattle 4. The firm is a 


manufacturers’ representative. 





ONE OF THREE major appliance service schools held by Raybro Electric Supplies 


Inc., of Florida was held in Jacksonville, and these were the participants. 
Clark and ABC products were the lines concentrated on 
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Well woth 


We haven't noticed any of Woman's Day 
advertisers climbing into foxholes at the threat 


of recession. To the contrary, they re foxy 
es : 





th enough to realize the potential inherent in the 
$11,637,000,000 disposable income that 
our more than 3,000,000 housewives and mothers 
will spend in ‘48 satisfying the appetites of 
the 11,400,000 individuals who comprise 
their collective families: 
$100,000,000 for Electrical Appliances, Refrigerators, 
Cooking Equipment 
85,000,000 for Radios, Phonographs, Musical 
Instruments 
103,000,000 for Electricity 
” 48,000,000 for Durable Toys, Sports Goods 
176,000,000 for Furniture 
Woman's Day baits your advertising trap with an editorial 
interest that produces //e greatest single copy sale of any 
magazine in existence: that has pulled as many as 
600,000 reader letters and 700,000 requests for instructions 
(without advertising influence) in a single year. And, at 
the lowest page rate per thousand of any women’s service 
magazine. Here, with 71 of its circulation concentrated 
in cities of 10,000 and over, is the greatest concentration of 
price-conscious, economy minded women in America. 
, Advertisers who count costs court women who count pennies. 
FOUND MONEY—A satisfied pay-as-you-go advertiser writes: “So far, 
we* have received nearly 12,000 orders (for a $2.98 book) from this 
page, and the returns are still coming in. Naturally, | am greatly pleased 
P| with these results which I consider strong evidence of the responsiveness 
% of Woman's Day readers.” * Name upon request 
& 7 
. e iA e 
° 
because buying is a woman’s business 


4 





a WomansDay is never done JELLY, 
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SPECIAL-PURPOSE STEELS 


help put customers on your list to stay 


\ handsome finish certainly helps customers 
make up their minds about the apphances you 
ell. But, to keep them satisfied, this beauty must 
fay smooth and sparkling Lhat’s a job for the 
metal under the finish — the sleel you never see 


can count on long life and 


Your 
beauty when the metal base is an Armco special 
sheet stecl. Many thes« 
metals were developed by Armco 


casily 


custome! 


purpose ircady know 


extra-quality 
ittractive, 


especially to tak ind hold an 


cleanable finish. ‘Thirty-four vears of national 
idvertising have made millions of people familiar 
with Armco basic metal qualit 


Arico Ename 


ling Iron in porcelain enameled 





\RMCS 


THE FAMILIAR ARMCO TRIANGLE 





appliances assures a tight, enduring bond between 
the metal and the hard, glossy finish. In the paint- 
enamel parts of laundry dryers, food freezers and 
other appliances, Armco Galvanized Pain1cRIP 
Steel is used by leading manufacturers to insure 


lasting good looks and long service. 


\s competition gets tougher, vou'll want to 
point out the advantages of these and other 
special-purpose stecls in the appliances you sell. 
Phe Armco triangle will help convince customers 
and keep them satisfied with their purchases. 
lhe American Rolling Mill Company, 55 Curtis 
Strect, Middletown, Ohio. Export: ‘The Armco 
International Corporation. 


} THE AMERICAN ROLLING MILL COMPANY 


IDENTIFIES SPECIAL-PURPOSE STEELS THAT HELP 


MANUFACTURERS MAKE MORE ATTRACTIVE, MORE USEFUL, LONGER-LASTING PRODUCTS 


NATIONALLY ADVERTISED FOR 34 YEARS 
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Strouss-Hirshberg, Youngstown 
Opens New Appliance Store 


Phe Strouss-Hirshberg Co., Yo 
vn department store, recently 
yrand opening of its new South 
Appliance — store The new unit 

strictly au appliance outlet. A 


plete kitchen pl 
torium are 
where cooking and 
will be held. The 


appliance store first 


umming center and a 
located on the second floor 
laundry scl 
Strouss- Hirshberg 
opened its doors 
March 9, 1875. The 
firm expanded in 1877 and 
1893, with an addition being built 


for business on 


again in 


1906, extending the establishment 
Commerce St. By 1921 expansion was 
necessary agam with a new store he 
ing built in 1926. Branches are locat 
n New Castle, Pa., and Warren, O 


Discher Named Acting Buyer 
of Appliances at Krank & Seder 


Jose \. Discher, former assistant 
1\¢ lla ippilance andl | 
lrank & Seder, P ile " 
een appointed acting buyer, it was an 
unced recently by Mack Wilso 
resident. Mr. Discher was earlic is 


wiated vith — the Kel-Ben Se 
Center in Camden, N. J. 


Sears Names Seitz 
As Small Appliance Buyer 


Sears Roebuck and ( recently 
iounced i tment of Claude 
1 fas supe sO t newly created 
buying department small electri 


apphauces, fixtures, wire and wit 
sundries 
| 


Jomimg Sears in September, 1934, as 


i salesman in the Omaha, Nebr., store 
he served as assistant manager and 
manager of several stores in the Mid 
dle West. He was transferred to Chi 
cago headquarters several years ag 


as a retail sales manager 


Amicable Settlement 





WHO LIKES TO DO DISHES? Well, 
it seems Mr. C. A. Willets, Jr., of Chi- 
cago, will let Mrs. Willet do the cooking 
if he can use the dishwasher he contem 
plates buying at Mandel Brothers,’ Chi 





cago, new model kitchen in their re- 
modeled appliance department on the 
men’s floor. 









ELECT 





] AMMOUNCING te new OuorieRn 


automatic % 





AS water heaters! 


Precision built by the pioneer of the automatic 
fuel oil water heater! Packed with exclusive 
Duo-Therm quality-performance features! 


Meet the newest member of a famous appliance family: the brand 
new, grand new Duo-Therm Automatic GAS Water Heater. 


Simplicity is the keynote of its design. Quality is inherent in every 
feature. It’s Duo-Therm-engineered with the know-how of 20 years 
specialization in heating equipment exclusively. 


Just look at these easy-to-sell, plus-performance features: 


1. EXTRA FAST RECOVERY insures plenty of hot water even during 
periods of peak demand. 


2. NEW, EXCLUSIVE Equaflame burner! Tapered burner profile and 
hidden baffle accurately meter a uniform supply of gas to the two 
precision drilled and machined port rows. No blank spots, no un- 
even flame jets! 


3. LONG-LIFE heavy duty boiler with off-center flue which eliminates 
drippage from condensation on the burner. Promotes economy of 
operation by increasing the distance heat travels, utilizing more 
heat units. 

4. SPUN-GLASS INSULATION throughout! Extra heavy 1 14-inch layer 
of spun-glass insulation completely surrounds boiler, reduces stand- 
by loss to a minimum. 


5. GRAYSON-ROBERTSHAW ‘‘Unitrol’’—standard on all 3 models. 
Meters gas to burner, regulates water temperatures, filters gas for 
pilot flame, shuts off gas should pilot light go out. 100% automatic 
shut-off. 


. 


6. MULTI-PURPOSE heat chamber base! Scientifically shaped to meter 
secondary air accurately and uniformly to all parts of the burner for 
greater efficiency. Also acts as burner support and, in addition, traps 
water of condensation, thus preventing burner corrosion. 


7. STREAMLINED modern design. Lustrous white enamel casings. 
Compact, clean, uncluttered lines. Easy to wipe clean with a damp 
cloth, easy to keep clean. 

8. DOUBLE BASE provides an insulated support — permits installation 
on wood, linoleum or other floors with complete safety. 


9. APPROVED BY AGA for use with all types of gas including LP. 
Proved in extensive field and laboratory tests. 


Add Duo-Therm’s Gas water heaters to your line for prestige, for 
profits, for satisfied customers! See your distributor—or write 
Duo-Therm direct. 


theres always something doing at 


Dvo-Therm 





Duo-Therm is a registered trademark of Motor Whee! Corporation, Copyright 1948. ALWAYS TH E LEADER 
_— 
AUTOMATIC FUEL OIL AND GAS WATER HEATERS FUEL OIL SPACE HEATERS HOO FUEL OIL FURNACES 
p 4 


Made by the Duo-Therm Division of Motor Wheel Corp., Lansing 3, Michigan 
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Watch! One light litt releases 
jce cubes UKE MAGC! j 











Let Inland superiority be an extra salesman in your store! 


Want real assistance in your refrigerator 
and replacement tray selling? Of course 
you do! Then be sure to demonstrate Inland 
trays to your customers. Let their amazing 
quality and performance speak for them- 
selves... and do a selling job for you! 
The secret of Inland superiority ¢ It’s 
the ingenious “Magic-Touch” lever and re- 
lease mechanism. One light touch instantly 
loosens sparkling, generous-sized, dry ice 


cubes from the “Magic-Finish” grids. 


Because the cubes are released directly 
into the pan, there’s no icy handling, no 
dropped cubes, no muss, fuss, or bother 
such as you find with ordinary ice trays. 
Other features? Unrivalled good looks. 
Speedy freezing action of durable metal 
pan. And rugged construction throughout. 
The instant-acting pan lifter optional. 
Write today for full details! 


INLAND MANUFACTURING DIVISION 
General Motors Corp., Dayton, Ohio 


TEASING © 


fe 57 PREBLING " 


— gtItK RL 


© ICE TRAYS »y EAN 


Ww SA 
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Sisken Named Appliance 
Manager at Finger Stores 


The Finger Furniture Co., Houst.,) 
Texas, recently announced the a; 
pointment of Norman | 
merchandise manager of the appli 
ance department, a position invol 


Sisken a 


yperation of appliance merchandising 
in the company’s eight stores and the 
buying and management of appliance 
for the company’s new contract diy; 
sion. Mr. Sisken was associated for 
14 years with General Electric Supply 
Co. and Lake Shore Electronics 


Eastern-Columbia Opens New 
Street Floor Appliance Annex 


J. M. Sieroty, executive vice-presi 
dent and general manager of Faster: 
Columbia, Inc., Los Angeles, recent! 
announced the opening of the Hil 
Street Annex, a street floor applianc 
department, described as “the 
major move in making Easter 
Columbia a_ block-long | store 
Broadway to Hill St.” The annex 
offers street level service on natiot 
ally known lines of major and smal 
appliances. The 4,250 square feet 
floor are covered with a hard rub! 
tile. The interiors are illuminated b 
direct ceiling fluorescent lighting 
all-glass front and doors are 
tected by a deep all-steel marque 
The present 10th floor appliance op 
ation of the firm will be retained, a 
cording to G. W. Blair, major appli 
ance buyer, and J. E. Berger, division 
al merchandise manager for small 
appliances. 


Barber, Appliance Manager, 
Resigns from Montgomery Ward 


Howard B. Barber, group manager 
of major appliances, stoves and radios 
has resigned from Montgomery Ward 
& Co., Chicago, to accept a position 
as vice-president in charge of sales 
for Brunswick-Balke-Collender. Prior 
to his association with Montgomery 
Ward, Mr. Barber was head of ap- 
pliance merchandising for Affiliated 
Retailers, N. Y. 


Binghamton Firm Opens 
New Appliance Center 


Fowler, Dick & Walker, Binghan 
ton, N. Y., department. store, has 
opened a new appliance center on its 
street floor, which the management 
describes as “the largest and most 
complete home appliance department 
in southern New York.” 


Dohrmann’s Opens New 
San Francisco Store 


Francisco, has 
completed its new housewares store 
located at 281 Geary St. Ventilated 
and sound-proof record and radio dem 
onstration rooms are located on t! 
third floor, as well as a complete m 
kitchen and model laundry, and 
plays of stoves and refrigerators 
the fourth floor is a modern h¢ 
wares department, 
various shops. 


Dohrmann’s, San 


partitioned 






















O. 


ELECT 


ONLY VORNADO GIVES YOU THE=m™ 


New L00 


“| IN AIR CIRCULATORS/ 


Wherever it is shown, Vornado steals the show! é S 










It's beautiful, exciting, entirely different in 
appearance. This new masterpiece of air circula- 
tion is beyond all competition for quick turnover, 
“ net profits, and customer satisfaction. Its sleek 
smartness takes the eye. Its matchless perform- 
ance wins the heart. Its enthusiastic owners send 
new streams of buyers to all dealers. Order now 
from your distributor. Display, demonstrate, sell, 


and enjoy the volume all Vornado dealers enjoy! 


mae 











To oe 8tfunp 
Zr * ay 
* Guaranteed by ~ 
Good Housekeeping 
r 


¢ 
"or iy 
45 aovearisto 


ager New sizes, table and ped- 





don estal models, greater pro- 





rior duction, national advertis- 
nel ing, all forecast record sales 
this coming season. Prices 
are still at OPA levels or 


wih lower. 







Foul? Finest 
A ir Q. rou i lors 





THE O. A. Sutton Corporation, WICHITA, KANSAS 
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24” and 36” PANTRY ETTES shown 


VATE ST SF jad ae OM 





with Morton Base Cabinet in Refrig 


erator Grouping 
cient FOOD STORAGI 


a practical, effi 


CENTER 


The PANTRYETTE is actually a new piece of 
kitchen furniture, designed by Morton to include 
many features not found in ordinary wall cabinets. 
Practical as well as beautiful, PANTRYETTE 
replaces the old-fashioned pantry. 
kitchen wall space into storage space that 
brings everything within arm’s reach . . . a place 
for everything; everything in its place. 

This is an EXCLUSIVE for Morton dealers— 


a worth-while sales-builder. 


For complete flexibility to all WORK CENTERS 


and all types and sizes of kitchens, PANTRYETTES 


are made in five widths: MASTER Series—60’, 
54” and 42”; SPECIAL Series—306" designed for 
Refrigerator Groupings, and the adaptable 21" 


width to fit narrow wall areas. 


You will find the key to kitchen modernization 
in the PANTRYETTE—the key to extra sales in 
Morton’s Unit Sale Plan. Contact any Morton 


distributor for full information. 


MANUFACTURING COMPANY 


General Offices: 5125 West Lake Street, Chicago 44, Illinois 
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Thompson Succeeds O’Brien 
as Buyer at Gilchrist’s 


Daniel V. O'Brien has been syc- 
ceeded as buyer of major appliances 
radios and records at the Gilchrist 
3oston, by Merrill K. Thompson 
former appliance merchandise manage; 


at the R. H. White Co. 


Wathen Named Appliance 
Buyer at Harbour Longmire 


L. C. Wathen, former territoria! 
salesman for the National Stove Co. 
has been appointed buyer of appli 
ances at Harbour Longmire Co., Okla 
homa, a division of Spiegel’s, In 


Bloomingdale’s Ups Wachtel 
To Assistant Appliance Buyer 


\mong recent personnel changes 
made at Bloomingdale’s, New York, 
Jack Wachtel was named assistant 
buyer of small appliances 


Edwards & Son Launches 
Annex for Appliances 


klectrical appliances moved into the 
spotlight at the E. W. Edwards & 
Son department store in Rochester, 
N. Y., when the firm opened a new 
aunex devoted exclusively to electrica 
appliances at the corner of St. Paul 
and Division streets, next to the main 
store. In the new department, which 
replaces the former sixth floor sec- 
tion, are 3,530 square feet of floor 
space. On three sides, the entire de- 
partment is visible for windows begin 
at ankle height. The lighting is in- 
direct and was supplied by G-E Curtis. 
The department is finished with dusty 
rose walls and grey blue ceilings. 
Sound-proof phonograph and_ radio 
booths are provided. The department 
also includes a complete Hotpoint 
kitchen, focal point for cooking demon- 
strations by Sally Franklin, the store’s 
home economist. Eugene Murphy is 
head of the department and Theodore 
Lemm is vice-president and general 
manager of the firm. 


New Columbia Section 
Opens On West Coast 


With the opening of a major and 
small appliance department, Columbia 
Store, Long Beach, Calif., has com 
pleted first steps in a* $250,000 ex 
pansion program. 

I. Sukman, vice-president of the 
store, of which Eastern-Columbia in 
Los Angeles is the parent, has ap- 
pointed Wallace G. Schuler to head 
the appliance section. Mr. Schuler re- 
cently joined the organization follow- 
ing six years with the Continental 
Sales & Service Co., St. Louis ap 
pliance distributors. 

Appliances occupy 1,800 sq. ft. of the 
ground floor, with a window devoted 
entirely to appliances fronting the de 
partment. Selling and display area 
have been departmentalized in the 
room. A model laundry centers re 
lated merchandise. Radios and tele 
vision receivers are to be located in 
the center with small appliances place: 
in a built-in lighted wall case. 
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wih a PROFIT FUTURE 


You’re looking at something different in a sun- 
heat lamp—the new Dazor. You will hear a lot 
about it in the months ahead. The top selling 
point will be its patented, exclusive floating fea- 
ture—the same feature that has sold 1,125,000 
Dazor Floating Lamps for better lighting. 


With this Dazor in the home, the whole family 
can easily enjoy healthful sun or heat rays... 
anywhere...any time. A guiding grip of the 
handle quickly floats the reflector to the exact 
position desired. No locking necessary because 
firm holding action is provided by the Dazor 
Floating Arm. The socket takes any standard 














\ 
\ 





sun or heat bulb (an extra sale for you). 


And that’s only part of the story. The sturdy 
Dazor is a quality instrument. It has eye appeal 


. for added buy appeal...modern design...a 


distinctive two-tone baked enamel finish of 
smooth ivory-tan and fine wrinkle brown. The 
lamp is equipped with a 9-ft. cord. 

With plenty of cold, blustery days still to come, 
there’ll be no letup in the demand for both sun 
and heat lamps. Meet it with the “last word” 
in sun-heat lamp convenience. Sell Dazor—the 
lamp with the standout floating feature . . . with 
the brightest profit future. 


IMMEDIATE DELIVERY! Phone, Wire or Write Your Dazor 


Distributor for full details. Ask him about the de luxe two-color con- 
sumer folder (Form 598, shown at left) designed especially for 
retailers. If his name is required, write Dazor Manufacturing Corp., 
. 4481-87 Duncan Ave., St. Louis 10, Mo. In Canada address inquiries 
” to Amalgamated Electric Corporation Limited, Toronto 6, Ontario. 
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Moves FREES 

m! INTO any POST 

AND STAYS PUL GG 
witnour Lock! 





For a Profit-Winning Combination, add the 
popular Dazor products pictured here. Above: 
Dazor Floating Lamp, long a favorite in com- 
merce and industry, now available for the home 
market: study, sewing, workbench, bridge, etc. 
Fluorescent or incandescent... choice of four 
bases. Below: Dazor Floating Magnifier, with 
fluorescent lighting. Used in first aid depart- 
ments, by doctors, stamp and coin collectors, etc. 
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You can’t beat this comb tion 
for stepping up appliance sales © 
and profits! | 


Read these four sales factors again. They are mighty impor- 3 
tant to YOU. They are inter-related—they add up to tremen- 
dous sales of your appliances to your best customers and 
salesmen—THE BUILDERS. 

The building business is not only the biggest market for @ 
appliances—it is by far the biggest market for applianceg™ 
dealers, because 94% of all builders buy from dealers. 4% 

Now take a look at the market. Here’s a partial list of the” 
appliances builders install in the modern small home: 


ree 
| 





































Washers Disposals lroners 
Dishwashers Water Heaters Refrigerators 
Ranges Attic Ventilating Kitchen Ventilating 


Home Freezers Fans Fans 

Dryers Bathroom Heaters 
THIS MESSAGE is addressed to you by the publishers 
of the building industry's leading contractor-builder 
mogozine—PRACTICAL BUILDER—in the interest of 
bringing you and your builder customer closer together, 
for your-mutuol benefit. Totol distribution—70,000 copies. 


That's a big order from one customer. What's more, it’s an 
easy order to sell because builders know from experience 
that it is good business for them to buy and install major 
appliances, because appliances greatly enhance the value of 
the homes that builders build and sell. PRACTICAL BUILDER 
taught them that. PRACTICAL BUILDER is the magazine that 
made builders appliance-minded—made them your best cus- 
tomers, as well as your best salesman. 

The builder is more important than ever before in your 
sales picture. He’s a buyer and seller of appliances in huge 
volume. He's the one man who puts a price tag on the homes 
he builds. He sells the complete home-package, and that 
means your appliances, too. 

Get acquainted with your builder customer—advise him— 
counsel him, because he is the one who will sell more appli- 
ances—faster—for you. 


PRACTICAL 


. BUILDER 


‘Leads Editorially’ 





PRACTICAL BUILDER - 5 SOUTH WABASH AVE. + CHICAGO 3, ILL. 


Also publishers of BUILDING SUPPLY NEWS, the leading lumber and building material dealer trade paper. 


More builders pay to read PRACTICAL BUILDER than any other publication 
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Palm Beach Dealers Protest 
Appliance Black Marketers 


Under the heading, “We dra, 
conclusions, we present only facts,” th 
Electrical Dealers Assn. of the Palm 
Seaches, Fla., recently published a 
three column advertisement in the 
Palm Beach Post-Times advising the 
public that “certain nationally adver- 
tised electrical appliances are being 
offered in our local market by othe 
than franchised dealers.” The deal 
said in the ad that they do not condone 
the sale of appliances at prices othe 
than those nationally advertised and 
that it is impossible to offer applian 
at fair prices if they have been 
tained through illegitimate channels 


Carlos Stone Appointed 
Intermountain Manager 


New manager of the Intermounta 
Electrical Assn. is Carlos W. Stone 
of Provo, Utah, succeeding Arthur | 


Reynolds, who resigned to accept a 
position with Westinghouse Electri 
Supply Corp. For the past six yea 
Mr. Stone has been director of sales 
and public relations for the Provo City 
department of utilities and secretary 
treasurer of the Utah County Chapter, 


IEA. 


Jamestown Dealers Re-Elect 
W. S. Hake to Presidency 


During the next ten years about 
10,000 electric dryers, 8,000 ironers, 
3,500 ranges, 5,000 toasters, 7,500 dish 
washers, 7,500 electrical disposal units, 
10,000 radios, and 8,000 washers will 
be sold in Jamestown, N. Y., predicted 
William S. Hake recently, following 
his re-election to the office of president 
of the Jamestown Electrical Dealers 
\ssn. Elected 
Marvin A. Chindgren; the new secre 
tary is John Johnson; and new treas 
urer is Winfield Ayers 


vice-president was 


Honest Injun 


NO CARTOON CHARACTERis Leonard 
Foolish Woman — and not so foolish 
either—a full-blooded Sioux Indian who 
recently got all the dope on the Uni 
versal electric blanket from E. G. Riley 
of the Gas & Electric Co. of Rapid City, 
South Dakota. 
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The light weight, resilient construction of Wirebound Boxes and Crates 
offers safer, lower cost shipping that benefits the dealer, 

wholesaler and manufacturer alike. Wirebounds combine the strength 
of steel with thinner wood ... a time-tested combination that 
withstands the shocks of rough handling in all phases of warehousing 
and shipping. This means lower shipping charges, reduced 

damage, and fewer losses of time and money on returned goods. 
Every Wirebound is specifically designed to meet the requirements 

of each product carried . . . whether it is heavy hardware, 

component parts, a product with enameled surfaces or 

constructed of thin sheet metal sections. Wirebounds are 

easier to handle, easier to unpack and can often be reused. 


Yes, if it's shipped Wirebound you can be sure it's shipped right! 


it () 


Z 
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BOXES & CRATES 





WIREBOUND BOX MANUFACTURERS ASSOCIATION 
ROOM 1826, BORLAND BUILDING, CHICAGO 3, ILLINOIS 
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THIS 
HANKSCRAFT 
NATURAL 
iS YOUR 


PROFIT OPPORTUNITY 


This dramatic, 3-dimensional Easter dis 
play attracts and sells. Yes, Easter and 
Egg Cookers xR together, so put this 
eye-catching display to work in your 
windows or on your counter and see 


how it speeds uy sales 





The WANKSCRAFT 


E99 


For sales appeal you can't beat this beautiful Hanks- 
cratt Egg Cooker. Delicious eggs — poached, boiled, 
scrambled or shirred are easy to ptepare right at 
the table. Water poured in cooker base turns to steam, 
cooking eggs evenly throughout. When water is gone 
unit shuts off automatically, Underwriters approved. 


Model 874 $5.95 retail 





Te HANKSCRAFT 


Includes the No, 874 Egg Cooker in bright ced 
porcelain with chrome dome, 4 gaily colored. egg - 
cups, glass poaching dish and ghrome serving tray. - 
A colorful display item. py ode) 1083 $8.95 : “Pisd 

















Now you can get in the profitable Egg 


Cooker business for only $25.02. This 
a new Hankscraft display assortment pro 
vides you with a knockout Egg Cooker 


department in a single compact unit 


HANKSCRAFT DISPLAY ASSORTMENT No. 48E 


(CARTONED IN ONE STANDARD PACKAGE) 


Model No. 1083 Egg Service Sets. Retail at $8.95 each $17.90 

4 Model No. 874 Egg Cookers (one each in Red, Yellow 
Blue. Green). Retail at $5.95 each 23.80 
| Three-dimensional window disy lay No Charge 
Your selling price $41.70 


Your cost 25.02 
YOUR PROFIT 416.68 











The WANKSCRAFT COMPANY, Madison 3, Wis. 


E99 2, 














C 





LEAGUE scTITES | 





Inland Empire League 
Makes Plans for 1948 


At its first anniversary meeting the 
Inland Empire Electrical Dealers 
Assn., Spokane, Wash. elected officers 
reported on projects started in its first 
vear, and laid plans for future projects 

John Boothe, Brown-Johnston Elec 
trical Co., was re-elected president: 
V. J. Morris, Morris Electrical Appli 
ances, vice-president ; Kenneth Hughes 
Hughes Electric Co., treasurer: Frank 
Toole, Washington Water Power 
secretary. 

President Boothe reported that dur 
ing the past year research in retail 
operating costs as well as studies of 
compensating salesmen have been car 
ried on. In the year ahead the group 
will hold district meetings throughout 
the Inland Empire for both customers 
and electrical dealers. Talks are 
planned on the need for adequate 
wiring, home freezing units, and 
kitchen planning 


Pullman Chapter of Empire 
League Elects New Officers 


Charles Fanning was elected presi 
dent of the Pullman Chapter of the 
Inland Empire Electrical League at a 
recent meeting during which the 
organization made plans for 1948 
trade development programs. 


Louisville Wholesalers 
Organize Association 


Harmonious relations between firms 
in the electrical business, good will, 
and development of the local appliance 
market were quoted as objects of the 
newly formed Wholesale Appliance 
Assn., Louisville, Ky., formally organ- 
ized at a meeting at the Pendennis 


Club. Eighteen member firms were F 





Photog 


represented. Officers include: R. M 
Foster, president; George R. Ewald 
vice-president; and Curtis Craig 
secretary-treasurer. 


Spokane Chapter of IEEDA 
Chooses Officers for Year 


The Spokane Chapter of the In- SURG 
land Empire Electrical Dealers Assn. more 
elected new officers at a special meet- prog 
ing at the Desert Hotel in late Novem- 


ber. John Boothe, Brown-Johnston 
Co., was re-elected president. Other 
officers include: V. J. Morris, vice- 
president; Kenneth Hughes, treas- 
urer; Frank Toole, secretary; Stanley 
Densow, Edward Falls, Jr., and M. FE 
LeCounte, directors. The election 
marked the first anniversary of the 
organization, formed to benefit mem 
bers and customers with a progressive 
trade development program and special 
services to electrical businesses. 


Frigidaire’s Kelly Speaks 
at West Penn. League Meeting 


“The Electric Appliance Outlook as 
I See It” was the subject of a talk by 
H. M. Kelley, appliance sales man 
ager of the Frigidaire Division ot 
General Motors, to members of the 
Electric League of Western Penn 
sylvania at a luncheon meeting 01 
December 8 





PAGE 172 FEBRUARY 1, 1948—ELECTRICAL MERCHANDISING ELEC 








COMPANION 


; MS He ée 
i oe ee? Se as ge 
3 ees eal 


ie 


a 





f 

_ - Pa " 
ae 4 . % 
i & 4 











Photograph by Beattie-Watts 





~~ 
aie pee 2 = 








TORY N U M 




















Fewer unnecessary operations 
...because women acted! 


SURGICAL ETHICS MUST BE RAISED — This was the demand of aroused readers who requested 
more than 76,000 reprints of recent COMPANION article “Unnecessary Operations.” Further 
progress was made when leading newspapers throughout the country quoted the article. 

















COMPANION HAS GREATER PENE- 
TRATION — proved by a steady in- 
crease in percentage of readers who 
finish what they begin! In 1944, 
73% of COMPANION readers who 
“read some” — read all. This rose to 
75% in 1945 — 79% in 1946. 


MORE YOUNG READERS—In a study 
recently compiled by a competing 
service magazine it was shown that 
41% of COMPANION readers are 34 
years and under ... a greater per- 
centage than that of any other 
women’s service book. 





GOES WHERE MOST (MONEY IS 
SPENT— In the 24 states that lead 
the country in income (89.45% of 
total), and in retail sales (83.19% ) 
— the COMPANION has the greatest 
circulation percentage in the wom- 
en’s service field. 


WOMAN’S HOME COMPANION 
Average Monthly Circulation More Than 3,700,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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RESULTS IN ADVERTISING — 
COMPANION advertised products 
have a big advantage — the NuM- 
BER ONE editorial boost! No won- 
der dealers find it more profitable 
to display these Electrical Products: 


Air-Way Sanitizor Vacuum 
Cleaner 

Bendix Automatic Washer 

Bendix Radio 

Durabilt Irons 

Easy Washer & Ironer 

Filtex’’ Vacuum Cleaner 

Frigidaire Refrigerator 

Frigidaire Electric Range 

G-E Washer & lroners 

G-E Irons 

G-E Clocks 

Handyhot Appliances 

Launderall Automatic Washer 

Maytag Washer & lroners 

Nesco Automatic Electric Roaster 

Norge Refrigerator 

Philco Radios & Radio- 
Phonographs 

Philco Refrigerator 

Silex Coffee Maker 

Star-Glo Fluorescent Bed Lamp 

Sunbeam Coffeemaster 

Sunbeam Mixmaster 

Thor Automagic Gladiron 

Thor Automagic Washer 
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NATIONALLY ADVERTISED 
plus all these SALES HELPS! 


FAN-PAC 


“PACKAGED VENTILATION” 















ATTIC FANS 


Packaged in sound- proofed hous- 


ings ready for instaliation. 24”, 
30”, 36”, 42”, 48” sizes. V” belt 
motor driven 


































illustrated) 


belt motor driven 


PANEL FANS (not 
Direct or \ 


tive new consumer bulletin 


“HOW TO INSTALL FAN-PAC”’ 


guide © 


FAN-PAC 


Comprehensive 


lation of 


proper 


atuc fans 


Handy envelope stuffers on attic 


showing inside temperature charts 


various sizes available 


“FRESH AIR IS GOOD BUSINESS” 


advantage of this quality 


national advertising and sales helps. 





\ 


@ Division of American Machine and Metals, 
e EAST MOLINE, ILLINOIS 


* 


De BoruezaAr FAns Division, Derr. I 
! AMERICAN MACHINE AND Merats, IN¢ East Moutine, ILtinors 
] W ithe please rush latest FAN-PAC prices, discounts and 
| talog 
| I N - 
1 City & Z Mate — 


\ Your Name 


=a——— = =< << =< = = <= <= == =e ae oe ee oe eee oe oe 
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inl © NATIONAL ADVERTISING 
4 in key magazines pre-sells FAN-PAC 
a for you, 
as 
© DEALERS’ LOCAL NEWSPAPER ADS 
® 12-PAGE ILLUSTRATED CATALOG 


Printed in 2 colors. Covers FAN-PAC 
fans and accessories. 

“NIGHT COOL YOUR HOME 

with a FAN-PAC Attic Fan Attrac- 


“COMFORT COOL YOUR HOME AT NIGHT’ 


instal- 


fans 


and 


Colorful envelope stuffer on panel fans. 


° S PRICE SHEET 
\ 7 e For quoting prices on FAN-PAC and 
® accessories “at a glance 
4 - 
. PROFIT WITH FAN-PAC LINE 
© Send in the coupon below today to take 


line, effective 


>DE BOTHEZAT FANS 


Inc. 


os 
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Home Demonstrations Sell the Neighbors 





Behind the plan to make these 
demonstration parties a long range 
selling technique are the opinions of 
both the men selling the appliances and 
he prospects witnessing the demonstra- 
tions. According to Miller and Clau- 
don, the appliance salesman is in an 
advantageous position during these 
home demonstrations because: 1. There 
is a lack of commercialism prevalent. 
‘he guests know and feel that they are 
under no obligation to buy, they didn’t 
go into the dealer’s store and take his 
invited. This puts 
them at ease and not only makes them 
more attentive, but it fosters the ask- 
2. The salesman is 
ore at ease and thereby more effec- 


time, they were 


Ing t questions ; 


tive. He is giving a legitimate demon- 
stration, not just for sales purposes. 
He has home conditions. It is unlikely 
hat his audience is going to walk out 
on him so he doesn’t have to hurry or 


skip parts of the presentation; 3. The 
demonstrations have the endorsement 


1 


of the woman in whose house they 


take place. 


What They Like About It 


The success of these home demon- 
strations assumes that the women in 
the neighborhood like to attend them. 


[he answer to how the women feel 
about seeing the demonstration, a sound 
film, etc., was obtained by this writer 
from the group who attended Miller’s 
delivery and demonstration of a Frigid- 
aire automatic washer at the home of 
Mrs. A. L. Dutton, MacArthur St., 
San Jose. Here is why these four 
women like the type of home demon- 
stration conducted by Harry Miller 
Paul Claudon: 1. Home atmos- 
phere allowed them to relax; 2. Being 
with friends made the afternoon cheer- 
ful and pleasant; 3. They could have 
their with them—this 
considered one of the most important 
features by the guests; 4. The fact 
that they incurred no obligation by 
attending the demonstration made them 
more free to ask questions and to dis- 
cuss their own washing problems; 5. 


and 


children was 
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Behind all Miller's appliances, this completely equipped service shop which handles 
every type of appliance. A stock of more than $20,000 worth of parts is a key to 
its success ($6,000 a month parts and labor volume). 


1948—ELECTRICAL MERCHANDISING 








CONTINUED FROM PAGE 45 : 





\mple opportunity to ask questions in 
detail, plus the chance to hear the an- 
swers to the questions the other women 
asked. 

To Harry G. Miller, the develop- 
ment of this home demonstration plan 
to sell appliances is just another in 
the long list of promotion and selling 
efforts that has made Miller’s Appli- 
ances a successful retail concern for 
a quarter of a century. 
one of the three main streets of 
Jose, and with a market area that to 
day includes nearly 150,000 
Miller has kept his organization sma 
and effective. His 20 by 150 foot 
building provides an appliance display 
space of 20 by 50 feet, office space, a 
department and warehouse 
On the display floor, 
has Frigidaire’s complete lin 
tag washers and range, Thor and ABC 
Thor WW 
ner radios, Chapman freezers, | 
pact Shasta water 
softeners. 


Located on 


San 


people a 


service 

Space. 
\f 

Stewart 


washers, ironers, 


vacuum cleaners, 


Weathering the long depression and 
the Miller, was 
due to his constant emphasis o1 

Under 
ager Larry Casper, the Miller service 
department will handle any type of 
repair. Although the store features 
the Maytag and Frigidaire washers, 
the service department will service any 
make. A special steam cleaning plant 
plus caustic tanks for cleaning gear 
boxes are part of the equipment. To 
handle complete servicing of any make 
of refrigerator, Miller has a 
room and a dehydrating room. The 
steam cleaning plant, which will ! 

a complete washer, is used too d 


lean war years, says 


pliance service. service man- 


f 


selling tool—every used washer 0!- 
fered for sale by Miller has been 


lized, 
Important to his service department $ 
success—and it is doing more than r 


$6,000 a month in parts and labor—is 
the complete stock of parts, says Mil- 
ler. Today, Miller’s parts inventory 
is valued at more than $20,000, cost , 

im 
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NICRO ‘Stainless Steel 
Vacuum Coffee Maker — 
has “flavor insurance” 
stainless steel filter, full 
8-cup capacity, lasting 
high polish. 
No. 472 
Fair Trade Price $9.95 


(No. 1512—12-Cup Size— 
Fair Trade Price $13.95) 



























































OW there is 4 Stainless 
Steel coffee maker for every 
method of coffee making..- 




































Gacked by Large Scale National Advertising 


in Major Magazines 


Sales stimulating NICRO color ad- 
vertisements in the nation’s lead- 
ing magazines will be driving 
home the new NICRO story . . . 
“a NICRO Stainless Steel coffee 
maker for every method of coffee 
making!” These attractive, infor- 
mative advertisements will be seen 
by 26 million readers in This 
Week and The American Weekly. 
They will create interest . . . build 
NICRO sales and profits for you 
in your neighborhood. Point-of- 
sale material, colorful counter dis- 
plays have been prepared. Iden- 
tify your store with this great 
NICRO National Advertising 
Campaign ... write today! 
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Originators of Stainless Steel Coffe 
~, a” 
THE WORLD’S FINEST 
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AWG 


in COFFEE MAKERS 


is TO 


NICRO 


No matter how you like to make coffee—now you can enjoy 
the many exclusive advantages of stainless steel. NICRO 
vacuum, percolator and drip coffee makers are fashioned 
from solid, unbreakable stainless steel with a gleaming, high 
polish, lasting mirror finish. They clean easily, quickly. 
There’s no plating to chip or wear. Unlike other metals, 
stainless steel is non-porous, resistant to coffee acids or oils 
and never affects coffee flavor. NICRO Stainless Steel Cof- 
fee Makers are sturdily built for every-day use. 





NICRO ‘Stainless Steel 
Percolator — A beautiful 
high-polish percolator — 
easy to clean. Solid stain- 
less steel positive pump 
and basket. Full 8-cup 
capacity. Model 129. 


Fair trade price $9.95 





See Your Distributor 


NICRO Stainless Steel 
Electric Percolator — Full 
8-cup capacity. 575 
watts, for rapid heating 
—all solid stainless steel 
positive pump and basket, 
sleek, modern design. 
Model 229 . .. with cord. 
Fair trade price $16.95 
Tax incl. 


Ask Your Distributor 





NICRO Stainless Steel 
Drip Coffee Maker—Full 
8-cup capacity. Will give 
a life time of service. A 
“must'' for all drip coffee 


lovers. Model 388. 
Fair trade price $10.95 





NICRO STEEL PRODUCTS, INC. 


3534 NORTH SPAULDING AVENUE, CHICAGO 18, ILLINOIS 
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HOME EQ UIPMENT==—=———*; Snead 


I rian % 


——— 
Your greatest long- 
term profit possi- 
bilities are in | 
“installed"’ Wayne 
Home Equipment. 


Get the facts about j 


Wayne's aggres- 
sive proyram. 

TURBINE PUMPS 

AND SHALLOW 

WELL SYSTEMS 


Wayne uses 58,000,- 
000 copies of nation- 
al magazines to carry 
Wayne advertising 
continually through 
1948, plus planned 
local newspaper ads 


that SELL. 


JET DEEP WEIL 
PUMPS & SYSTEMS 


Sales Helps 


The Wayne Wholesaler-Dealer Part- 
nership Plan provides maximum sales 
help. It supplies materials in a cooper- 
ative effort to sell more equipment 
more profitably through PRESEA- 
SONAL FACTORY SPONSORED 
CAMPAIGNS. 

Wayne provides and MAILSimprinted 
advertising to dealers’ farm and city 
prospects at NO COST. Dealers are 
provided colorful display material 


and literature. 


The complete, organized FACTORY-WHOLE- 
SALER-DEALER selling effort adds up to more 

— profit. All Wayne Home Equipment provides a 
ritiai tie generous profit margin. 


WATER HEATERS ENED 


The long term demand of your farm and suburban 
market makes Wayne Well Pumps and Water 
Systems an excellent new business possibility. 
Wayne offers many constructional features not 
obtainable in conventional water pumps. 
Wayne Sof-Lux-X Triple Action Softeners and 
Wayne Iron Filters provide complete service to 
farm and city dwellers. 

Wayne's complete line of heating systems for oil 
gas or coal provides steam, hot water, gravity and 
forced air heating as replacement or for new 
homes. The rich building and home improvement 
market demands quality Wayne provides. 

Wayne Thermatic Oil Burners and Approved Gas 
Conversion Burners fill the high demand for 
automatic heat installations in existing hand- 
fired furnaces. 


Write for Details of 
The Wayne Partnership Plan 


ACT NOW TO CASH IN ON THE SPRING 
WATER SYSTEM CAMPAIGN 


WATER SOFTENERS 
& IRON FILTERS 














GRAVITY 
COAL FURNACES 


| aed | 
- 
2 2 


HEATING 
BOILERS 


CONVERSION 
OIL BURNERS 



















OIL-GAS-COAL 
HEATING SYSTEMS 


WAYNE HOME EQUIPMENT CO., INC. 
800 Glasgow Avenue - 


GAS BURNERS 


Fort Wayne 4, Indiana 
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ROGER MYERS operates the feed grinder, 
powered with a 3 hp. electric motor. 


unit operated by a tiny electric motor. 

On a farm of only 80 acres, you’ve 
got to specialize on some crop to pay 
out profitably, so Myers raises in the 
neighborhood of 16 to 17 acres of 
hybrid seed corn each year, raising 
from 600 to 900 bushels, selling at $8 
or more per 56 Ib. bag. 

Here again, electric power plays the 
most important part of the program, 
since speed and low operating costs 
are essential. For example, the corn 
when picked by the motorized corn 
picker is hauled in trailers to the eleva- 
tor at the corn house. This elevator 
is powered by a 14 hp. electric motor, 
which delivers the corn to the second 
floor of the electric corn-drying room. 
Hot air is drawn from the furnace 
room of the drying house by a 36” 
propeller fan operated by the 5 hp. 
electric motor. This fan draws about 
22,000 cu. ft. of warm air through the 
slatted floor each minute and warm 
air is forced between the ears of corn 
until at least 86% of moisture is re- 
moved. This operation requires about 
30 hours, as hybrid seed corn must 
not contain more than 14% of moisture 
to pass the certificd tests required be- 
fore it can be sold. 

Next step is shelling and cleaning, 
each operated by a 4 hp. electric motor. 
From this point the grain is trans- 
ferred to a large grader which cleans 
the seed and separates it into 9 dis- 
tinct sizes, or grades, by means of 
screens in cylindrical forms which ro- 
tate on a shaft, operated by electric 
motor. 


Low Cost 


In discussing the electric power 
facilities and service Mr. Mye¢s as- 
sured me that all of this equipment 
(using 16 different electric motors of 
all sizes from 1/6 hp. to 5 hp.) costs 
the nominal fee of $12.50 to $13 a 
month. During the electric brooder 
operations, the power bill increases 
somewhat for the 6 weeks period of 
brooding. 

Plans are completed to install a hay- 
drying unit in the Myers barn the 
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—. 
coming season, which he figures yj) 
require a 5 to 74 hp. electric motor ty 


operate. Mr. Myers is convinced aite 
interviewing several farmers with hay. 
drying units, that hay is twice as good 
and will go twice as far when it js put 
in the mow in a semi-green state. He 
says further that losses usually sys. 
tained by storms when you depend on 
weather alone to cure your hay dry | 
enough to put in the barn, will be | 
almost wholly eliminated by the elec. 
tric drying process, which enables yoy 
to put your hay away with about 409, 
moisture in it. This retains the fresh. 
ness, sweetness and nutritive values, 
This equipment, plus tractor, combi- 
nation pick-up and chopper with blower 
attachment enables one man to perform 
all the field work in harvesting the 
hay. Another man hauls it to the barn } 
with a “spare” tractor and trailer, 
Here, an electrically operated unload. 
ing device pulls the hay from the 
trailer into another blower-type elevat- 
ing device, which delivers the hay di- 
rectly into the mow without the usual 
two or three men formerly required 
to “level” it off. 

This program is almost unbelievably 
fast and effortless. Three men, one in 
the field and two at the barn, can har- 
vest and put away 20 acres of hay in 
a single day. As one farmer recently 
put it: “We can harvest twice as much 
hay with half the help required in the 
old way, and with no back aches to 
endure when day is done.” Without 
electric power and modern electric 
equipment this would be impossible. 

Getting into farm shop equipment, 
such as any well organized electric 
appliance dealer can handle with profit, 
we see a tremendous market for small 
motors (Glen Myers has 16) and 
the price ranges from $19.50 for 4 hp. 
units up to the higher brackets for 
larger motors for silo filling, hay- 
drying units, feed grinding; then we 
have wood sawing, electric drills, drill 
presses, bench saws, planers, electric 
metal cutters, electric hammers for 
larger farm shops, and of course, elec- 
tric welding units used in endless re- 
pair jobs, so vital to farming opera- 
tions to keep tractors, combines, corn 
pickers, mowers, cultivators, etc. End 






ROBERT, the Myers’ youngest son, also at 
tends a small grain electrical grader. 
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...With this thrilling new ADMIRAL 
FM-AM Radio-Phonograph, TELEVISION 





can be added whenever wanted! 


The greatest idea yet to help you sell complete home entertainment 

. especially to keep radio-phono sales at volume levels without 
danger of obsolescence. Makes it easy to sell Admiral FM radio- 
phonographs now .. . with or without television. The customer with 
a limited budget can add the matching television unit later. The 
same holds true in markets that currently have no television stations. 

New “ratio-detector” FM circuit that eliminates noise between sta- 
tions and makes tuning simple as AM .. . “Miracle” tone arm, the 
greatest improvement in record playing since the invention of the phono- 
graph ... outstanding features like these have made Admiral the 
hottest line on the market today. You'll find comparable selling 
“hits” in Admiral “Magic Mirror” Television. Your Admiral dis- 
tributor has complete details. 


_— 


RC9BI4 Admiral Record 
Album Cabinet. Walnut. 











3295 


9B14 Admiral FM-AM 
Automatic Radio-Phono- 
graph with "ratio-detector’’ 
FM and "Miracle" tone 
arm. Walnut. 


299 #8 


30A14 Admiral “Magic 
Mirror” Television with 10” 
Kinescope tube. Walnut. 


2GG 





Mahogany and Blonde cabinets 
slightly higher. Small increase in 
prices in south and far west. 
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SCHWITZER-CUMMINS 


FANS and BLOWERS 


AIR HANDLING AT 
ITS QUIETEST BEST 


You will need the best there is in quality, 
performance and design in your merchan- 
dise for 1948, and all at a reasonable price. 
With prices what they are, you must have 
convincing value to offer. Schwitzer-Cum- 
mins Fresh-Air Maker fans and Hy-Duty 
blowers can’t be beat for big air delivery, 
quiet operation, selling features and looks. 
You will like everything about them and 
will cheerfully O.K. this year’s prices. And 


there are a surprising number of essential 





types and sizes to help you get the business 


and boost your profits. 


© ATTIC VENTILATORS 





® WINDOW FANS 

© EXHAUST FANS 

© ADJUSTABLE WINDOW FANS 
© PORTABLE CIRCULATING FANS 
© SINGLE INLET BLOWERS 


@ DOUBLE INLET BLOWERS 


With our enlarged facilities we can now give 
good service to more dealers and distributors 
and have some prime territory open. We 
would like to present a portfolio of new 
literature descriptive of some very unique and 
interesting developments for this year’s ven- 
tilating business. It is yours for the asking. 


SCHWITZER-CUMMINS COMPANY 
VENTILATING DIVISION 


1145 EAST 22nd STREET 
INDIANAPOLIS 7, INDIANA 
ENGINEERS AND MANUFACTURERS 
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WEEKLY SALES MEETINGS, conducted by Mr. Bissette (left), keep employees 
informed on sales, special promotions, contests and new opportunities for selling 


appliances. 


Keep Demonstrating! 





with his clinical 
this 


Was 


analvsis. 
machine? When it 


continuing 
“You see 
radical. 
seen 
Bis- 


came out, it 
Nobody 


one except in 


something 
around here had ever 
the ads. So. Mr. 
sette figured he would have to attack 

vulnerable point, so to speak, before 
he could break down sales resistance 
to it. The picked out, shrewd- 


lv, was the 


point he 
ulvantage ot the home 


Women around 


canning in a big way, 


ireezer over canning 
here go in for 
but when Mr. Bissette began showing 
] better could be 
pt in a freezer than a jar or 


he got results. 


“en 1OW nN uch food 
a can, 
excellent 

Easy But Effective 


“How did he get ’em to see the 
Simple. He held 
designed to 


freezers 2 a ineeting 


especially acquaint “em 
with it ind club mem- 


$200 


County agents 


invited, about worth 


wTs were 


of equipment was given away as at- 
tendance prizes and nothing whatever 

\ll the 
and look 
and listen—which was just what more 
did. Of 


been 


was sold during the meeting. 
worl n ul to do was come 
course, 
selling 

that 


than 300 of ‘em 


don’t have to add he’s 


freezers right and left since 
time.” 

Later, Mr. Bissette elaborated a bit 
on the Old Timer’s description of his 
selling methods by that 


the firm did not laurels 


explaining 
rest on its 


after the meeting was held, but made 


it a point to follow up by continuous 
contact with county agents and names 
on the list. Further 
ings and demonstrations are planned, 
as well as other methods of 
reaching rural housewives in the sell- 
ing territory. 

“Now we come to one of Mr. Bis- 
sette’s best customer relations ideas,” 
the Old Timer continued. “It provides 
a real service and pays off in profits, 
too. Here’s the machine de- 
partment. Know what the 
do? Why, they let come 
right down here and use a sewing 
machine all they want. See that lady 
over at that machine? She’s sewing 


prospect meet- 


he says, 


sewing 
Sissettes 


customers 
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some—er—ah—some . . . What is she 
sewing, Mrs. Bissette ?” 

Mrs. Bissette said the lady was 
“hemstitching.” 

“She’s hemstitching,” repeated the 
Old Timer. “Now you might think 
that’s a small thing but to her, it 
isn’t. She’s wanted to get at a machine 
for a long time to do that hemstitch- 
ing. able, she'll be a 
customer for a sewing machine 
she’ll buy it right here at Bis- 
The firm has opened up an- 
other opportunity for selling, you see. 


Truck Selling Works 


Soon as she’s 
sure 
and 


sette’s. 


“But if you think that’s all they've 
done about selling sewing machines, 
you’re dead wrong. Why, when the 
tobacco selling season opened about 
a month ago, young Pete—that’s Mr. 
youngest boy—loaded up 
about 20 sewing machines on an open- 
bodied truck and drove up to Smith- 
field in the heart of the tobacco grow- 
ing section. He parked right on the 


sissette’s 


3y 7 p.m., there wasn’t a sewing ma- 
chine left in the truck, and Pete 
didn’t have to exert himself in selling 
them, either. He just made his own 
opportunity by finding out where the 
demand was greatest and going there.” 

Pete Bissette explained later that 
this truck selling stunt would become 
a permanent routine with the company. 
Shortages in delivery of equipment 
make the idea impractical at the pres- 
ent time but such an extension of sell- 
ing definitely is planned at a later 
time. The best time for this method 
of selling, in the Durham area, occurs 
during the tobacco sales season from 
about Sept. 15th through Jan. Ist, he 
revealed. 

“Schools are places of education, 
naturally,” said the Old Timer, re- 
flectively scratching his chin. “In my 
day, we had McGuffey. Today, they 
get everything from Molotov to Mert- 
land water heaters. It’s a good thing, 
too. The kids want to know all about 
those heaters, about cooking, wash- 

(Continued on page 180) 
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52 WEEK SALES PLAN 
UPS DEALER PROFITS 


| 








Everybody’s Pointing to Hotpoint’ s Sen- 
ri sational 3-point Program That Boosts 
—— YEAR-ROUND Sales of America’s 


Fastest Growing Appliance Line! 


Year-Round selling with outstand- 
ing line of fine products. 
No dull seasons, no off weeks with Hotpoint’s com- 
plete matched line. Hotpoint’s 11 major appliances 
produce sales—and big ones—every week and month 





of the year. Hotpoint Refrigerators, Ranges, Dish- 





washers, Water Heaters, Kitchen and Laundry items 


RANGES - Brilliant 1948 mean year-round profit opportunities. 
REFRIGERATORS — Revolutionary Hotpoint models feature 11 


new models give up to 50% extra stor- outstanding improvements . 
age capacity—up to 58% faster freezing. for greater convenience. <= Year-Round supply—with greatly 


expanded production facilities. 


Hotpoint spends and builds! $20,000,000 for new 
factories and equipment to keep a steady stream of 
Hotpoint appliances moving to Hotpoint dealers, for 
steady, all-year selling. 


Year-Round advertising support — 
greatest in Hotpoint history. 
Eight great campaigns in Hotpoint’s gigantic 1948 
advertising drive — plus complete, coordinated local 


DISHWASHER-SINKS— Hotpoint promotion and sales training help — give powerful 


Dishwasher washes, rinses and ‘ year-round backing to Hotpoint dealers’ sales work. 
dries electrically . . . automatically! y 


AUTOMATIC WASHERS 
aaa Gndille action. Everybody’s pointing to Hotpoint—and Hot- 


point dealers are pointing to year-round profits! 


The 1948 drive is the greatest in Hotpoint history. 


Copr. 1948 Hotpoint Inc., Chicago, I 


Hotpoint Inc. A General Electric Affiliate 


FLATPLATE IRONERS— 5600 West Taylor St., Chicago 44, Illinois 
WATER HEATERS -With Easiest-to-use automatic 


H int’ tional i the market. Pres- 
MAGIC CIRCLE HEAT. owe saul to 100 hand irons. T H E F R 4 N H I S E WwW t T H A F U T U R E 
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Meet Our Platinum-Striped Beauty with Ivory Plastics 


AYE YE! INTRODUCIN 


am GZ 


LOOKS LIKE A —< 
FOR THE MILLION WHO 


WANT “/7culalor ... 


, 







































" Guaranteed by > 
Good Houschooping 


45 sovcarist® ra 
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AFC Spring — Action FILTER 


Only Vaculator has the Automatic Flavor Control 
Clothless Filter, with Spring-Action, to insure 
positive safety ond perfect coffee every time. 


VACULATOR, CHICAGO 6, U. S. A, 


\ ) 
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THE BISSETTE SERVICE DEPARTMENT backs up the store in its policy of “If 


we can’t fix it, we don’t sell it.” 
to the business. 


Keep Demonstrating! 





sof electrical 
That’s where Mrs. Bissette 
is in constant contact with 


and using all 
equipment. 
She 


ing sorts 
shines, 
all over this 
lets them know they can 
demonstration—of any piece 
lent—at time they want 
it. By her eagerness to demonstrate 
appliances in the hereabouts, 
she has built up a following and im- 
planted in the 


economics teachers 
and she 
have a 


home 
area 
of equip any 


~} Ic 
scnoois 


» minds of the school chil- 


dren the type and brand name of 
equipment which the firm sells. It 
isn’t hard to figure out that when dis- 
cussion in the home turns to buying 
a new range or refrigerator, the kids 
put in their vote and Bissette & Sons 
get more than their share of sales.” 


At many of these 
Mrs. Bisette makes it 
thimbles, key 
letter openers 
souvenirs 


firm 


demonstrations, 
a point to pass 
chains, needle 
and other 
which help to 
the re- 


out 
threaders 

advertising 
impress the 


name upon 


ceivers. 
Range Dissected 


“Now here’s another thing that cre- 
ated a fine opportunity for selling,” 
he Old Timer declared. “That boy 
Pete is always thinking up new angles 
for selling. The first thing he does 
when new literature out on 
appliances is to study it from A to Z. 
Not long ago, he put on a 15-minute 
Station WDNC here, 
during which he explained the work- 
ings of a Universal range. He took it 
apart and explained it so thoroughly, 
the distributors’ representatives 
who were present were amazed. Be- 
fore the broadcast, Pete studied every 
angle to make sure the explanation of 
an electric range could be done in- 
terestingly and his ad-libbing was great 
stuff—in fact, he was so good, he got 
several offers from wholesalers to 
and work for them.” 

Old Timer chuckled while 
Mr. Bissette protested embar- 
rassingly. But further questioning re- 
vealed Pete who conducted a 
special off-season and highly profitable 


comes 


broadcast over 


even 


come 
The 


young 


it was 
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The department averages $450 per month income 





campaign in 
churches 


attic fans by 
and other public 
places that occupants of the 
would be 


convincing 
gather 
building 


ring 


much more receptive to a 


message if they heard it in comfort 


and relaxation. 

The current promotion being pushed 
by the firm is in wire recorders, and 
as usual, an opportunity for selling 


has been created by J. C. Bissette & 
Sons by an unusual and off-the-beaten- 
path 


} , 
scnoois 


approach. Concentrating on 
throughout the territory, Mr. 
Bissette has begun to lend the scl 


recorders, which 


1OOIS 


wire gives them an 


opportunity to record plays, speeches 


musical 


concerts and other presenta- 
tions. The interest created is unusually 
large, according to Mr. Bissette, and 


big scales are ‘ted to result from 


expec 
npaign. 


They Can Fix Them 


“This company has a private serv- 
ice slogan all its own,” the Old Time 
said, in winding up his clinical analy- 
“They haven’t got it stuck up on 
the wall but it’s impressed upon all 
hands at sales meeting. That 
slogan is—‘If we can’t fix it, we don't 
sell it. The firm means it, too—it has 
a complete Universal station 
and a $3,500 inventory in parts and 
besides holding contracts for the 
schools in sewing 


“ 


S1S. 


every 


repair 


five counties on 
machines, it has one of the few vacuum 
cleaner repairing sections in the Dur- 
ham area.” 

The Old Timer 
third time 


lit his pipe for tl 


before finishing. 


“The firm of J. C. Bissette & Sons 
is pretty much of an extension of its 
founder. Mr. Bissette was with the 
Singer Sewing Machine Company 


for 18 years before opening his store 
here. He started out with $500 and 
now values his stock at $33,000. His 
major lines are Universal, Deepfreez 

Eureka, Bendix, Hotpoint, Singer sew- 
ing machines and Mertland 
heaters—and he isn’t missing a trick 
in creating opportunities to sell ’em. 

Bub.” End 


wate 


“Good by e. 
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AIR COOLERS 
P yyy ey pdaygatas 


Here’s New Business from 
Sales To © STORES @ BANKS 
HOMES @ OFFICES @ SCHOOLS 
HOTELS @ RESTAURANTS 
FACTORIES @ THEATRES 
CHURCHES © TOURIST COURTS 


@ Handle the Utility Air Cooler line and you 
have a big, NEW source of added profits. 
Spring and summer sales help you beat sea- 
sonal slumps. Purchasers of plug-in appliances 
and over-the-counter merchandise —in your 
place every day—are prospects...plus the many 
owners and occupants of commercial, industrial 
and institutional structures in your Community. 


Not Just Arid Region Cooling Appliances 
Utility Evaporative Coolers are the original 
Dezert Koolers”...but for many years their 

design has made them successful under a wide 

range of climatic Utility's engi- 
neering data and assistance assure you of 
correct installation and customer satisfaction. 


conditions 


11 Models Meet All Cooling Needs 

With the Utility Cooler line you can close 
any deal—from a single window-model 
cooler for an office or small home to a battery 
of 12,000 CFM models for a large building. 
Distributor salesmen, Utility representatives, 
and abundant advertising and promotional 
materials help you develop and close sales. 


Get Complete Details 


On Dealer Franchise 


UTILITY “sx 


4851 S. Alameda St., Los Angeles I1, Calif. 
DIVISIONS 
Gaffers & Sattler © Occidental Stove Co. 


THE BIG G@fimegy LINE 


Includes Heating 





Ventilating ¢e Cooling and 
Cooking Appliances 


ELECTRICAL MERCHANDISING 


L-P Gas Is the 
Dealer’s Problem, Too 


eeCONTINUED FROM PAGE 49 nme 


proved by figures, charts and demon- 
strations. 

Along with this story, the dealer is 
given a neat little mechanical “indi- 
cator” of the cost of operating elec- 
trical appliances on the lines of the 
Utah Power & Light Co., which enables 
him to figure for customers just what 
appliances will cost them to operate, 
depending upon what the size of their 





| present electric bill now is. This is 
designed that by sliding a_ card 
so that the present 
bill is shown through a slit in the 
cover, there is shown below how much 
the addition of an electric re‘rigerator, 
water heater, range, stoker, or home 
freezer will mean in additional monthly 
charges. On one side the chart shows 
what the charges will be where electric 
| water heating is already used; on the 
other, where a water heater is not yet 
installed. It does not take much ma- 
nipulation of the chart to show that 
substantial savings can be made to the 
customer when he has an electric range 
| and water heater in his home. For 
| instance, a home freezer, which might 
cost as much as $1.63 per month for 
| a minimum bill customer, will not cost 
more than 45¢ per month for one who 
has brought his rate to the lowest level 
before the freezer is added. The sales 
hurdle in selling the latter prospect is 
definitely an easier one to overcome. 
Once armed with this story, the 
| dealer is urged to tell it to his cus- 


amount of the 


tomers, even though at the moment he | 


has not the appliances ready to deliver. 
| The who knows that she 
wants an electric range will be willing 
to wait, if necessary, to get one. Both 
company and wholesaler are 
prepared to do their share in reaching 
| the customer before she is lost to the 
but the LPG situation 
And the 
who can do most 


housewife 


| power 


electrical cause, 
is a dealer problem, too. 
dealer is the man 
about it. 


Everywhere in Utah and Colorado 


that the story has been told, it has been 
well received. Many dealers have ex- 
themselves as never having 
thought about the matter before. Some 
of them are prepared to undertake that 
their shall remain in elec- 
trical of them are a little 
less apt to stock LPG equipment and 
to endanger their own later market for 
other electrical appliances. End 


pressed 


customers 
ranks—all 








“THIS IS ANOTHER FEATURE YOU'LL FIND 
USEFUL.” 
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‘Mit ef the Chicage Show” 
i e 
>) 
Sparkling 






Thott IRONER 


Irons all 
From Shirts 
to Sheets 
os 
Elbow 
Control 
Both 
Hands Free 


oe 


Exclusive 
Guide Springs 
Return lIroned 
Clothes With- 
out Wrinkling 


Beautiful 
Design 
Light Weight 


Easy to Handle 


FULLY GUARANTEED. UNDERWRITER'S APPROVED 
A COMPLETE IRONER FOR ONLY 869.95 LIST! 
Dealers and Distributors write for prices, allocations and information 


To EMPIRE APPLIANCE COMPANY 
480 Lexington Avenue, New York 17, N. Y. (Factory: Cincinnati 2, Ohio) 











Do you carry 





lift them 


You can carry them more carefully . . 


; ? 
appliances? 
more easily . . deliver them more efficiently with Webb 

Slinga»outs—protective packages tailor-made for Gibson 
and all other makes of appliances. Inner layers of thick soft 
flannel protect mirror finishes from dents, stains, scratches. 
Outer jacket of rugged, heavily padded canvas, cushions 
sudden shocks and jars. Sturdy sling facilitates movement 
of packaged appliance on and off trucks, through narrow 
doors and halls . . protecting customer's property and safe- 
guarding delivery men from injury. Slingabouts can be 
slipped on and off in seconds, eliminate messy unpacking 


and can be used repeatedly for safe economical appliance 


protection. Mail coupon today. 


c--—-—-—--_------------------o 

| WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 

Send Slingabout prices for model > 

| make Refrigerators 

| N Radio 

m 

| _ Check Range 
Laoaliance ) Washer 

Address a 

| City State (please specify) 

| 
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MARQUETTE 


HOME FREEZERS 


YW 
ON YOUR DISPLAY FLOOR 


Ce Beautifully styled Marquette Home 

; oy Freezers command attention... with 
their gleaming white Dulux enamel 
finish and contrasting black recessed 
base panel, aluminum door lifts, 
chrome plated name plate and trim. 





Marquette Home Freezers are de- 
signed to attract . .. engineered for 


. and priced to Sell! 


efficiency . . 


Here are a few of the many mer- 
chandising features of Marquette 
Home Freezers: Triple Sealed doors 
. .. Scientific Thermo Breaker Strip . . . Hermetically Sealed 
Unit... Adjustable Thermo Control . . . Solid, welded steel 
construction . . . Heavily Insulated. All Marquette Freezers 
are designed for Fast Freezing as well as Storage! Marquette 
Home Freezers are available in Eight and Sixteen cubic foot 
standard models and Four cubic foot “Utility Top” model. 





Marquette Self-Serve models have crystal clear Plexiglass 
sliding doors for displaying merchandise. Available in 
Eight and Sixteen cubic foot capacity. Frozen Food model 
adjusts from —10° to 10°. Beverage Cooler model provides 
dry storage at 32° to 45 

Marquette is making Immediate Deliveries! Set yourself 
for a Profitable Marquette Dealership . . . go Forward with 
Marquette . . . Write or wire today! 


MARQUETTE APPLIANCES, Inc. 
MINNEAPOLIS 14, MINNESOTA 


TODAY 
ER 
HOME FREEZ 
MARQUETTE 
ter DEALERSHIP. DETAILS 
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How One Dealer Combats L-P Gas 








territory, we are trying to get custom- 
ers started on electrical appliances as 
rapidly as possible,” Mr. McCoy said, 
“before they try out Butane gas instal- 
lations. In order to sell the customer on 
waiting for complete electrical appli- 
ances during the period when they are 
still difficult to obtain, we have had to 
develop a definite merchandising pro- 
gram to win them over to electricity.” 

The competitive-merchandising pro- 
gram is based on heavy traffic in The 
Electric Center, advertising, and sell- 
ing “the right appliances” for the right 
use. First, the store has good traffic 
every day in the week. The large radio 
shop in the center of the store, equip- 
ped to repair every known make of 
radio, is the biggest drawing card, 
bringing in an average of 90 jobs per 
month, for example. Also offering 
small appliance repairs, major appli- 
ance overhauls, etc., service is an im- 
portant consideration at the store. 
Therefore, since V-J Day the Electric 
Center has been rolling up an imposing 
list of prospects, all of whom have been 
contacted either in the store, or by out- 
side calls later on. 

With three outside salesmen out 
making calls, the store has 
trated heavily on home 


concen 
freezers and 
electric ranges. “All of our salesmen 
ire making what we call 
calls.” Mr. McCoy said 
local men, : 


first-name 
“They're all 
nd they know most of their 
prospects long before they make their 
first call. Friendly selling of this kind 
goes a long way toward keeping the 
customer patient for delivery, we have 


found.” 
Push Freezers Hard 


On every call on a farmer or subur- 


banite, salesmen concentrate on home 
freezers, which can be delivered imme- 
liately from Kelvinator and Maytag 


lines carried in the store, and point out 
to the farmer or housewife that ample 
refrigerated food storage space will do 
away with tiring extra trips into town 
for food shopping, will permit them 


CONTINUED FROM PAGE 48 





to keep on hand many more food prod- 
ucts than usual, etc. The home freez. 
ers are, for the most part, absolutely 
new in the area. Both outside salesmen 
and store salesmen play heavily on the 
convenience of this thing. Most cus- 
tomers have been sold 21-cu. ft. freez- 
ers, which save from four to five shop- 
ping trips per month at least, Sales 
home freezers are particularly impo: 
tant with The Electric Center inasmuch 
as the sale represents the stepping- 
stone to “complete electrical living” 
most cases. “A lot of customers toying 
with the idea of installing LPG water 
heating or cooking decide to wait 
major electric appliances, instead, once 
they become accustomed to the 
freezer,” it was pointed out, “and, 
asmuch as we can obtain delivery on 
home freezers consistently, we hav 
been pushing them hard 


And Ranges Too 


rhird step in the competitive pro- 
gram is similar emphasis on electric 
ranges. The worst difficulty here, of 
slow 


been delivery By 
some herculean methods, 


course, has 
the store has 
been able to make delivery within four 
to five months on all ranges for which 
deposits have been accepted, and has al- 
ready set something of a record for 
Store keep 

card file on all prospects, and are pains- 
to call up their rar 


these sales. salesmen 


taking enoug! ge 
prospects regularly with information 
on about when the new range may be 
expected. One range on display is kept 
connected for quick cooking demon- 
stration, and as pointed out before, the 
woman who already is using a home 
well -receptive to 
In addition, good 
demonstration, personal calls, and the 


freezer, is usually 


range suggestions. 


undeniable assistance from previously 
installed home freezers has done much 
to convince farm wives and suburban 
ites that the electric range is ideal. 
“Of course, there is no such thing as an 
LPG-operated washing machine,” Mr 
McCoy smiled, ‘and we use the wash- 











“HE'S GETTING READY TO TAKE OFF—THERE HE GOES DOWN THE SLIDE—HE’S 
TAKING OFF—" 
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machine as a calling card into 

homes where a home freezer sale 
or electric refrigerator is not possible.” 
Fourth in the program is electric re- 
- sales. With an LPG refrig- 


frigera 

e ing sold in the same block, 
“setting the jump” in this field has 
heen dificult. Because a surprisingly 


lar number of refrigerator prospects 
ised either ice or no refrigeration 
tt all, the territory is almost entirely 
virwit Therefore, the store keeps re- 
t-tcerators running on the sales floor, 
en constantly urge their custom- 
wait until delivery can be made, 
home freezer is offered as a 
-ybstitute.” “We have a 6-months 
of deposits built up already,” 

Mr. McCoy said. “All of which is good, 
business, with little or no trade-in 

to fool with. However, deliv- 

rage from 4 to 6 months, and 

would be considerably better off if 

e could obtain a faster flow of stock.” 


Split-Time Sales Staff 
The sales staff, with Mr. McCoy as 
ger, works on a split-time basis, 
jays in the store, half out making 
Each is paid on 





a commission 
sis, with a drawing account, and a 
special year-round incentive bonus. No 
i leages are paid where the sales 
men elect to work on straight commis 
We let our men choose their own 
pensation setup 4 Mr McCoy said, 
“which we think, after all, is the best 
Ra lio mechanic, me woman 
lesperson in the store, and two serv 
icemen are paid straight salaries. 


One argument which is always pre 


to offset LPG ec ympetition is 
good service. The Electric Center con 
tains verv complete service facilities 


for all ippliances up to replacing sealed 

its in refrigerators, and the radio 
shop is in the exact center of the store, 
where it is most convenient to custom- 
ers. Whenever any rural resident comes 


for one of the myriad electric items 
red by the store, salesmen make 
that the customer gets to look at 
the service facilities, and explain how 
ror 1] 4 4 
y any major or small appliance 
be repaired 
It's a Race 
Our situation represents a race be 
tween major electric appliances, and 
TP 


LPG appliances,” Mr. McCoy said. 


) that we are using every possible 
nfluence to get the customer to buy a 
home freezer or electric range now, 
ind to wait until we can make delivery 
n refrigerators, washing machines, 
nd other lines. We have found that 
some dealers are already installing L-P 
gas tanks and meters against future 
delivery of appliances, which, of 
course, will cut us off entirely from 
iny opportunity of electrical appliance 
sales. Therefore, we're trying to make 
our store as attractive as possible to 
the rural resident, and to sell electrical 
living all the way.” 


No Space Wasted 
Nine electrical 


crammed into the 
wh 


departments are 
Electric Center, 
h is a building of only 80x30 feet. 
Departments include major appliances, 
home freezers, small radios, lamp de- 
partment, records, small appliances, 
lighting fixtures, paint, electrical sup- 
plies and hardware. End 
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Harley Wrightam, of the Livingston Service Co., 
P. ntiac, Mlinois. 


dealer states... 








General Electric 
Water Heaters 
are tops with 

our customers. 








Water Heater.” 


rare Harley 
LU dealer, wrote in part as follows: 


“As you know, off-brand electric water heaters are 


Wrightam, Pontiac, Illinois 


available for immediate delivery. 


But our customers still want General Electric, and 
have been willing to wait a long time for the quality, 


dependability, and economical operation of a G-E 


The clear-cut consumer and dealer preference for the 
new General Electric Automatic Electric Water Heater 
is based on sound reasoning—as you'll readily see by 


reading the following facts. 


6 REASONS WHY YOUR CUSTOMERS—AND YOU— 
WILL PREFER THE NEW G-E WATER HEATER 


1. The G-E Automatic Electric Water 
Heater, with the special Calrod* heat- 
wrap units, gives you the utmost in 


water-heater efficiency. 


There are only two tank openings 


thereby reducing chances of tank leakage. 


W attage substitutions and unit changes 
can be made quickly —without draining 


tank. 


2. Special magnesium-alloy protector 
can be easily installed, to lengthen gal- 
vanized tank life . . . protect tank from 


corrosive water. 


3. Cold-water baffle and heat-trap are 


built right into heater, to keep operating 


costs low. 


4. Average thickness of 3 inches of 
noninflammable Fiberglas insulation 


completely surrounds tank. 


5. Heater is easily installed in bath- 
room, basement, kitchen, or closet. No 


chimneys, no flues, no flames, no fumes. 


6. Stocking and servicing are simple. A 
maximum of 6 standard General Electric 
units will meet every wattage require- 


ment in your area. 


Ask your General Electric distributor 


about the new “Electric Salesman.” 
Comes in an easy-to-carry kit . . . is the 
fastest, snappiest, most sales-making 
demonstrator you've ever seen! Only 
$3.50. General Electric Company, Appli- 
ance and Merchandise Dept., Bridge- 
port 2, Conn. 


*Trade-mark Reg. U. S. Pat. Off. 


15- to 82-gallon capacities 
— galvanized and Monel 


tanks. a 
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Yes, there are EIGHT fine fans in the new 1948 
Bar-Brook line of Window and Attic fans. From the 
smallest room to the largest home or building there 
is a Bar-Brook fan for every cooling need! 


The new Bar-Brook Window Fans 
are styled for modern living. All 
feature rubber mounted direct drive 
motors with two speed selection. 
Each packaged as complete, “carry 
home" unit. 











Breezebuilder* Attic Fans have earned 
@ reputation for quiet, economical 
operation and trouble free perform- 
ance that has made them popular 


for more than 15 years. You can 


gvarantee your customers cooling, re- 
freshing breezes for years to come 
with Bar-Brook Breezebuilder* Fans. 


Here are eight popular, fast moving Bar-Brook 
cooling appliances that will mean more and 
greater profits for you. Write, wire, or phone 
for full details about Bar-Brook’s GREAT EIGHT 
for '48 and complete dealer information. 


BAR-BROOK FANS 
Cia) GAR-BROOK MFG., CO., 


SOTO) 6133 LINWOOD AVE. 


SHREVEPORT, LOUISIANA 




















“NO, NO— THE OTHER ONE!” 











Tomorrow Is Already Here 





field selling. The 


gram of men were 
obtained for the most part through 


want ads in the newspapers and have 
varied backgrounds. Of the recent 
group, for instance, one is a former 
school teacher, another sold insurance, 
another was a wholesale distributor for 
soap products. The firm has been 
careful in its selections, looking for men 
who will have the enterprise to make 
good and at the time who will be 
satisfied to carry out the kin 
tion the store has in mind. It 
about fifty interviews to find the 
salesman, but 
brought quicker 


cause the example 


same 
d of opera- 
took 
first 
have 
rhaps be 


first men has 


more recent ads 
results, pe 


of the 


shown that a salesman can make a good 
income for himself, even under present 
conditions. Salesmen are prom aad a 


$50 pe sunt for the 
itil they 

If they 
least this 
meme as perma- 


~~ 
week drawing acc 


first week or two at least wu 
have shown what they can do. 
are not capable of earning at 


much, they are not 


nent employees. Payment is on a slid- 
ng scale, averaging about 10 percent 


ror the frst bonus, a 
$2,000, 


The 


_ 
Saies 


$2,000, plus a 
little higher for the next 
bonus—and so on up. 
re given a thorough 
ung by taking advantage of the 

‘ompany-sponsored salesmen’s 
whic from 





h have been available 


time to time, and then are kept up to 
late by an hour or two of training and 
scussio ich morning. 
Cold Canvass 
Che men are expected to spend from 
four to five hours a day on cold turkey 
‘anvassing and the rest of the time in 
calling back after sales to make sure 
that the customer is satisfied with her 
equipment and to pi ick up further pros- 
pects Each has his own car and a 
brief case of materi: For the most 





part they work on specialty programs, 


one on home freezers 
follow 


uncover 


another on iron- 
up other leads as 
them. On fran- 
material, of course, they must 
remain within their allotted but 


ers but they 
well if they 
“hise 


area, 
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on other items they travel far afield, 
sometimes working other communities 
where no other dealer is covering their 
line. 

The majority of 
} 


posed to pe 


their time is sup- 
spent on such appliances as 
are obtainable in abundance at the 
it (radios, water heaters, Bendix 
laundries for instance, at the 
present time), but they are also allowed 
scarce merchandise in proportion to the 
total of their previous month’s sales. 
If a man reaches a total of $4,000 dur- 
ing August, during September he is 
allowed to sell $800 worth, or 20 per- 
cent, of scarce refr 
other ap pli ances 
waiting lists. 


momet! 


home 


igerators, 
for 
Three 
$10,000 a 


ranges or 
which there are 
of the men have 
month on 
payment is kept in reserve 
end of the year, to encourage 


topped occasion. 
Part of the 


1 
to tne 


them to stay with the company per- 
manently. 
Salesmen are permitted to take trade- 


t 


ins, but the store manager is the one 
who determines how much shall be 
allowed. The partners are glad to have 
the additional merchandise to sell, but 
they have no intention of falling into 


llowances 
Thus far 
an excellent profit on 
merchandise taken 

is maintained at the Cen- 
exposition, manned always by 


the error of making trade-ina 
i means of price cutting. 

they have made 
all of the old 
A booth 


tennial 


one of the salesmen, who is privileged 
to obtain prospect leads in this way. 
For attendance at the booth in the eve- 
ning and at off hours extra pay 1s 
granted. 
Branch at Midvale 
Recently a Brady-Milne store was 


opened as a branch in Midvale t e 
salesmen a headquarters from which 
to work that center of population 
The store opening was given wide 


publicity and attracted a large propor- 
tion of the town’s population. Fifteen 
prizes, totaling in value $200, were 
given away as attendance prizes. These 
included two irons, an electric broiler 
and a phonograph, selected from 
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merchandise which the store happened 
to have in abundance at the time. This 
second store is presided over by a 
store manager, who is paid a salary, 
plus a commission, with a bonus at the 
end of the year based upon a percentage 
of the net profits. Like the pay of 
Safeway store managers, however, the 
exact amount of this bonus is not an- 
nounced in advance. 

In order to keep closely in touch with 
the activities of the branch, Mr. Milne 
spends from one to three or four hours 
each day in Midvale. Books are kept 
in the central office in Murray and col- 
lections are made from the main store. 

The partners have established certain 
principles as fundamentals on which 
their business is to be built. First of 
all, they will handle only standard and 
reliable merchandise. And secondly, 
they are agreed that they will take care 
of their customers. Recently, for in- 
stance, when an electric water heater 
continued to give trouble after re- 
peated repair jobs, they replaced it with 
a new tank, even though the one year 
factory guarantee had lapsed some time 
before. 


Long Range Pian 


They know that they could probably 
have made more money if they had 
done no advertising and hired no sales- 
man in the early days of their opera- 
tion. But they have done pretty well 
as it is. They are selling about 39 to 
50 water heaters monthly, for instance, 
just as a sample of what their door-to- 
door canvass methods will do. Today 
they are averaging a profit of about 5 
percent. This is made possible, they 
confess, by the fact that the partners 
themselves work long hours, sometimes 
up to 10 or 12 at night, and they allow 
themselves only nominal _ salaries. 
Profits are put right back into the 
business. 

They’d like higher margins, but they 
have already faced tomorrow’s problem 
of operating with a normal type of 
overhead and they have shown that 
they can meet it under present condi- 
tions of limited supplies of merchan- 
dise. They believe that by the time 
the truly competitive situation arises, 
they will be established and well known 
in the community and they will have a 
trained and smoothly operating sales 
staff, ready to take advantage of every 
opportunity. Tomorrow, they believe, 
is already here. End 
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“SUPPOSE YOU GO UP THIS SIDE AND I'LL 
TAKE THE OTHER.” 





CNCNY OEM CWUME 


” 


Coolerator 





Coolerator, like many other manufactur- 
ers today, is faced with this decision, 
“Shall we cut the QUANTITY . . . or the 


QUALITY?” 


Delivery of materials is still irritatingly 
slow. You expect a carload of condensers 
.. and get a truckload. You establish a 
source for sheet steel of the quality you 
want. It doesn’t show up. Will you ac- 
cept a lesser grade...or wait for the 


good steel at a higher price? 


The Boss says, ‘Bourne, the boys have 


stacks of orders THAT HIGH! 


Can’t 


you get us the stuff to build refrigerators 


and freezers for them?”’ 


And Bourne answers, ‘Sure, I can get 
you some condensers and sheet steel, fit- 


tings or what-not. 


But you wouldn’t 


want to sell the refrigerators or freezers 
you could build out of it. They wouldn’t 
be genuine COOLERATORS.”’ 


We at Coolerator don’t think of “‘in- 


Flavor Saver 
REFRIGERATORS AND FREEZERS 


THE COOLERATOR COMPANY, DEPT. EM-28, 


ug" 


LJ 
OULUTH 














tegrity”’ as just a word with a lot of letters 
in it. We know it is the foundation upon 
which our Distributors and Dealers build 
for the future. And we know...and so 
do they .. . that just ONE sub-standard 
refrigerator or freezer can wreck YEARS 
of work in building a man’s integrity as 
an electric appliance dealer. 

We are building refrigerators and 
heavy-duty freezers... and just as fast 
as we can turn out QUALITY that main- 
tains the standard our men have learned 
to expect. 

This we promise — 

EVERY ONE WILL BE A GEN- 
UINE COOLERATOR! 


Director of Purchasing 
THE COOLERATOR COMPANY 
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DULUTH, MINNESOTA 


COOLERATOR DISTRIBUTORS THROUGHOUT UNITED STATES AND CANADA 





ALLENTOWN, PA 
ALTANTA, GA 
BALTIMORE, MD 
BANGOR MAINE 
BILLINGS, MONT 
BIRMINGHAM, ALA 


BUFFALO, N.Y 
BURLINGTON, VT. 
CANTON, OHIO 
CHARLOTTE, N.C 
CHATTANOOGA, TENN 
CHICAGO, ILL 
CINCINNATI, OHIO 
CLEVELAND, OHIO 
COLUMBUS, OHIO 
DALLAS, TEXAS 
DAVENPORT, |OWA 


DULUTH, MINN 
EL PASO, TEXAS 
FARGO, N. DAK 
GRAND RAPIDS. MICH 


ELECTRICAL MERCHANDISING—FEBRUARY 


Cleveland Radiolectric, Inc. 

R. T. A. Distributor, Inc 
Bell-Clark & Company 

The Yancey Co., Inc 

David Kaufmann’s Sons 
Coffin & Wimple, Inc 
Parker-Montana Company 

R. P. McDavid Co., Inc 
Bigelow & Dowse Company 
H. D. Taylor Company 

J. S. George Supply Co 
Cleveland Radiolectric, Inc 
Southern Radio Corporation 
Radio & Appl. Distriputors, Inc 
.«.+5. E. Schulman Company 
Ohio Appliances, Inc 
Cleveland Radiolectric, Inc 
Ohio Appliances, Inc 

The Schoelikopf Co. 

G. W. Onthank Company 
Ohio Appliances, Inc 

The Parker Company 

G. W. Onthank Company 
Republic Suppry Company 

Ss. S. Distributing Co. 
Albert Mathias and Company, Inc. 
Fargo Glass & Paint Co. 
State Distributing Company 
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GRETNA, LA 
HOUSTON, TEXAS 


HUNTINGTON, W.VA. 


INDIANAPOLIS, IND 
JACKSON, MISS 
JACKSONVILLE, FLA, 
KANSAS CITY, MO 
KNOXVILLE, TENN 
LITTLE ROCK, ARK 
LOS ANGELES, CALIF 
LOUISVILLE, KY 
MEMPHIS, TENN 
MILWAUKEE, WISC 
NASHVILLE, TENN 
NEW HAVEN, CONN 
NEW ORLEANS, LA 
NEW YORK, N.Y 
NEW YORK—EXPORT 


OKLAHOMA CITY, OKLA j 


OMAHA, NEBR 
PHILADELPHIA, PA 
PHOENIX, ARIZ 
PITTSBURGH, PA 
PORTLAND. ORE 
PROVIDENCE, R. | 
RAPID CITY, S. DAK 
RICHMOND, VA 
ROCHESTER, N.Y 


Russell Appliance Co 

Straus-Frank Company 

Van Zandt Supply Co 

Appliance Distributors, Inc 

General Refrigeration & Appliance Co 
Consolidated Automotive Co. 
Enterprise Wholesale, Inc. 

C. M. McClung & Co., Inc 
Gunn Distributing Co., Inc. 
Sues, Young & Brown, Inc 
Ewald Distributing Co., Inc. 
Shobe, Inc, 

Taylor Electric Co, 

Keith Simmons Co., Inc. 
American Distributors, Inc. 
jern Appliance & Supply Co. 
D. W. May Corporation 

j. H. Latham—70 Pine St. 
enkins Wholesale Division 
G. W. Onthank Company 
Elliott-Lewis Electrical 20, 
Albert Mathias and Co., inc, 
J. A. Williams Co, 

Bargelt Supply 

Providence Electric Co., Inc. 
Hill's Gas & Appliance Co. 
Wyatt-Ccrnick, Inc, 
Bickford Brothers Co. 


ST. LOUIS, MO 

ST. PAUL, MINN 

SALT LAKE CITY, UTAH 
SAN ANTONIO, TEXAS 
SAN FRANCISCO. CALIF 
SAVANNAH, GA 
SEATTLE, WASH 

SIOUX FALLS, S. DAK 
SPOKANE WASH 
SPRINGFIELD, MASS 
SPRINGFIELD, MO 


UTICA, N.Y 
VINCENNES, IND 
WASHINGTON, D. ( 
WICHITA KANSAS 
WILKES-BARRE, PA 
YOUNGSTOWN, OHIO 


Hollander & Co., Inc 
Campbell-Stenson Co 
Glenn Earl, Inc 


General Appliance Company 
McCormack & Company 

The Yancey Co. 

Seattle Radio Supply, Inc 

>. W. Onthank Company 
Prudeptial Distributors ! nc 
The Burden-Bryant Co. 
Ozark Motors & Supply 
aul-Jeffrey Company, Inc. 


w rg, Kinnan & Marvin Co 


Jorrocks- Ibbotson Company 
bner Appliances Dist 
Mid-Atlantic Appliance Dist. 

McGrew Distributing. Inc, 

Kile-Jacobs Company 
Cleveland Radiolectric 


Canadian Distributors 


CALGARY, ALBERTA 
EDMONTON, ALBERTA 
MONTREAL, QUEBEC 
NEW WESTMINSTER, B. ( 
REGINA. SASK 
TORONTO, ONTARIO 
VANCOUVER, B. C 
WINNIPEG, MANITCBA 


Metals, Limited 
Metals, Limited 
Franke, Levasseur & Co., Ltd. 
Associated Distributors, Ltd, 


Gereral Equipment. Ltd. 
Bailey Industries Corp. 
Associated Dist., Ltd, 


Consolidated Ind., Ltd, 


PAGE 
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FULL LINE— 
LATEST FEATURES 
Right, above: New 


1948 12 cu. ft. capac- 
ity Chest model 


Right, Below: 18 cu. ft. 
Upright model 


| om) 


9 cu. ft. Upright 


GOING 





24 cu. ft. Chest 


SALES CASES 








Middle Aisle 


ont a 


HARDER-Freez and Tyler are 
in the years ahead. And so are HARDER-Freez 








going places in 1948 and 
dealers! 


Tyler has gained leadership in the pioneering years which have seen 
many manufacturers drop out of the freezer field. Tyler is steadily gaining 
momentum, because with HARDER-Freez, Tyler offers a COMBINATION 
of factors which mean continuing growth as public education and pro- 


motion develop 


a freezer built right by a sea- 
soned manufacturer; 

latest, up-to-the-minute features; 
a competitive price and a great 
value; 

a great name known to millions 


as a result of consistent national 
advertising; 


a growing line; 

an effective Dealer Help program; 
the ECONOMICAL Home 
Freezer, in low upkeep cost as 
well as in low first cost; 

a relatively new major appliance 
that meets the growing national 
demand. 


DEALERSHIPS AVAILABLE. If you would qualify as a HARDER-Freez 
dealer write Tyler today! In many regions dealerships are open to those 
who meet the necessary sales, display, and service requirements. There is 
a vast market in the home, on the farm and wherever food is served for this 
economical home freezer! Tyler Fixture Corporation, Niles, Michigan. 





SEND 
COUPON 
TODAY 


Tyler Fixture Corp., Dept. EM-2, Niles, Michigan. Rush data on HARDER-Freez dealership. 


NAME 
ADDRESS 
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What Do Consumers Think of Freezers? 





Agricultural Engineer 


The Russell C. Shipmans live right 

in the heart of Ithaca. He is in the re- 
search laboratories of United Cooper- 
atives and Mrs. Shipman takes care 
of the home and their three children. 
They moved to Ithaca from Indiana 
where Mrs. Shipman, a graduate home 
economist from Ohio State University, 
had gained some freezing experience 
with lockers. On October 1, 1946, their 
30-foot GLF Carrier was delivered 
and installed in their three-car garage 
where it takes up most of one wall. 
They have a garden 30 by 70 feet and 
also have access to a commercial gar- 
den. Between the two sources they 
manage to supply most of their vege- 
table needs. They buy their meat on 
the hoof and freeze about a quarter of 
beef at a time. 
No rhapsodizer, Mr, Shipman looks 
home freezers with a clinical eye, 
estimates their worth in terms of con- 
venience and economy. When Mrs. 
Shipman remarked that she liked good 
meat and the convenience of having it 
when she wanted it he replied, “I 
wouldn’t say freezing improves the 
quality of it. Of course, there is an ad- 
vantage of having fresh peas the year 
round, but I don’t think that we eat 
any more because we have a freezer 
than we would otherwise.” 

Mrs. Shipman’s 


it 


primary reason 
for getting a freezer in the 30-foot size 
was simply that she wanted a lot of 
space. She finds it most valuable for 
preserving fruits and vegetables, says 
that the freezer saves many trips to 
the store. ‘And the freezer is none too 
vig,” she adds. “It’s jam full right now. 
We buy as many as three bushels of 
peas at a time.” 

[he Shipmans wrap and freeze all 
their foods, but rarely keep any foods 
longer than a year; meats are eaten 

tl Despite 
the location in the garage, trips to the 


freezer are made on an average of once 


lin six to eight months. 


1 day, sometimes more often. 

So far, she says, the freezer has 
given trouble-free service. In the year 
she has had it she defrosted it once, 
found it no great task. Her one cardi- 
nal rule for freezing is, “‘There’s no 
sense freezing anything unless you can 
get it fresh.” She’s tried freezing by 
her own methods, but usually follows 
the Cornell bulletins, says, “I’m well 
satisfied with the present freezer; I 
wouldn’t care to get along without one.” 

To that her husband answers, “You 
should have heard her complain when 
we first moved out here and couldn’t 
even get a locker!” 

Part of Mr. Shipman’s job as an 
agricultural engineer with the United 
Cooperatives is research on all types 
of farm equipment. He thinks that the 
freezer can be sold, but that it will take 
time to educate the consuming public. 
“T think a lot of manufacturers are 
overlooking the fact that we all have 
habits,” he declares. “We eat according 
to habit. If we have been accustomed 
to make several trips a week to the 
grocery store it is difficult for us to ac- 


FEBRUARY 1, 


CONTINUED FROM PAGE 51 





cept a change. Give people a freezer 
and they'll gradually change their food 
habits. People who now shop fre. 
quently will become accustomed 
buying once a week or less. The 
freezer will make a definite chang 
from the food storage and 
methods of grandpa’s day.” 





Law Officers and Popsicles 


Mrs. Smith Wright, wife of a ser- 
geant on the Ithaca police force, re- 
members that her 18.5 cubic foot Cold- 
spot freezer was delivered at 11 a.m. on 
a morning in February, 1946. She re. 
members it because it was the first 
post-war freezer delivered east of the 
Mississippi and for several weeks her 
home was so crowded with people 
trooping down to the fruit cellar to see 
it that she was unable to get any work 
done. On top of that many neighbors 
began to visit her with huge parcels 
which they “thought you could store in 
your freezer for a few days.” The 
novelty of the freezer soon wore away, 
but discouraging requests to share the 
freezer required diplomacy of a high 
order. Apparently no ill effects re- 
sulted, because Mrs. Wright reports 
that the presence of the freezer has in- 
creased the popularity of her children, 
partly because Sergeant Wright has 
discovered that he can make and freeze 
32 popsicles for a cost of 8} cents 

Mrs. Wright’s reason for getting a 
home freezer in the first place was the 
result of her dissatisfaction with the 
freezer locker system. “I was always 
against having a locker at any of the 
plants,” she says, “because none are 
open Saturday afternoons, Sundays 
and evenings. We usually have com- 
pany over week-ends—and those are 
just the periods when you need food 
and can’t get into a locker. 

“Now,” she continues, “we have the 
whole business right here. It’s been 
wonderful for us. We had steaks and 
roasts when there were people around 
here who would have given their right 
arms for a roast of beef or a steak. We 
always bought our meat in large quan- 
tities anyway, but we used to can it.” 

Her fresh vegetables Mrs. Wright 
gets from a relative’s farm. She has 
no garden of her own and what she 
can’t get from her relative she buys in 
large quantities. She learned to freeze 
from the booklet that came with the 
freezer, combining its directions with 
her own ideas. “They told us we 
couldn’t freeze tomatoes, so we tried 
it anyway,” she reflects. “We were 
wrong.” A more successful experi- 
ment was her attempt to freeze corn- 
starch pudding despite admonitions 
that it wouldn’t work. Some of the 
things currently in her freezer are: 
applesauce, pumpkins, pies, pineapples, 
rhubarb, elderberries, fruit salad, corn, 
beans, asparagus, swiss chard, fish, 
peas, strawberries, cheese, ice cream 
and meat. 

There are four mouths to feed in the 
Wright family and their budget is not 
unlimited, so it is not strange that Mrs. 
Wright keeps an eye out for ways 0 
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OF COURSE, 





| COULD INVITE ALL OUR FRIENDS IN FOR A FISH FRY, BUT PERHAPS 
'‘D BETTER PUT IT IN THE FREEZER AND USE IT WHEN WE NEED IT.” 














economizing. Buying in quantity is 
me of these. “We've definitely saved 
money through the freezer,” she as- 
serts. “For example, we drove out to a 
cherry orchard where they allow you 
to pick your own cherries at 20 cents a 
quart. We picked 20 quarts and froze 
them. The price at roadside stands for 
picked cherries was 40 cents a quart. 
So we made a 50 percent saving right 
there. We buy ice cream a gallon at a 
time, which saves 40 cents over buy 
ing it a quart at a time.” 
On a trip to Canada, the Wrights 
icked up a whole cheese, one of their 
favorite delicacies. This was promptly 
popped into the freezer, although Mrs. 
Wright _— ee that word of it 
got around and then the cheese did, too. 
et a freezer in changed some 
f their habits. “We used to shop ev- 
ery other day for food,’ says Mrs. 
right. ““Now I only go once a week 
or once every two weeks. For a while 
had difficulty in getting used to the 
i that I had enough vegetables right 
re in the house and didn’t have to 


Mother Zero kills and prepares the 
Wright's S govern for freezing. When 
Mrs. Wright wraps packages for heat 
sealing she uses an old fashioned curl- 
ing iron. She used to do a great deal 
I canning, she says, but now that she 

i freezer she freezes more than she 

anned. “Something we have to 
unti til the end of time is eat, and any- 
hing that will make food easier to 
ep and prepare is worth 500 times 
what it cost,” she claims. 

She is not satisfied with her freezer, 

oa! says. Oh, it works well; you 
dn’t ask for anything better. But 
next time she gets one it’s going to be 


] ro 
igver, 


Family of Lawyers 


The smallest freezer encountered in 
haca was the five-foot Philco in the 
of Mr. and Mrs. John W. Mac- 
Donald. Mr. MacDonald is a professor 
the Cornell law school and Mrs. 
MacDonald herself practices law a 
ull part of each day. There are five 
ildren in the family, plus a maid. 


Mrs. MacDonald got the freezer in 
the spring of 1946 to replace her two 
lockers in the freezer plant because she 
thought it might be more convenient. 

The MacDonalds neither grow nor 

freeze vegetables or fruits, nor do they 
buy their meat in large quantities. 
Practically all the food that goes into 
the locker is delivered by a commercial 
frozen food service. “I haven’t frozen 
a single thing this year,” she said dur- 
ing an interview. “I am well satisfied 
with the size of our freezer. The only 
disadvantage that comes readily to 
mind is that the small size prohibits us 
from buying produce in quantity when 
it is in season. The 
of the freezer is that it permits me to 
plan about a week ahead for meals; it 
saves running to the store; I always 
have ems Bh in the house in an 
emergency.” 

She explains that she doesn’t freeze 


herself because, “I practice 


biggest advantage 


» law a part 
of each day and I don’t have time to go 
running around looking for good 
sources of supply for things to freeze.” 
The frozen food delivery service, she 
says, makes it possible for her to elimi- 
nate practically all shopping trips. 
Often she doesn’t even see the delivery 
man, merely leaves a list in the kitchen 
and when he comes he fills the freezer 
with her needs. 

Although economy is not of para- 
mount importance to the MacDonalds, 
Mrs. MacDonald feels that the freezer 
saves money. “I think it is an economi- 
cal thing to have,” “T really 
do. It’s much more convenient and en- 
courages meal planning. Now that I’ve 
had the freezer I wouldn’t want to do 


she says, 


without it.’ 

Within her freezer Mrs. MacDonald 
keeps all the vegetables for the coming 
week. Meat she sometimes keeps 
longer, but never more than four 
months. She likes the top-opening fea- 
ture of the Philco, averages one trip a 
day to the basement storage room to 
get to it. 

If she were living in a small city 
apartment she wouldn’t want a separ- 
ate freezer, but would like to have a 


(Continued on next page) 
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HECK the features em- 
phasized here, and you'll 
see why Signal Kitchen Vent 
Fans are popular with the 
trade and customers alike... 
features that all point to more 
sales ...a quality product 
popularly priced to actually 
meet the demand for a 
kitchen necessity . . . an item 
needed the year round. 


three speed 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE 





-SIGNAL AIR 
CIRCULATOR 


Streamlined design . . . safelocking wing nuts 
that hold fan in selected angle of operation 
self-aligning bearings, 
rubber mounting, 3500 C.F.M. at 24 inches. 
Height 4'4” to 7'6”, floor to center of fan. Finish 
adjustable column and blade, nickel plated; 
motor, black baked enamel; 


tionary column, black wrinkle finish. 


Write for complete information now on this 
Signal 24” Air Circulator. 


10” 
~ QUIET TYPE 


= TWO TYPES 
x; ADJUSTABLE 
6-113" - 13” to 24” 
ay 
MOTOR RUBBER 
MOUNTED-TOTALLY 
ENCLOSED 


7 
CAN BE INSTALLED 


IN NEW OR OLD 
HOME S! 
fa 
DOUBLE PROTECTION 
OUTSIDE SHUTTER; 
INSIDE DOOR 
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71 YEARS OF WASHER MANUFACTURING EXPERIENCE 
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only VOSS 
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COOLERS 


FOR GREATER SPRING 
AND SUMMER SALES! 


Hot weather will be here sooner 
than you think! Be ready — plan 
now to be well stocked with nation- 
ally known dependable Sno-Breze 
coolers. You'll be backed by a hard- 
hitting national advertising cam- 
paign 





plus all the newspaper 
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mats, ad copy ideas and other dealer 
promotional aids you need to keep 
your cooler sales at a peak level! 
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Sno-Breze coolers will be available 
in Blower and de luxe Window 
Fan models ... in a size to meet 
every residential, business or 
industrial cooling need. 


38 YEARS OF 
AIR CONDITIONING LEADERSHIP 


Drop a note today. For free literature, write Dept. E. M. 5 


Of 
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PHOENIX, ARIZONA 
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What Do Consumers Think of Freezers? 





combination refrigerator-freezer. “I 
should think they would be a boon to 
small city families,” she declares. 


Mrs. X Says “No” 


Now we come to the lady who had a 
freezer, but gave it up. Mr. and Mrs. 
X live comfortably in a small Ithaca 
home. Their children, long since 
grown, are out in the world on their 
own. Mr. X travels a considerable part 
of the time. As a result there are at 
most only two mouths to feed and very 
often only one. 

Well over a year ago they rented a 
five-foot freezer on a year’s trial un- 
der the terms of a GLF promotion. 

Mrs. X says she thoroughly enjoyed 
the freezer, liked it best for baked 
things—bread, rolls, cakes, and pies. “I 
did store a lot of things last fall,” she 
says, “but it didn’t pay us because my 
husband is away a lot. Now that the 
freezer is gone I find I can use the 
freezer space in the refrigerator to 
supply all our needs.” 

The X’s story is simply that they 
didn’t need to store food. They didn’t 
object to any feature of the freezer, nor 
to its operating cost. In fact she says, 
“It really adorned our kitchen.” 

Her objections can be summed up 
with her remark, “Why should I go out 
and buy one-fourth or one-half of a 
steer and freeze a lot of meat that I 
wouldn’t ordinarily eat anyway?” She 
found that the preparation of foods for 
freezing was simple and did not object 
to it. “I did some ‘ruits—raspberries 
and things,” she says. “It was very 3im- 
ple; there was just no work to it. I 
could use the freezer to store meat if I 
happened to get a week’s supply ahead, 
but that rarely happened. With a 
freezer you buy things you wouldn’t 
ordinarily buy. Between the two of 
us we just don’t eat enough to make a 
freezer worth while.” 


Keeps Cost Records 


It is interesting to note that although 
nearly all of the interviewed families 
said they thought that a freezer saved 
them money, none had kept any com- 
parative cost records, none, in any 
event, like those maintained by T, J. 
McIntire, a manufacturer’s representa- 
tive for the Yorkville Paper Co. in 
California. 

Mr. McIntire would rate high in any 
competition to discover who has been 
using a freezer the longest. In a recent 
letter to this magazine he wrote, 
“... I have had a home freezer in 
my own home since the fall of 1925, 
or 22 years, and of this period of time 
15 years was while I lived right in the 
heart of the city of Los Angeles... I 
built the first home freezer, or had it 
built, by taking an evaporator from an 
old home refrigerator, removed the 
ice trays and built an insulated cabinet 
around it which, together with com- 
pressor and proper regulators, became 
a home freezer.” 

Mr. McIntire explained that this 
first interest in freezers was born out 
of a desire to preserve the products of 
his hunting trips. After a short time 
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he began freezing other foods and 
found the habit growing larger than 
the available space. So he built a larger 
freezer, then bought a four-hole ice 
cream cabinet. “And it was not many 
years until we were freezing a great 
portion of our food, particularly vege. 
tables and fruits which we would buy 
in large quantities at roadside stands 
and at consequently lower prices, . . . 
We live in the country now, but before 
moving we were also buying our meat 
in quantity, also chickens, vegetables, 
fruits, etc. It considerably reduced 
Mrs. MclIntire’s work in the home, 
gave us a variety of foods at all sea- 
sons, and effected a very definite saving 
right from the start.” 


A Break For Warking Wives 


He continued to say that in one 
section of Los Angeles there are thou- 
sands of small homes where both the 
husband and wife work. These peo- 
ple, he said, have very little time to 
shop, except in the evenings after ev- 
erything has been picked over count- 
less times. A small home freezer would 
enable such families to shop only on 
Saturdays, thus ensuring themselves of 
the freshest of foods and of a higher 
standard of living. 

Citing instances of savings effected 
in his own home, Mr. Mclntire de- 
clared that he kept accurate records 
from March, 1946, to March, 1947. 
The figures he listed show the compar- 
ative costs between commercially fro- 
zen, canned, and home frozen foods. 
His cost figures also include packag- 
ing and allow for the electricity used 
in blanching. 


Commercially Processed and 
rozen Canned stored at home 
er err eS c 
a SS _ SRS 12¢ 
Peaches ..28c....... so ccnwed 8c 
Pastries 
i: Mn waescnciacsanaers 28c 


“The result of our year’s records 
showed that we saved $47.50 on meat, 
$49.20 on vegetables, $25.80 on fruit, 
$21.80 on pastries, and $11.30 on eggs. 
This was a total gross saving of 
$155.60. From this we deducted the cost 
of current for operating the freezer— 











“THE LAST TIME | WENT TO FLORIDA THE 
WEATHER WAS TERRIBLE!” 
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have it metered separately—which 


we 

was $11.45, and also the rental charge 
on our frozen food lockcr, $16. This 
left us a net saving of $128.15.” 


First Value: Convenience 

Not all freezer owners are willing to 
keep cost records with Mr. MclIntire’s 
exactitude. Neither could they all ef- 
fect the same savings. The MclIntires, 
like many rural families, are able to 
buy in quantity. This is not always 
easy for city people. Some owners, like 
the John W. MacDonalds, may buy 
all of their food commercially frozen, 
thus denying themselves the opportun- 
ity of saving by buying in quantity and 
freezing it themselves, To such fam- 
ilies, however, the freezer is valuable 
as a convenience, a saver of shopping 
time, insurance against unexpected de- 
mands on the resources of the family 
larder, and a guarantee of high-quality 
food all through the year. Perhaps 
many freezer owners will compromise, 
like the Larkins, or even the Sines, by 
freezing some of their own products 
and buying others already frozen. It is 
obvious that to sell freezers in the city 
market, its advantages as a convenience 
must be sold in preference to its ad- 
vantages as an economy measure. 

Many dealers have encountered 
buyer resistance. From all sides has 
come the cry that the people must be 
educated to the uses of the freezer in 
much the same way that the home re- 
frigerator was pioneered. To the oft- 
asked question of housewives, “What 
would I do with a freezer?”, too many 
salesmen have been able to offer inade- 
quate replies. A freezer can’t be sold 
on its problematical virtue as a re- 
ceptacle for hubby’s trophies of the 
chase. Housewives must be shown, 
as Mr. Russell Shipman implied, that 
the freezer will change their living 
habits toward easier, more convenient 
and better living. The women whose 
remarks are quoted in this article all 
found that to be true. But they have 
had freezers in their homes; they have 
learned how to use them; they know 
what they can do. Moreover they had 
a lot of help in learning. They live in 
Cornell’s backyard. The university has 
conducted a good deal of research into 
the home freezer problem under the 
sponsorship of several manufacturers. 
The Grange League Federation has 
done its utmost to promote freezers, 
renting out 374 five-foot Philcos at a 
minimum cost and giving the renters 
an opportunity to buy at the end of a 
year, 

Mrs. Nancy K. Masterman, research 
associate on freezing at the Cornell 
School of Nutrition, probably knows 
as much about home freezing as anyone 
in the country. She has authored or 
co-authored several of Cornell’s widely- 
read pamphlets on the subject. 


“June in January” 


Asked for ideas on the selling of 
freezers, she replied first with a criti- 
cism. “Freezing has been too glori- 
fied, too high up in the clouds, too 
much June in January stuff,” she de- 
clared. Then she said that the com- 
mercial packers of frozen foods have a 
responsibility to the public to make 
those foods just as good as possible. 
Too often, she said, commercially fro- 
zen foods are not as good as they 
should be. It is her belief that con- 
sumers who invest several hundred dol- 
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“IT HAS THREE SPEEDS FORWARD AND TWO 
BACK POSITIONS.” 





lars in a freezer have a right to expect 
that the foods they buy to put in it will 
be worth the combined cost. She also 
feels that packaging materials need im- 
provement, a sentiment echoed by many 
of the interviewed families. 

Then she offered a constructive pro- 
gram. First, she said, manufacturers 
should make a collective effort to make 
their advertising educational. Some 
current ads, she said, tend to make 
freezing look too easy, with the result 
that a prospective freezer customer 
who starts to investigate freezing is 
frightened away. As part oi this col- 
lective educational program, which 
should not be restricted to advertise- 
ments only, Mrs. Masterman recom- 
mends that manufacturers tell consum- 
ers more about the care and use of a 
freezer; how much can be frozen at a 
time, for example; how to oil the com- 
pressor ; how and how often to defrost; 
in what places the freezer can be kept 
(will it work on an open porch, in a 
hot kitchen, can it be exposed to the 
weather) ; how much the freezer will 
hold, not only in pounds, but also in 
quarts and pints; how to take care of 
the surface of the freezer; what to do 
if it sweats; how and where to obtain 
information about home freezing. In 
other words, Mrs. Masterman thinks 
manufacturers should make an effort 
to tell freezer owners and freezer pros- 
pects everything that may possibly have 
any bearing on successful operation 
and will lead to satisfying service. Such 
an informative program would go a 
long way to eliminate complaints such 
as that recently made at the National 
Farm Electrification Conference by 
W. L. Beard, owner of Beard Electric 
Co., Newark, Ohio, and chairman of 
the National Electrical Retailers 
Assn’s. committee on rural electrifi- 
cation. Said Mr. Beard: “I can cite an 
instance where we sold a farm freezer 
and there were no operating instruc- 
tions with it, nor could our distributor 
furnish any.” 

Mrs. Masterman says, “Anyone who 
either raises food or wants to preserve 
food can very well use a freezer. Any- 
body else may find it a convenience.” 
Judging from her remarks and from 
the interviews with Tompkins County 
women, there are thousands of fam- 
ilies in this country who would find a 
freezer an asset. They’d be happy with 
one if they had it, if they knew how to 
use it, and if they knew how to care 
for it. The value of the freezer as a 
home appliance is obvious. The first 
thing to do is to sell the customers, then 
sell the freezers. 
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Hook up with the sales-attracting Bright Star 
line. This complete family of flashlights offers 
variety — quality — smartness — durability— steady 
turnover all year ‘round. Write today for de- 
tails of Bright Star's profitable deals 


* chrome finished metal cases 


«x dramatically colorful plastics —cases 
withstand severest climatic tests 


* 3-way, lock and removable switches; 
bulb shock absorbers 


RIGHT STAR’ 
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lines make 


you 


Counter display pro- 
motes 24 Bright Star 
cells... guaranteed to 
exceed Gov't. 
specifications by 30% 
even on expiration date 


look better 


flashlights 
its Bright Star 


nationally advertised to millions in leading publications 
fs 
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unit no. 
2160 


Six No. 216 two - cell 
chrome finished spot- 
lights on 2 colorful 
easel display packages. 
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BRIGHT STAR BATTERY CO., Clifton, N.J. + branch offices: Chicago and San Francisco 
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You THINK If A GOOD 
LINE TO HANOLE 
MR HOLMES ? 


OBVIOUSLY 











1. Steady growth in sales 
over a period of 27 years. 


2. Distributed through repu- 
table wholesale houses 
across the nation. 





3. Well made—vwell thought 
of—priced right. 


THE 
DOMINION 
LINE 





Flat lrons, Waffle Irons, Curling Irons, Toast- 
ers, Sandwich Grills and Grid-A-Bouts, Table 
Stoves, Heaters, Poppers, Hair Driers, Mixers, 
Heating Pads and Fans. 


DOMINION ELECTRIC CORPORATION 


MANSFIELD, OHIO 
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TESTING GROUNDS for every appliance is provided at Electra City. All plug-in 
appliances are tested at this board before delivery. The range above will receive 
six checks in all before the customer uses it. 
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type 
salesmen are shifting from job to job, installed. Seven trucks, with bodies 
if only for the novelty, Carl Stuewe designed for this work, scurry about 
can boast that not one of the men the streets of Hollywood, Beverly 
hired by him to sell at Electra City Hills, Culver City, and the rest oi 
has yet resigned. His philosophy in Electra City’s market area, providing 
hiring his personnel is “to try to see almost immediate delivery. 
how good a person I can obtain, not Because he believes that many people 
how cheap | can get one,” he savs see the Electra City delivery trucks 
His salesmen now work inside for traveling about the streets before they 
four days each week, outside for two ever visit the store, Stuewe makes the 
and one-half davs \t present, Stu trucks create a favorable impressior 
ewe’s selling force costs Electra City of the establishment. Each is painted 
4.7 percent of its gross for salaries white. Every driver is responsible for 
and commissions. keeping his truck as gleaming white 
To aid in his selling, Stuewe had to as the enamel of the appliances he de- 
establish a variable standard of credit, livers—and each morning Stuewe 
but behind all of it is his feeling that makes a check on the appearance. T! 
“credit should be kept on a dignified trucks are washed once a week. 
level, just as department stores have So, on the surface it looks like a § / 
established their charge account busi Hollywood Success Story, just what § ple 
ness.” The appliance dealer can’t ex- the film fan magazines describe as ha 
pect to compete with department store “something that could only happen in you 
appliance charge accounts as long as Hollywood”, Sut, on analvsis, whet eas 
they make the appliance buver feel it is seen that the rise of Electra City tist 
that she is in a pawn shop or a loan _ is due to the application of sound ap- 
agency With the many bank plans  pliance merchandising principles | He 
available, there is no reason for credit man who was determined not to r sal 
business to varv in anv wav from a_ peat the mistakes unsuccessful dealers hor 
regular transaction, other than filling had made, it is still a success story, - 
out the bank form “We extend to but one that could have happened any- ~~ 
any customer the regular bank time vhere Carl Stuewe opened his rr = 
plans, and to anyone who has a good End 
credit rating we give a 30-day open to 
iccount.” an 
Repairs and Delivery = 
the 
Customers at Electra City have sal 
their appliances serviced in the same 
room where once the Cadillacs of 
moviedom’s great were maintained. ev 


One of the most complete appliance 
and radio repair departments in South- 
ern California, staffed by 
trained men, back up every appliance 
Stuewe sells. 

Delivery, too, is a special service 
to customers of Electra City. Stuewe 


seven 


has seen dealers lose the goodwill of 
who went home pleased 
with the store and with the appliance 
they had purchased, then change 
against both as they waited too long 
for the appliance to be delivered and 


customers 
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“THE VACUUM CLEANER DEMONSTRATOR HAS 
A NEW SYSTEM.” 
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Sales Managers! Salesmen—This up-to-the- 
minute sales manual helps you sell more 
appliances, quicker! 


Here’s a practical handbook that 
gives you all the answers to your 
appliance sales problems—helps 
you sell major electrical appliances 
—refrigerators, ironers, cleaners, 
ranges, etc.—awhatever the compe- 
tition. 


Pocket-sized, arranged for quick reference, it boosts electricity as a time, money and 
energy saver—concisely analyzes the electrical appliance market—outlines successful 
techniques of appliance selling. It shows how to make extra sales in the Small Town- 
Rural market . . . gives convincing, sales-closing arguments as to why electricity out- 
performs all other power sources. Facts and figures compiled from numerous surveys 


of homes and farms help you prove the advantages of electrical appliances over other 
types and demonstrate their relatively low operating cost. 


Just Published 


The 
Electrical Appliance 


—— Sales Handbook — 


by Laurence Wray 














Managing Editor, Electrical Merchandising 
144 pages, illustrated, $3.50 





Add this valuable tool to vour sales kit. It’s com- 


Check These 


plete—it’s up-to-date—it’s a profit-builder ... a m1 
handy source of sure-fire sales ideas whenever Money-making 
you’re up against a tough competitive problem. In Chapters 
easy-to-read language, backed by convincing sta- Ihe Rural, Small-Town 
tistics, this manual shows you: Market 


Electrification and the 


How to analyze prospects... how to build vour _ Farm F amily 
1] t i tk f | . ‘ The Selling Process 
s es story aroun 2 rt UV ao re . > 4 ; 
‘ Bs 1€ ou iving motives... he Electric Water 
how to sell electricity as a power source ... how Svstem 
to sell more electric water heaters and ranges— Electric Water Heating 


Electric Cooking — 


more electric refrigeration, home laundering, clean- 
Ranges 


ing and farm equipment. 


Competitive Fuels — 
. . a Bottled Gas 
Armed with its hard-hitting facts, you can prove Competitive Fuels — 
to your customer that it’s costing him time, money Coal 
and convenience to be without your product. It’s Electric Refrigeration 


Home Freezing 
The Home Laundry 
Electric Cleaning 


the approach that goes right to his pocketbook— 


the approach that helps you produce maximum 


sales. Farm Work  Equip- 
ment 
Send for this helpful book. Let it prove its Adequate Home and 


Farm Wiring 





everyday value to you. 
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7 McGraw-Hill Book Co., Inc., 330 W. 42nd Street, NYC 18 
this sales-booster Send me Wray’s ELECTRICAL APPLIANCE SALES 
HANDBOOK for 10 days’ examination on approval. In 10 
10 DAYS FREE days I will remit $3.50, plus a few cents postage, or return 
book postpaid. (Postage paid on cash orders. Same return 
privilege.) 
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City and State 
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Position EM-2-48 
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BEN-HUR 
MANUFACTURING 
COMPANY 


Dept. EM 634 E. KEEFE AVE. 
MILWAUKEE 12, WIS. 


Check the outstanding features of them all... and you'll choose the BEN-HUR Line. 
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Air Equipment Co. 
announces it’s line 


of heavy duty 


aig AIR ANS 


Fifty-four years of experience and 
progressive engineering go into the 
manufacture of the new heavy duty 
industrial and household FRIGID- 
AIR-FANS. 


These large, carefully engineered 
units are built for long, hard serv- 
f ice, with a minimum of operating 
F and maintenance cost. 








Belt Driven FRIGID - AIR- FANS 
range in size from 30” to 48” and 
are equipped with heavy duty 110 
j or 220 Volt 60 cycle single phase 
AC motors. FRIGID - AIR - FANS 
frames are sturdily constructed with 
12 gauge hot rolled steel panels— 
complete electrical welding assures 
greater strength and less vibration. 
Reports from customers and deal- 
ers everywhere are uniformly free 
of trouble. 





—~ 


FRIGID-AIR-FANS range in size 
from 12” to 30” and are equipped 
with heavy duty 110 or 220 Volt 
| 60 cycle AC motors. These units 
also boast the FRIGID-AIR-FAN 
completely welded frame. 


| Direct Connected Industrial 


Air Equipment Co. now offers new 
* and protected franchises — attrac- 
tive discounts and immediate de- 
livery to Manufacturers’ Agents 
and Distributors interested in han- 
dling this complete line of ven- 
tilating fans. 


Mailed the attached 
coupon today 













AIR EQUIPMENT CO. 
1713 W. Carroll Ave., Chicago, Ill. 


Please send me, without obligation, com- 
plete informationonthe FRIGID-AIR-FANS. 


a 
city 





State 


AIR EQUIPMENT CO. 





PARR Pee cS ees 
Weorehouse —630 5S. Miller St. 








vital in a range demonstration where 
220-volt wiring is required. 
Check Arrival and Installation of 
Equipment 
“Two sure formulas for success in 
checking arrival and installation of 
equipment, properties and utilities are: 





1. Take everything you need with you; 
or 2. Get there in plenty of time to go 
out and buy anything you have for- 
gotten. 

“Where it is impossible to follow 
either of the above plans, written lists 
should be sent ahead in time for a 
checkback. Alternates should be in- 
cluded in the original list to take the 
place of materials that might be difficult 
to secure. The list should be descrip- 
tive, specific and easy to understand. 


Provide Assistants 


“In a platform demonstration, par- 
ticularly, the relation of the assistant to 
the success of the demonstration is so 
intimate that whenever possible, one 
who has worked with the demonstrator 
should accompany her,” Miss Woody 
advised. 

Advance preparation, such as peeling 
vegetables, washing utensils, etc., may 


| be done by local unskilled talent, but an 


unskilled maid should not be pressed 
into service on the platform. A few 
fumbles, a wandering gaze, can undo 


| the best planned demonstration! Better 


| 


no stage assistant at all than one who 
falls short of the technique standards, 
personal appearance, and platform 
presence set by the demonstrator her- 


self. 
Dramatizing the Demonstration 


Skill in staging the final display is 
cultivating, in Miss Woody’s 
“It is wise to make sure that 
mass display does not become mess dis- 
P la 

Too much food indifferently served 
and grouped may repel rather than 
attract. Groupings and settings sug- 
ve of well-arranged dining tables, 
the use of sets of accessories adaptable 
to home tables, is always interesting. 
A main dish and a dessert, may be 
shown with an immaculate cloth and a 
few serving pieces, with perhaps a pair 
of novel candlesticks, to add a touch of 


stile) 


worth 


opinion. 


she warned. 


gesti 
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_Demonstrating Range Surface Units 
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“POLICE HEADQUARTERS? | WANT TO RE- 
PORT A PEEPING TOM ON STATION WQXQ!”’ 





Bring it on, point it out, take it off, 
is a good rule with charts and posters, 
in Miss Woody’s opinion. “Charts 
should be signposts—not treatises,” she 
said. ‘‘Posters can effectively point up 
the talk or action—they can just as 
effectively distract the attention from 
the area or idea the speaker is attempt- 
ing to stress. 

“Whether or not it is wise to build a 
background, or to begin with a back- 
ground with such materials as charts, 
is also a matter of opinion,” she said. 
And, since the eye is an errant organ, 
the ear harder to ensnare, the mind 
most difficult of all to control, it is 
Miss Woody’s opinion that distracting 
elements should be ruled off the plat- 
form. 

The same thing applies to booklets 
distributed during a demonstration. 
Only too often they prove distracting ; 
the audience spends more time leafing 
through the pages than listening 
thereby losing the thread of the talk 
entirely. 

“One place to look—one thing to 
think about,” is a sound rule. Booklets 
and recipe sheets should be distributed 
at the end of the meeting. 


Audience Participation 


Sampling of finished products is al- 
ways desirable, but here too, timing is 
important. Promise of samples to be 
served at a later time is the best pro- 
cedure, and is an excellent device for 
sustaining interest. 

Then too, some types of food are 
better suited to sampling than others— 
cookies in glassine envelopes are easily 
handled and pleasant to eat; formless 
spoonfuls of food on paper plates, on 
the other hand, are a hazard to dress 
and disposition, and an uncertain emis- 
sary goodwill, said Miss Woody. 


Questions and Answers 


At the conclusion of the action of 
the demonstration, and just before the 
mass display and summary of points 
proven, is the best time for questions 
and answers. In this way, there is less 
likelihood that the question period 
will stretch out indefinitely and slow 
the pace of the whole presentation, and 
it offers the speaker a chance to in- 
clude in her summary any misconcep- 
tions that have formed in the audience’s 
mind. End 
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THE 


PREMIER 
P-20 


ELECTRIC 


WATER 
HEATER 





of new 1947.48 
catalog and 
price list. 


SALES GUARANTEE 


Order a sample... if nor 
completely satisfied 
with quality and sales 
value, send it back! 
Money refunded! 


@ High Profit 

@ Popular Selling Price 

@ Hot Water by the Pailful 

@ Underwriters’ Laboratories Approved 


A revolutionary, new immersion-type 
water heater! Not a gadget... finest 
ay unit. Top housing cadmium 
plated and painted red. Heating unit 
solid “oe with hermetically sealed 
brass tube. Automatic contact switch 
operates only when pail is hung on 
switch arm. Retails at $16.50. Full 
dealer discount allowed. Order from 
your distributor or direct from this ad. 
Dept. EM 1, 


THE NATIONAL IDEAL CO. 


TOLEDO 4 OHIO 























lhe and the 
and the Again 


They Pay for Themselves 


MASTERCRAFT 


(adjustable or slip-over) 


PADDED PROTECTIVE COVERS 


and 
CARRYING HARNESS 
for 
Refrigerators, Ranges, round or 
square Washing Machines, 
lroners, Radios, Combinations, 
Heaters, etc. 


Covers now made with heavy, 
green pocketing twill inside and 
out—lined with kersey (jute 
fiber on burlap) and quilted to 
give maximum protection and 
durability. 
Mail your order now for 
prompt shipment 
Also 


MASTERCRAFT 


Furniture Loading Pads 
Write for Prices 


BEARSE 
MANUFACTURING CO. 


3815-3825 Cortland St. 
Chicago 47, Ill. 
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MODEL 
A-555 


~AIR-FL 


AUTOMATIC SHUTTER 
WEATHER-SEALED 





























FRONT VIEW--CLOSEOD 


It Leads the Field 
In Features 


There is every reason why you 
should use AIR-FLO shutters on your 
jobs. New heavy reinforcement strip 
adds strength and long life to the 
louvers, assures quiet operation and 
perfect counterbalance, prevents rat- 
tling. Aluminum louvers open fully. 
permitting capacity fan operation. 
Deep shroud protects shutter from 
high winds. Tie-rod, brackets and 
bearings inside frame, not exposed 
to weather. Special finish resists 
corrosion. Many other features. 
Write for illustrated catalog 42-A of 
the complete AIR-FLO line. 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 
DETROIT 16, MICHIGAN 























@ Most compact 10-inch fan and air circulator, 
NEMA rated. For home or office; table, floor 
or wall mounting. 

@ Handsome gray crackle finish, bright plated 


blades and guard, base fully rubber mounted. 
110-120 v 


. 60 cy. A-C only. Underwriters’ 
Laboratories listed. 

@ Sturdy all-metal construction. Quiet motor 
ind blades. No radio interference. 

@ Entire fan mechanism pivots smoothly in a 
full 360° arc without having to adjust screws 
or clamps 

@ Low priced for volume sales ... volume 
PROFITS. 


; The great NEW 
4 name in 
* household appliances | 


é 


G-M Laboratories inc., 4292 N. Knox Ave., Chicago, 41 


ELECTRICAL MERCHANDISIN 


Demonstrating 
Small Appliances 


ome CONTINUED FROM PAGE 36cemmmme 


4. Practice use of equipment. Nothing 
throws a demonstration off more than 
a demonstrator who is unfamiliar with 
the equipment. As skill is acquired, a 
sense of timing is developed. Unneces- 
sary motion, fumbling, unfamiliarity 
with equipment and processes, all react 
very unfavorably on the audience. 


Making the Arrangements 


Small appliances lend themselves to 
all types of demonstration—dealer 
stores, combination elucational-selling 
demonstrations in department stores, 
formal platform demonstrations in 
home service kitchens, women’s clubs 
or church parties. They can be demon- 
strated singly or in related groups. 

“Seating facilities, lighting and ven- 
tilation of the area where the demon- 
stration takes place should be checked 
and arranged carefully in advance, so 
the audience can see the entire action 
under the most favorable conditions. 

“Arrangement for easy registration 
should be provided if a list of names is 
required; arrival of equipment should 
checked well in advance of the 
demonstration,” she added. This is 
especially true of a platform demonstra- 
tion where appliances should be turned 
on beforehand to make sure they are in 
working order. 

“If an assistant is to be used, her 


be 





duties should be clearly defined, and 

for a large demonstration, she should 

be provided with a duplicate work- 
heet .”’ 

| sheet. 





Dramatizing the Demonstration 


“Economy of operation is a big talk- 
ing point in demonstrating small appli- 


ances, in Miss Muntz’ opinion. For 
instance, in a roaster demonstration 
the thermostat indicator-light should 


be spotlighted so the audience can ob- 
serve as the light goes on-and-off, how 
little actual current is used in cooking 
an oven meal. A poster blow-up of a 
meter can also be used to dramatize 
this point. 


an oven meal 
plete meal at 350 degs. is about average 
for a roaster.) End 

















“LL BE READY IN ABOUT 500 SHAKES.” 








(A roaster uses only one- | 
quarter as much current as a range on | 
14 kw. hrs. for a com-| 













HEDGEMASTER 


the only Electric Hedge Trimmer 
wih DOUBLE ACTION 
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BOTH BLADES MOVE 


This exclusive Hedgemaster feature has tremen- 
dous sales appeal and is easy to demonstrate to 
your customers. Both blades move in opposite 
direction to each other, providing unequaled per- 
formance and long service. You can sell more 
Hedgemasters because it will outperform any other 
trimmer on the market, is priced right, and nation- 
C= ally advertised in leading home magazines! 





@ Double action assures maximum cutting efficiency 
and vibrationless operation. Forward stroke of one 
blade balanced by return stroke of other blade. 

@ Duo-position cutting head may be locked in either 
of two positions for more convenient cutting. Has 
a 104,” cut. 

@ Weighs only approximately 5 Ibs. Due to balanced 
design itis vibrationless and non-tiring to the operator. 

@ Compact and ruggedly constructed. Precision built 
of finest, tested materials. 

@ Hedgemaster is powered by a universal AC-DC 
(25-60 cycle) 110-120 volt motor. Individually 
boxed in carton of six. 

Contact your jobber or write for complete information. 













MANITOWOC, WISCONSIN 


























FOR YOU, GILCOR’S MODERN PRODUCTION 
METHODS, EXPERIENCED DESIGNING AND 
USE OF NEW MATERIALS MEAN .. . 











The new Gilcor Oil Burning 
Water Heater is a heater 
that is really new — really 
superior. Exclusive burner.de- 
sign gives faster recovery, is 








more dependable. Other ex- 
clusive features guarantee 
longer life, easier mainten- 
ance. The sparkling beauty of 
its satin aluminum cabinet, 
| rich brown trim and recessed 

controls make it outstanding 
| in your customer's mind. 
















The Gilcor Oil Burning Floor Furnace has exclusive 
features galore— two-tone baked enamel finish; 
aluminized steel liners; specially designed burner for 
poor draft conditions; skirted base around burner and 
| controls; a design that permits easy removal of burner 
and controls to floor level. Because of production line 
| manufacturing the Gilcor is a uniformly better floor 


‘inhi, 





furnace, yet is atac price. 












GiICOR PRODUCTS CORPORATION 
powAGcIAC , MICHIGAN 
WRITE, WIRE OR PHONE FOR COMPLETE INFORMATION 
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the only PRESSURE COOKER with 
MAGICAY the patented automatic 





“silent watchman” for 
extra safety. 















Retail ; . 
See your jobber 
for discounts and 


‘] 35 
mats, displays, etc. 


TRAUBEE PRODUCTS, INC., 924 Bergen St., B’klyn 16, W. Y. 





FAIR TRADED 
Slightly higher in 11 westere states 





































* Reg. U.S. Pat. Office 


CERTIFIED RATINGS 


are available to 
ALL FAN Manufacturers 


Sixteen manufacturers of propeller fans are 
members of the Propeller Fan Manufacturers’ 
Association, and have qualified for Certified 


Rating” labeling of their products. 


However, the advantages of Certified Rating are not limited 
to these sixteen companies alone. Any manufacturer of propel- 
ler fans whose products can meet the Association’s standards 

. and who is willing to maintain his own standards to corre- 
spond ...may become eligible to use the Certified Rating Label. 
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AXIAL BLOWERS OR EXHAUSTERS WITHOUT DUCT 
E 


tara de A.S.H.V 


A typical test of a propeller fan for qualification as 
a Certified Rating product is illustrated in the dia- 
grammatic sketch above. 






LOOK FOR the P.F.M.A. Certified Rating 
Label on the propeller fans you buy! 















Published by 


PROPELLER FAN MANUFACTURERS’ ASSOCIATION 


5-208 Genera Motor f iding 
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laboratory 


“laboratory” Selling 





ind fork for him to eat it. The same 
thoroughness in demonstration is ex- 
tended to washing machines. The 
housewife may bring her clothes to 
the store and have them washed before 
her eyes, as she listens to a complete 
explanation of the machine’s working 


eet 
rt Ss capabilities. 


parts and it 

“We explain to the customer that 
the demonstration is his laboratory 
test,’ says Mr. Donaldson. “If he 
isn’t satisfied that the appliance he buys 
is everything we say it is, we'll give 
him a second or third demonstration; 
we'll take it apart and explain every 
part of it to him; we'll compare it to 
any other equipment he desires, and 
we'll show him how to operate it and 
let him demonstrate it to himself. The 
object, of course, is that we want him 
to know there are no tricks about our 
selling and that the appliance will work 
‘ him as well as it does for us.” 


Now It’s Kitchens 


The specialty of the Overbey Appli- 
ance Co. at the present time is all-elec 
tric kitchens. Adopting the latest ideas 
in kitchen merchandising, because they 
fit in with and substantiate the labora- 
tory idea of demonstration, Mr. Don- 
aldson recently has instituted the blue- 
print method of measuring, designing 
and visual presentation before the 
kitchen is sold. Asa starter or talking 
point, the kitchen equipment now in- 
stalled in the store is so arranged that 
both cabinets and appliances may be 
shifted about and experimented with, 
to gain a working knowledge of what 
the customer desires, before a plan is 
drawn into a blue-print. If the cus- 
tomer so desires, he can punch, pull, 
poke and push the equipment to his 
heart’s content until he works out an 
arrangement which appeals to him. 
The kitchen plans are then designed 
along the lines he desires and are sub- 
mitted to him for his approval. 
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THE MODERN STORE OCCUPIED BY the J. H. Overbey Appliance Co., on busy 
Hixon Pike in Chattanooga, is utilized by the firm's sales staff as a demonstration 
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“Naturally, to carry out the labora- 
tory idea,” says Mr. Donaldson, “every 
one of our sales staff must be a trained 





demonstrator. To keep them in this ao 


category, we spend long hours in bon- 





ing up on all the manufacturers’ litera- 
ture, the helps extended by the Chat- 
tanooga Electric Power Board, and the 
peculiarities of the appliance itself. Ii 
that sounds like a routine statement, it 
isn’t meant that way. What I mean is, 
if a housewife comes in and wants t 
know how long it takes a certain rangé 
to cook okra or squash, we can tell her 
not only how long it will take but also 
the best way to cook it. We know, 
because we've tried it—in so many 
words, we’ve put it through the test 
tubes and we have a laboratory an- 
swer.” 

3y storing such an intimate knowl- 
edge of the merchandise he sells, Mr 
Donaldson has made the store’s profits 
soar to an unusual degree. The i 
crease in selling by the firm in 1947 
has been between 125 and 140 percent 
over last year, he points out, and while 


l 


improved deliveries have been 
sponsible to some extent, Mr. Donald- 
son feels that his “laboratory” method 
of merchandising are the chief factor 
in the increase, and that they will cor 
tinue to build sales. 

In addition to his staff of “expert 
in the store, four outside salesmen are 
kept on their toes by being allotted 
hard-to-get merchandise as a_ bonus 
for selling volume. The store is owned 
by Joe H. Overbey, a long time app! 
ance dealer in Chattanooga. Major 
lines carried are Hotpoint, Philco, 
Deepfreeze, Launderall, Thor and 
American Kitchen Equipment. 

Soon, Mr. Donaldson hopes to hav 
a new “laboratory.” Expansion plans 
in the next six months call for a new 
two-story building of modern constru 
tion with air conditioning and fluores- 
cent lighting throughout. 
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Lower-priced, packaged 
home disposal plant 


gational Low-cost 
INCINERATOR 


rofit source for Appliance Dealers 
new Loe ——— 








} a 


Easily installed unit burns garbage 
and rubbish —no cost for fuel! 


This year’s big news in extra profits for 
Appliance Dealers is the Majestic No. 30 
Incinerator! It’s a complete, compact unit— 
only 2 feet in diameter. Burns wet or dry 
garbage and rubbish—unique downdraft 
dries waste continually. Uses no fuel except 































































































ore SIGNATURE 


wad the waste itself! When unit is filled (approx- i 
™ imately 3 bushels) you just touch a lighted = 
match to the contents. Ashes need be emp- ; 
tied only a few times each year. Handsome 
silver-and-blue duotone finish adds smart 
eye-appeal. Ideal for basement or utility 
room ... taps to any 8” furnace flue! Get = 
full details on the Majestic No. 30 Inciner- ; 
ator without delay. y 
a P] 844 Erie St., 
—— The Majestic Co. Huntington, indiana 
mente | 
nie -? 5 | £ 
\ | hy | . jr M 7 7 | 
ra 1. Sal 4 
| eee ajestic 
1 HOME INCINERATOR @ 
) | 
Nationally Advertised in Leading Magazines 
| For the first time, you can sell the idea of room 
comfort. Your customers like the HOWARD 
1 is, Pulsaire, which picks up cool air from the floor 
fe (where it naturally settles) and gently ‘‘tosses”’ 
he it in rippling waves that reach all corners of any room. You 
als can feel the effects in reduced temperature and cool, easy- 
n to-breathe air. 
tes FIRST Portable The HOWARD Cover Cone does the trick. Cool air surges 
a Electric Dryer to upward against it, to be gently deflected. Once started, air 
a ry waves move quickly through the entire area . . . behind 
Mr ™ objects, into corners. ‘‘Dead spots’’ no longer exist, and 
fi » At Only $14.95 everyone in the room enjoys cool comfort. 
* | 
947 egy gnc Ek Sell HOWARD to home owners, office people, trailer residents. 
Homemakers It's beauty-styled for the finest surroundings —a ‘‘natural'’ 
: for your window displays and floor exhibits. Show it for 
al aiesities atte a ie quick profits and lasting customer satisfac- 
eckoge o Disploy in Itself e » o 
rs tion. Order from your distributor, 
Your Customers will find a — Every home needs one. or use the coupon below 
world of everyday, practical Supplies torrent of HOT or F 
uses for this amazingly versa- COLD air at flick of a switch. 
r tile,compactly portable RACE Plug in at any outlet. Remov- HOWARD INDUSTRIES, INC. 
are 65 Electric Dryer... able base. Chrome plated. 231 S. LASALLE ST. CHICAGO 4, ILL. 
tted 110-120 AC-DC current. 
yn v Drying Has A ABA OOOO tt—‘“—CsCO_C(‘idCLS*SCSOQg ames cms > EG Ait off) cre re ere es ee es ee ee we ee we oe oe ee oe ee ee ee ee ee ee 
ae {Saves Towels} Seater tales senstiod. WHIT 
ar ¥ Defrost Refrigerator pate: aio . HOWARD INDUSTRIES, INC. | 
PI of In the Nursery as an Emer pilrstagtis nd nierinarrey Am 231 S. LaSalle St., Chicago 4, Ill. | 
a gency Fan, Vaporizer or Body os an ae = rom } We are jobbers []. We are dealers []. Please send I 
ilco, Dryer ae? Gate Sh, See, complete merchandising information on Model A-3, which | 
and v Drying Nail Polish— retails at $19.85. | 
FIRM NAME 
hav ADDRESS 
ce ACINE UNIVERSA; sald Seer! 
yla “ R MO TOR CO. pil en | CITY 
new . 
tru | STATE | 
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Anyone who can hang a pic- 
ture ond plug-in o lamp can 
install these fixtures. Just 
hang them on hooks, like pic- 
tures; plug-in ot neaorest out- 
let, move easily when desired. 





What a gift! Beautiful fluorescent lighting is now within 
reach of all budgets. Packaged ideally for gift delivery. 
There ore six designs of UNITE-A-LITE shields and reflectors 

. one to suit any purpose in the living room, bedroom, 
kitchen, bath or office. Can be mounted horizontally, as 
above a desk or bed, or vertically if desired. Can be 
plugged into each other, lengthwise, to form a long line of light... Modern “decorator” 
effects! All six styles of shields and reflectors fit the same base units . . . two lengths; 24- 
inch and 48-inch. See UNITE-A-LITE at your favorite store or write, wire for leaflet, name 
of necrest dealer. Address Dept. 201 MOE-BRIDGES Corporation, Sheboygan, Wis. 


og pei OVER 25 YEARS LEADERSHIP IN LIGHTING 


‘BRIDGES Lazer Lzé 


t As advertised In The SATURDAY EVENING POST, BETTER HOMES and GARDENS, 
HOUSE BEAUTIFUL and GOOD HOUSEKEEPING 
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each 


| to date. 





®AGE 


Light Duty Delivery and 
Service Body 
for APPLIANCE DEALERS 


® Saves Man-Hours 








® Speeds up Deliveries 


© Compartments for 
Tools, Repair Parts 


ALL-STEEL welded con- 


interior 


Available 
with overhead 


ladder racks. 


struction. Spacious 
with weathertight compart- 
ments on each side for tools, 
repair parts, etc. Other ac- 
cessories optional. Designed 


for 2 ton chassis 


¢ 
o 
? 
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Disc Display 


too often accompanied by negligence 
on the part of salesmen. However, the 
open-stock display does give the cus- 
tomer an opportunity to examine every 
record in the store, if need be, to pick 
out what he wants. Records, instead 
of being classified under composers 
only, are first classified as to type— 
symphony, concerto, ballet, chamber 
music, etc.—and then broken down 
under composers. A half hour’s work 
morning on a card index file 
serves to keep the album inventory up 





Each album sold is recorded 
by number and make on the sales slip 
and entries on the cards are made from 
the sales slips. The only counter in 
the store is the cashier’s bailiwick. All 
the salesmen work out in the open. No 
salesman’s time is consumed with 
making change, a sales speed-up fea- 








ture which pays off heavily during rush 
periods. 
Record Fanatics 


One a week the two stores run rec- 
ord ads in the /thaca Journal and the 


Cornell Daily Sun. Says Mrs. Lent, 


‘We hope as an absolute minimum to 
double our record business this year— 
which would bring our record volume 
to about $150,000. We have done a 


| phenomenal business in the past be- 


cause we are fanatical about records. 
\We have always carried a stock that is 
out of all proportion to the size of the 
city.” 

The appliance and radio end of the 
business is the concern of Ralph Lent. 
His own sales force describes him as a 
specialist in radio and radio-phono- 
graph sales. He doesn’t feel that his 
stores are setting any all-time sales 
records, particularly since many much- 
wanted appliances are still scarce, but 
he believes that he does a big enough 
appliance business to maintain an ade- 
quate balance between all divisions of 
the stores. Radios are a big factor in 
the firm’s success. Lent admits to no 
special technique, but the fact remains 
that he himself sells a lot of console 
radios and radio-phonographs—Mag- 
navox, G-E, RCA Victor, Bendix, and 
Capehart. Both he and Mrs. Lent 
think that the record business will con- 
tinue to expand and that radio-phono- 
graph sales will expand right along 
with it. End 








ENGINEERING CORP. 


2546 EAST 79th ST., CLEVELAND 4, OHIO 


SAVE THE COMPANY ABOUT — AH — HOW 


| “IM PUTTING IN A SUGGESTION THAT WILL 
| MUCH DO YOU MAKE, MAC?” 
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Cords and 
Cord Sets 


Selected by 


leading manufacturers 


...why not by you! 


A full line of 
Flexible Cords for the 
Repair and Service 
Industry, obtain- 
able through jobbers 


and distributors 











Approved by 
Underwnters’ 
Laboratories 





CORNISH WIRE CO., tc. 
15 Park Row, New York 7. N.Y. 








PROTECT 


YOUR MERCHANDISE WITH THE 


ROLL-OR-KARI 
Dual 


TRUCKS 




















Here is what you've been looking 
for—an easy way to handle stoves 
— refrigerators and freezers . . . 


EQUIPPED WITH THE NEW WEB-LOCK 
TIGHTENER © PATENTED STEP-ON LIFT 
FOLDING HANDLES 


Write today for Prices and 
Full Particulars 


1000 LB. CAPACITY. .. .. WT. 40 LBS. 


ROLL-OR-KARI 


MANUFACTURERS 


ZUMBROTA © MINNESOTA 
SN MRE 5 ANNAN 
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You CAN RING UP 








EXTRA PROFITS 





with VELVA-CUT power 


LAWN MOWERS 
Electric Model — Gas Model 


$B >and QQ*° 


Retail prices F.O.B. Kansas City, Mo. 
These BIG Features 
assure added sales 


@ Electric model powered by a special preci- 
sion built motor, 's hp—single phase—110V 
60 cycle AC no oiling, sealed for life 

@ Maytag Multi-Motor Twin cylinder gasoline 
engine with precision cone friction clutch 

@ Cuts anywhere—cuts 16” swath on sharp 
terraces or sloping ground, in tall or short 
grass or weeds, will not scalp 

@ Trims close, cuts within 4” of shrubs, walls 


et 
@ Adjustable cutting height © Floating Handie 
® Semi pneumatic tires, no pumping, easy 
rolling 
@ Rigid Aluminum base For light weight and 
longer life 
VELVA-CUT Mowers are available for immedi- 
ate delivery. Write today for liberal discounts 
and detailed information. 
MANUFACTURERS AGENTS: Some choice 
Velva-Cut territories are still 
Manufactured by Ly the - ng “MFa. co., 
Kansas City, Mo. 
Representatives 
Eastern: ATLAS DISTRIBUTORS, INC. 
205 Atiantic Street, Stamford, Conn 
Western: CARLISLE MFG. & SALES co. 
5419 St. John, Kansas City, Mo. 
Gulf States: THE HAUGHTON Co. 
5139 3rd Ave. N., St. Petersburg, Fia. 

















WANTED 


Dealers 


Potato peeler, modern, elec- 
tric, portable (Peels 18 Ibs. 


per minute), well established 





and consistently advertised. 
Sold to restaurants, diners, 
clubs, camps. Seek dealers 
in appliance field. Live ap- 
pliance stores can solicit 
this field and add profitable 
item. For further informa- 


tion write 


SERVICE APPLIANCE 
CORP. 


227-229 West 13th Street, 
New York 11, N. Y. 





| 


ELECTRICAL MERCHANDISING—FEBRUARY 


Radio Makers Support 
RMA Radio Campaign 


Advertisements by leading radio 
manufacturers during the past few 
months have mentioned either directly 
or indirectly the Radio Manufacturers 
Assn’s new promotional slogans—“a 
radio for every room, a radio for every 
purpose, a radio for everyone,” thus 
supporting the association’s efforts to 
increase multiple set ownership. 

One company, Stromberg-Carlson, 
has used all the approaches in various 
ads. One advertisement, for example, 
stressed the idea of a personal radio 
with separate pictures of family mem- 
bers and a cut line, “a radio for every- 
one. . . for every purpose.” 

The first of the three approaches, a 
radio for every room, is well illus- 
trated in the Motorola advertisements, 
which speak of “radios to harmonize 
with every room in the Fol- 
lowing the same line, Westinghouse 
copy stresses a radio “for every room 
in the house.” 


house.” 


Other Approaches 


The radio for every purpose portion 
of the slogan is supported by Emer- 
son’s ads pushing radio as “The ideal 
gift for every purpose and for every 


purse.” Stewart-Warner also empha- 
sizes the diversified uses to which 
radio can be put with the cut line, 
appearing in all national advertising, 
“A model for every purpose. A radio 
for every room.” 

The third approach, embracing the 


idea of a radio for everyone, is used 
by Philco with the slogan, “There’s a 
Philco for Farnsworth’s 
advertisements 


everyone.” 


place emphasis on 


“Models for every member of the 
family.” 

The RMA program has received 
additional impetus from frequent plugs 
in radio spots, cooperative newspaper 
ads, window displays, and counter 
pieces. General Electric, for example, 


has sent out a five-page resume of the 
aims of the program to dealers and 
distributors. At regular intervals both 
Motorola and Majestic send out bulle- 


tins to their distributors calling at- 
tention to various phases of the cam- 
paign 


McDonald Heads NEMA 
Refrigeration Division 


N. C. McDonald, general sales man- 
ager of the Crosley Division, Avco 





N. C. McDONALD 


Mig. Corp., was recently elected chair- 
man of the household refrigeration 
division of the National Electrical 
Manufacturers Assn 


1, 1948 
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chamber 
smoke 
3. Boiler plate steel furnace insures 
longer life without maintehance. 

4. Baked 
rolled steel assures lasting beauty 
5. Flange-mounted, Pressure 
omizing type, 
6. Fully automatic controls guaran- 


































































































ANCHOR-AIRE FEATURES 


1. Forced air circulation of required 
heat . 


. no more... no less. 
2. One unit, welded combustion 
eliminates seepage of 
and fumes 


enamel cabinet of cold 


At- 
Oil Burner 
properly 


humidified, constant 


OIL FIRED STEEL FURNACE 
SELLS FAST! 


For profit this year, offer the 
new ANCHOR-AIRE. Its 
beauty and thermostatic ease 
of operating will appeal to the 
ladies. Its mechanical perfec- 
tion, economy and durability 
will appeal to men. And, both 
your prospects and you will be 
delighted with its surprising 
lack of maintenance. Anchor 
Division, Stratton & Terstegge 
Company, P.O. Box 311, New 
Albany, Indiana. 













MODERN 
OIL FIRED 
WINTER 
AIR 
CONDITIONER 


v 











PATENT 
APPLIED FOR 


Your customers asked for it 
—CHELSEA MADE IT! 


Truly an innovation in attic fan design. 
Cut a simple hole in the attic floor, 
tighten a few screws and the fan and 
automatic ceiling shutter are installed 
—make a short electrical connection, 
pull the switch cord and “presto” the 
fan is in operation. 

Inexpensive to buy—inexpensive to in- 
stall—unit-packaged for convenience— 
adaptable to attics of low headroom— 
available in 24”-30"-36" and 42” sizes 
for any home. Order now for stock. 





INSIST ON THIS SEAL! As with all’ Chelsea products, 


sans sion 


PACKAGE UNIT 


ATTIC 
FAN 


( 








SJ 


ad 


SILENT, EASY TO INSTALL! 


2 





This compact fan, float-mounted on 
attic floor or from the rafters, elimi- 
notes vibration. This complete, low- 
cost package unit includes ...a 
sturdy, efficient Chelsea fan, an 
automatic ceiling shutter, mounting 
brackets, vibration dampening springs, 
canvas boot for anti-vibration seal 
between floor and fan, and a pull- 
chain switch for convenient control. 





the rating of 
this new unit is determined by the Standard Test Code of the Propeller 
Fan Manufacturers Association and the A.S. of H. & V.E. 








CHELSEA FAN & BLOWER CO. ZA 








nue | INCORPORATED 
1206 GROVE STREET, IRVINGTON 11, NEW JERSEY 
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. ot Wa 


urn Le 
into Cole 


with 


MODERN 


AUTOMATIC 


ELECTRIC WATER HEATER 


MODEL A-5 


There's a big and profitable market for this 
| 


small but amazingly efhcient... water 

heater. It's ideal for use wherever hot water 

is desired in modest quantities and where 

space is limited 

Trailers Garages Tourist Cabins 
Doctors’ and Dentists’ Offices 


Barber and Beauty Shops 
Summer Cottages Dairy Barns 
Service Station Wash Rooms 


Built like a vacuun 


1 bottle heavy galva- 
nized steel inner and outer tanks 2” rock 
wool insulatior handsome white Dulux 


plugs into 
easily con- 
installed in 


enamel finish. Fully automati 
any 110-120 electrical outlet 
nected to water pipes. Can be 


vertical or horizontal position 


this quantity-selling, profit- 
making item. Send for catalog and discounts 
now. We can make immediate shipment 
through your jobber 

} o o = . e 3a * o 


MODERN WATER EQUIPMENT CO. 


546 Grant Place, Chicago 14, 


Cash in on 


IHinois 


MANUFACTURERS OF ELECTRIC WATER HEATERS 
WATER SOFTENERS ° WATER FILTERS 







1s M 
CUTS ct 





Truck with load slides into d y tr 


COLSO! 


7 WILLOW STREET l 
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Id 71 Cash 


OVING 
60% 


Learn more about this 
modern 
truck. See how ut can 
save you labor and 
time 


for free literaturc 


4 





NOTE THESE IMPORTANT 
FEATURES 

Holds 5 gallons. 
Gives you 12 to 15 gallons of 
usable hot water when tem- 
pered with cold water. 

®@ Automatic thermostat control, 
set for 165 -170°, keeps wat- 
er always hot for instant use. 
Only 14” x 20” high. 


1 year guarantee. 


Suggested 


Retail price — 





WITH the 


Easload 


Appliance 
truck, Lind Plumbing & Heating 
Co., Cumberland, Ky., now use 
but 2 men in place of 5 to trans- 
fer 120 gallon electric water 


heaters. They also save 25% in 
time. “The Easload Appliance 
Truck,” they write, “cuts our 
moving costs 60%.” 
Easload is perfectly 
balanced to carry the 
load on heavy rubber 
tire wheels. It pro- 
tects the load from 
damage. It’s built to 
go up and down steps, 
in and out of delivery 
trucks 


appliance 


Write today 


T EQUIPMENT & 


SUPPLY CO. 


OS ANGELES 13, CALIFORNIA 























Westinghouse Inaugurates 
Informative Label Program 


A new and improved informative 
labelling program to aid consumers in 
their choice of electric appliances has 
been introduced at the opening of the 
Westinghouse exhibit in the American 
Furniture Mart, according to T. J. 
Newcomb, sales manager of the West- 
Electric Appliance Division. 

‘The new consumer label on West- 
inghouse appliances will be called the 
Tell-All Tag,” Mr 
“As implied by its name, the new label 
s designed to do just that Tell-All 
about the product, 


inghouse 
Newcomb said 


its care and use, in 
words that everyone can understand.” 

Since 1941, when Westinghouse in 
augurated the use of informative labels, 
they have appeared on all the com- 
pany’s home appliances, Mr. Newcomb 
pointed out 

The 1948 program continues 
practice with the new Tell-All 
labels 


1ed by means of a me 





which will be at- 
tal clasp to all 


before they 


informative 
tacl 
models of every appliance 
leave the factory 

‘The Tell-All Tags are written in 
non-technical terms to give con- 
sumers facts about the products on dis 
play,” Mr. Newcomb explained. 


clear, 


What They Tell 


“Dominant features of the appliance 
will appear on the front page of these 
labels. This information will tell the 
ustomer what the appliance will do 

“How the is made fills 
second part of the Tell-All Tag and 
questions in the consumer's 
and quality of 


1 
appliance 


inswers 
mind 
onstruction 

“A third part « describes how the ap- 
liance is used and what it is used for, 
ind the fourth part tells the user how 
o care for the get the 
ongest life and greatest service from 
it.” The manufacturer’s guarantee or 
warranty on the quality of materials 
ind workmanship in the product is 


Fell-All Tag 


about the type 


applian e & 


included in every 


Utility Booklets 
List Area Dealers 


Directories listing all appliance deal- 
ers in each of the La Mesa, Oceanside 
Escondido and Chula Vista districts 
with the appliances they handle, have 
been put out by the San Diego Gas & 
Electric Co. This service to suburban 
dealers has long been needed, 
ing to Lyle Jones, 
mestic electric major appliance sales 
who gathered the data and supervised 
; ublishing of the booklet. He said that 
the company plans periodically to make 
to keep the directory up to 


accord- 


supery isor of do- 


revisions 
date 

“Ever since our rural electric sales- 
calling on the company’s 
customers,” he said, “all 
parties concerned have felt the need of 
some up-to-date list of dealers that 
could be left with these folks who are 
about to be served with electric power, 
and are therefore nearly ready to buy 
electrical appliances.” 

The new directories show the names 
of all types of dealers in the district 
A chart 

spaces 
to indicate, under each type of appli- 
ance, the brand or brands handled. 
Other columns show whether dealer is 
a contractor, a plumber, whether light- 
ing fixtures, pumps, etc., are carried. 


men began 
prospective 


who sell electrical appliances. 


opposite these names provides 


FEBRUARY 1, 





Are You Boosting 
Your Sales This 
AC a Display-W ay? 


"Roto Lait 


> 











i 
<idibia 
r 


be oJ 


TANDARD ROTO-SHO with 18” 
S table as shown below carries 200 Ibs! 
Unit above is 22” high and ideal for dis- 
playing smaller items. Al! revolve three 
times a minute; A.C. only. Sturdy, de- 


pendable, all steel. 


See your 
wholesaler, 
or write us 

for our 

complete new 
catalog! 


GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. New York 12 














eS 5 t:tnieinncsiit 
e@ Most compact 10-inch fan and air circulator 
NEMA rated. For home or office; table, floor 
or wall mounting 

Handsome gray crackle finish, bright plated 
blades and guard, base fully rubber mounted 
@ 110-120 v. 60 cy. A-C only. Underwriters’ 

Laboratories listed. 


e@ Sturdy all-metal construction. Quiet motor 
and blades. No radio interference 

e@ Entire fan mechanism pivots smoothly in 4 
full 360° arc without having to adjust screws 
or clamps. 

e@ Low priced for volume sales . . . volume 
PROFITS. 


t The great NEW 
name in 
household appliances 


G-M Laboratories Inc., 4296 N. Knox Ave., Chicago, 4! 
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=> NUGGETS 
Go = MOTH 
SS 
aa) CRYSTALS 
ay with every 
VACUUM 
Mavic, ase CLEANER 


wu wor “4 


WIZO WHoth Products 


are 100% pure Paradichloroben- 
zene, made especially for de-moth- 
ing attachments. Wizo Moth 
Products are made for every pur- 
pose —in Vaporizer, Crystal and 
Nugget form. Leaves no clinging 
odors and guaranteed to be non- 
injurious to any fabric. 






























3 
»iCTive inganonemt 


Write For Catalog 


ELHAY PRODUCTS CO. 


323-27 West léth St. N. Y., 11, N.Y. 








REBUILT 
CLEANERS 








\ SA 





Our 1948 
Wholesale Cata- 
log now available 
on all makes and 
models. 






One year free 
service guarantee 
accompanies each 
cleaner ordered. 


WRITE FOR 
YOUR COPY 


VACUUM CLEANER 
SUPPLY CO. INC. 


5079-81-83 BROADWAY 
Chicago 40, Illinois 


Largest independent rebuilders in Chicago 
and the middle west. 












' 





Consumer Paves Way for 
Bendix Salesman’s Gravy 


Gordon W. Greene, a salesman 
for Williamson Radio and Electric 
Ltd., Toronto, Ontario, had to have 
an ear sharp enough to hear oppor- 
tunity when it knocked, but the 
door was unlocked for him by a 
consumer to whom he recently sold 
a Bendix autumatic washer. 

Mr. Green made a post-sales call 
on a new Bendix owner, discovered 
that she had shown the appliance 
to 19 neighbors, the names of which 
she readily supplied. Eager Beaver 
Green sold two more washers and 
an electric range to some of those 
prospects before the day was over. 
$y «11:30 the next morning he 
made five additional washer sales 
and made appointments to survey 
the homes for installations. Results 
of the surveys included the sale of 
four Bendix ironers. Counting up 
on his fingers, Mr. Greene discov- 
ered that he had pyramided one 
washer sale into seven more wash- 
ers, one range, and four ironers. 














St. Louis Appliance Salesmen 
Force Rise in Commissions 


Following a two-day demonstration 
walk-out, major appliance salesmen in 
leading St. Louis stores were récently 
granted a commission and salary in- 
crease. Salesmen’s compensation in six 
major furniture stores was set at a 
guaranteed $80 a week, plus a two 
percent commission on sales over $1,- 
90) of delivered sales quota after 
three years of service with the store 
concerned. Previously the scale at all 
but one of the stores was a $65 weekly 
guarantee, plus a three percent com- 
mission on sales over $1,425. New 
employees will, under the new agree- 
ment, receive a weekly wage of $5, 
as compared with $35 in the past, and 
a two percent commission over a de- 
livered sales quota commensurate to 
length of service. 

The stores which cooperated in set- 
ting up the agreement were the Bied- 
erman Furniture Co., J. D. Carson Co., 
Franklin Furniture Co., Goldman 
Bros., Helrung and Grimm Housefur- 
nishing Co., and Union-May-Stern. 
Biederman Furniture commented, 
“Much of the difficulty of appliance 
sales management has been the fact 
that there is no yardstick or precedent 
on which to set up a remuneration 
plan. Setting up our new system will 
form at least a basis from which all 


dealers may figure.” 


Borg-Warner Establishes New 
Division for Utility Unit 


\ new division in the Borg-Warner 
Corp. corporate family has been formed 
in the Ingersoll Utility Unit division 
which, under the control of Roy C. 
Ingersoll, Borg-Warner vice-president 
and president of the Ingersoll Steel 
Livision, constitutes the seventh In- 
gersoll managed division in the group. 

The new division will be fully im- 
plemented to carry on manufacturing, 
sales and service operations for Inger- 
soll-controlled products classified as 
consumer goods. Direct management 
will be in the hands of Robert S. 
Ingersoll, vice-president of Ingersoll 
Steel. 
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The Kitchen Ventilating Fan That's Different 
THE KITCHEN-AIRE! 












ELECTRICAL CONNECTIONS 
6 SLEEVE WITH 
4 ADJUSTMENT 
CENTRIFUGAL ALUMINUM 
SELF CLEANING 

ver 


auTomaric 7 IMPELLE 


BALANCED 
BACK DRAFT 
DAMPre vee 
RE ANO 
" 
. ¢ 
ALUMINUM 
B's by 8 
Ga 
SELL Start 
28 HOU 
DEFLECTS wiry 
™ 
on Aik COOLED 


i 
ORROSIVE RESISTANT NUM 
IMPREGNABLE TO WEATHER CONDITIONS 


#/0GE 


“ TURE OF GREASE 
+ FROM WAL 


ar 
Tha! 
awa 


How and Why Kitchen-Aire is Different: 


Equipped with CENTRIFUGAL TYPE HEAVY DUTY ALUMINUM IMPELLER 

Motor is out of air stream—<insuring cleanliness 

Operating unit located exterior building—fully protected, in rustproof non cor 
rosive attractive aluminum housing against all weather conditions 

Adaptable to a wide diversity of locations—either ceiling or wall 

Simple inexpensive wall or ceiling installations. Standard 6” duct provides con 
venient duct connecting intake grill to exhaust unit, no special costly duct to 
order No waiting as 6” pipe is readily available anywhere Installations on 
exterior walls require no duct 

Balanced back draft damper automatic in operation—no shutter to open—no 
chain to pull 

Handsome small polished aluminum intake grill readily lends itself to any interior 
kitchen color scheme—eas.ly cleaned 


Distributors here's your winner! Get the facts, be convinced! 


STEWART MANUFACTURING COMPANY 
3202 East Washington Street Indianapolis 1, Indiana 




























Neat from the customer's side! User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has ita 
place, cannot slide. To change sheets, 
you handle only 1 section; section 
instantly removed and instantly 
replaced. Order additional sections 
as your needs demand. 





























Save Time, Temper, Money! 


Dod you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly. 
Remove any single section for page replacement 
| without disturbing the balance of the whole set. 
EVER READY is lifetime built, handsome. Tens 


Vj SIMPLE AS 






A. Open Section B. Replace sheet, 
Fixes of thousands in use. Order yours today! close section C. Replace section 





ORDER TODAY! ALL SHIPMENTS EXPRESS 4, 


Genevo Mfg. Co., 421 Stevens St., Geneva, Ill. i 
Gentlemen: Please ship me 

----No. 12 EVER READY Holder. 15 in. wide, Company 
124 in. deep, 5'% in. tilt. Sturdy steel, 





dork green baked enomel Capacity, 12sec An 
’ > Ee ee ee eee Ae 
» 3 tions. With wings and 2 sections: $5.65 Ea 
¥ RM q o---Ne. 24, like No. 12. With wings ond 2 pagesg sss 


sections. 29 in. wide, 12'9 in. deep. Capac- ! 
ity, 24 sections. $8.50 Eo i 
....Add'l Sections, $! 00 fo -- 1 
NOTE: Check Kalamazoo 4-post 0), Ring Binder 3-post 0 t 


MONEY BACK GUARANTEE! 
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SEARCHLIGHT SECTION 


ADVERTISING 
. MERCHANDISE . . . BUSINESS 


CLASSIFIED 


R AT E S ’ a line, m a m 4 nes To figure DISCOUNT of 10% if full payment is 
* ad ance payn verage words made in advance for 4 consecutive inser- 
as @ line. P OSITIONS: Ww ANTE D (full or tions. 
part time salaried employment hy . —_ 7 » 7 
> Sar ahaa temeniion yn DISPLAYED INDIVIDUAL SPACES 
e above rates payable in advance. with border rules for prominent display 
ROX NUMBERS—Care of publication of advertionments. 
New York, Chicago or San Francisco The advertising rate is $9.00 per inch for 
Offices count as 1 line all advertising appearing on other than a 


contract basis. Contract rates quoted on 
request. 

AN ADVERTISING INCH is measured 
we vertic nan yt A column—4 oo! 


lumns—48 
COPY oR an 4 

ADVERTIS EMENTS CEIVED 
FEBRUARY 16th WILL APPEAR x 
THE MARCH ISSUE, SUBJECT TO 
SPACE LIMITATIONS. EM 








SALES PROMOTION 


ON REFRIGERATORS for manufac- 
turer, midwest city. Creative idea 
man for liaison between product 
sales manager, agency and general 
promotion manager. Refrigerator 
sales experience with distributor or 
dealer desirable. Write FULL de- 
tails. 


P-3342, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, I. 














MILBERN 


Re-created Vacuum Cleaners 


PULL IN THE 
PROFITS 


Nationally known Vacuum Cleaners PERFECTLY 
REBUILT from nozzle to handle-grip. They insure 
no kicks, no 
And the prices will 


permanent customer satisfaction 
headaches, no lost profits. 
interest you—Write us. 


MILBERN VACUUM CLEANER CO. 


241 West 23rd Street 





New York City 11, N. Y. 











automotive, 


or more. 


Heavy 


pacity—18” 
travel 8”. 





HEAVY DUTY PRESS 


Ideal for electrical, washing machine, vacuum cleaner, 
implement and general repair shops. For 
removing or replacing press fit parts and general straight- 
ening and bending work. No shop complete without one 


Regular Value $25.00 


structural steel 
channel construction, 8 table po- $ 50 
sitions. Alloy steel screw ram, ca- 
ia., 23° height. Ram 


MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. 


SPECIAL 
PRICE 


welded 


FOB CHICAGO 


Chicago, 22, Illinois 


Wanted 
Dealers - Distributors 


For Eaton’s 
Complete Line of Refrigeration 
Equipment Which Includes 


Dry Beverage Coolers 
Direct Drought Keg Coolers 
Delicatessen Cases 
Home Freezers 


Ice Cream Cabinets 


EATON 
MANUFACTURING 
COMPANY, INC. 





SALES PROMOTION 


ON RADIO-TELEVISION for manu- 
facturer, midwest city. Creative 
idea man for liaison between prod- 
uct sales manager, agency and gen- 
eral promotion manager. Radio 
sales experience with distributor or 
dealer desirable. Write FULL de- 
tails. 


P-3343, Electrical Merchandising 
620 North Michigan Ave., Chicago 11, Ill. 











SIDELINE SALESMEN 
WANTED 


Leading drop-shipment jobber has several openings 
for top-notch salesmen with following in house fur- 
nishings. Hot items. Exclusive territories. Highest 
commissions. Immediate delivery on automatic 
toasters, heaters, lamps & other appliances, 


D & L PRODUCTS, INC. 
240 York St. Brooklyn, N.Y. 
Tel. Main 4-0004 








SALESMEN WANTED 


Large Eastern electrical distributor seeks ex- 
perienced salesmen to call on hardware and electri- 
cal dealers and electrical contractors. Full line 
of wiring devices, switches, sockets, receptacles, 
etc. Sample kit furnished—Reply stating terri- 
tories covered and lines handled. 

















CUSTOMERS? 


Can't Fill Refrigerator Orders? 


With APC reconditioned electric 
refrigerators you can make this 
your biggest selling season ever. 


STANDARD BRANDS LOW PRICES 
LARGE QUANTITIES 


fash... 









DEALERS, AGENTS, DISTR. 
c oO N T A Cc T 





VACUUM CLEANERS 


Really Rebuilt Like New 
Dealers—Dept. Stores—Mail Order Houses 
BUY and SELL with 
CONFIDENCE 
SAMPLES ON REQUEST 
Write or Wire for Information 


ETROPOLITA 
VACUUM CL. CO. 


1684-88 Boston Rd., Bronx 60, N. Y. 
SERVING THE PUBLIC SINCE 1924 


APPLIANCE MANUFACTURERS 
EXCELLENT EXPORT OPPORTUNITY 


EXPORT CORPORATION established 14 
years * World-Wide Sales Organization « 
Personal Sales Representatives * Over 800 
Active Accounts amongst largest Importers 
and Wholesalers of Electrical and Radio 
Materials ¢ 


Willing Accept Exclusive Export Represen- 
tation; Refrigerators, Washing Machines, 
Fans, Motors, Freezers, Air nditioning, 
Clocks, Stoves, Toasters, Irons and other 
Appliances. 


We pay in New York on Normal Terms °¢ 
Credit Risks Assumed Solely by Us °* 
Export Formalities and Red Tape Handled 
by us * Your responsibility ends when the 
material leaves your factory. 


MORHAN EXPORTING CORPORATION 


458 Broadway New York 13, N. Y. 














NEW ELECTRIC MOTORS 


Reduced in price because we're 


overstocked 
Wagner Repulsion Induc ‘tion, sleeve bearing with 
ad protection 6 HP, and \% HP sizes are 
rubber mounted Al 1 motors brand new and in 
ginal packing 

Price each 
for one or 

H.P. Phase more 

1/6 Single 16.95 

“% Single 18.48 

M5 Single 40.06 

i Three 40.00 

2 Three 55.00 

2 Single 100.98 

3 Three 60.00 

3 Single 127.71 


Above prices F.0.B. West Bend, Wisconsin 


GEHL BROS. MFG. CO. West Bend, Wis. 
Please mention Dept. 87 











appliance 


2 40)0) Ul eile), Bee) 2 


9 Crosby Street, N.Y. 12, N.Y 
BEekman 3-9155 
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We have a few 12 and % H.P. new single 
phase motors, 1725 RPM., 115/230 volt, 60 
cycle, standard NEMA frame for sale at 
the going market manufacturer's cost. 


HOLCOMB & HOKE MFG. CO., INC. 
1549 Van Buren St. indianapolis 7, Ind. 











REPLIES ( Bor No.): Address to office nearest you 
NEW YORK: 8380 W. 42nd St. (18) 
CHICAGO: 520 N. Michigan Ave, (11) 

SAN FRANCISCO: 68 Post St. (4) 


_ SELLING O} OPPORTUNITY OFFERED 





OLD ESTABLISHED appliance distributor 

requires South African franchise for com- 
plete line of household refrigerators and elec- 
tric ranges. Highest references given regard- 
ing active representation and complete cov- 
erage. Replies to J. A. Ewing & McDonald, 
Inc., 200 Madison Avenue, New York 16, N. Y 








POSITION WANTED 


EXPERIENCED APPLIANCE parts man, age 
35, with 5 years experience in washing 
machine, vacuum cleaner and small appli- 

ance parts, desires position as manager or 

assistant manager for wholesale parts dis- 
tributor. PW-3558, Electrical Merchandising 











SELLING OPPORTUNITY WANTED 








ELECTRICAL JOBBER desires’ contact 
direct with manufacturers for all types of 
electric equipment and fixtures and kindred 


items. Builders Supply Co., Superior, Wis. 


FEBRUARY 1, 


CARBONDALE, ILLINOIS SW -3455, Electrical Merc ws 
330 West 42nd Street, New York 18, N. Y 
ATTENTION SALESMAN 


Distributor of Nationally Advertised line of Alarm 
cl ocks, Wrist and Pocket Watches has opening for 
“TOP” man calling on ——_ Dealers. __will 
consider man with foll nly. C 
basis. Write in detail past qupertones and alee 
wanted, also present connections. Inquiries held 
in strictest confidence. 
SW -2807, Electrical Merchandising 
330 W. 42nd St., New York 18, N. Y. 











ROTACUT 


Power Lawn Mowers—with famous MAY- 
TAG Engine—$99.50 LIST. ELECTRIC Model 
(1/3 h.p. Motor)—$89.50 LIST. Direct drive. 
Trouble FREE. Mows and trims. Write for 
Dealership now. 


FARM PRODUCTS CO., 
M-2032, Excelsior Springs, Mo. 








AGE 51 


TOO OLD? During and since the war have 
been in factory. Anxious to get back sell- 
ing. Experience in direct sales, hiring, 
training, supervising men, dealer contact, 
and collecting. Could I serve in your or- 
ganization? Write 

SA-3578, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, IIL 








Manufacturers Agents Wanted 


Manufacturer of unique distinctive Kitchen Venti- 
lating Fan has open a few highly desirable areas. 
This is a fast moving, money making proposition 
for aggressive workers having established distribu- 
tor outlets. 


AW-3653, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Dl. 








ATTENTION MANUFACTURERS! 

Our coverage is nationwide. We now service 
MAT MATIC ELECTRIC IRONS 
under an exclusive arrangement. 

WHAT HAVE YOU TO OFFER? 

We desire an additional iron or appliance 

for service - parts - sales. 

HOUSE OF APPLIANCES 

32-20 37th Ave., Long Island City 1, N. Y- 








FOR SALE—ELECTRICAL BUSINESS 
Established over 30 years in Suttes industrial city 
in Connecticut. Large retail business, wholesale 
supplies and electrical ae Marvelous 
opportunity for progressive person to secure excel- 
lent profit paying business. Selling price $35,000. 00. 
Will furnish detailed information upon request. 


80-3630, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 
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FOR MORE SALES 

FOR MORE PROFITS 
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$1.50 per line per insertion Minimum charge $6.00. (First line in $14.00 per inch per insertion, Contract rate on request. (An advertising 
small black face type.) Fractions of a line count as line. Discount of inch is measured vertically %” on one column. There are 4 columns 
10% if full payment is made in advance for 4 consecutive insertions 48 inches to a page.) 


of undisplayed ads. 



















WASHING MACHINE 
FLEXIBLE COUPLINGS 








The machined brass bushing F-L-O-A-T-S 
One piece—no loosely connected parts. Dampens 
noise and vibration. 
insulates between shafts. 


Cushions starting torque. 


Available now in: I'2” to 9” lengths. 
Phone Dorchester 2350 


FLEXIBLE COUPLING MFG. CO. 
6220 So. Ellis Ave. 


Chicago 37, Ill. 








”“” 
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WYNAR'S 


Washing Machine Parts 


FOR ALL MAKES 


QUALITY MERCHANDISE 
FASTEST DELIVERY 
REASONABLE PRICES 


Get That Wynar Buying Habit’ 


Wynar Parts & Service Co. 


155 State St. 


Rochester 4, N. Y. 


FRANTZ MANUFACTURING CO. 












“CLEVELAND 5, OHIO 




















HOMAS TRUCK of Keckuk 


The “General” is Thomas’ heavy 
duty Industrial Trailer .. . one 


tra 
for 
s 7 


or 


line that 
different 2 and 


trailer 
catalog 


catalog MC. 


Thomas Truck & Caster Co. 
4819 Mississippi River, Keokuk, lowa 













the leaders in the Thomas 
includes hundreds of 
4-wheel trucks, 
casters and wheels 
purpose, Write for 


ilers, 
every 
»eclial 


general 











The NEW 


“YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH RATCHET TO TIGHTEN THE HOLDING 
STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., 


Handles all appliances easier and 


Milwaukee, 3, Wisc. 














0 


ne of the FRANTZ PARTS JOBBERS 
WRINGER ROLLS AND 
WASHER PARTS FOR ALL 
MAKES 


GENERAL WASHING MACHINE SERVIC 
758 South Ave. 


Rochester 7, N. Y. 





EFRIGERATOR 


man hours 


capacity 1200 lbs. 
send $14.95 or write for circular 


NEAL PRODUCTS CO., Marlboro, Mass. 


READY TO GO IN 2 MINUTES 


with the New EZLIFT fits all house- 

hold appliances saves many 
prevents 
strains, etc. made of heavy duty 
machine belting and webbing 
gives years of service 


cuts, 























“KEEP IT RUNNING" 


Satisfactory operation is a real con- 
tribution to customer satisfaction. 
“Keep it running” and she'll come 
back. It’s the repeat sales that 


count. 


Parts, Services and Accessories 
can play an important part in 
building your business. It can keep 
you posted on where to obtain your 
requirements in keeping your cus- 


tomers’ appliances in good running 


order. 








Repair Parts 


Lead wire. Asbestos covered heater 

Heating element wire. 
yY%” O.D. #20 ; ‘ 2 

Heating element wire. 10 ft. coiled 
3/16” O.D. #22 sas 

Ribbon element heating wire. Std. size 
100 ft. .occceces 

Christy Electric Heating Element Weld- 
ing FLUX for repairing flat irons, 
toasters, electric stoves, etc. Enough 
for 50 elements , 
Hot plate bricks 534” 
Element cement. Withstand 3000° F. 
1 Ib. package —peeehet - 

Carbon brush _ set. Assorted. 104 
brushes. 15 Springs. Complete...... 3 


REPAIR ELEMENTS 
FOR ELECTRICAL APPLIANCES 


Electric Range elements. Fit all makes. 
Renuall Iron element. Guar. 1 year. 
Package Of 6......-++ssseesseeeres 
Irons. Porcelain shoes for 500-600 watt. 
| £ eee hae Ane ae 
Percolator elements. Universal flat type. 
1 Yr. guar. 2 for.......sseeeees 
Percolator Element. Porcelain for new 
glass types. 2 for 
Orders RUSHED day received. 
CHRISTY SUPPLY CO. 
2835 N. Central Ave. 
Dept. T 





hook-up wire. 10 ft......-+--- + $1.0 
10 ft. coiled 
2.5 


diameter. 6 for 1. 


Electrical Appliance 


1.00 


.00 


Latest super high speed units. Each. .$6.30 
3.12 
1.00 
1.20 


Chicago 34, Ill. 








COIN-METERS 





Mechanical Coin-meters 
for Automatic Washers 


No Service - No Repair 


They Increase Your Business 
because 
They Always Work 


30,000 in use today 
10 - 15 - 20 - 25¢ 


BAESSLER METERS 


38 Sunrise Terrace 
YONKERS 3, NEW YORK 
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T S T SALES PROMOTION P 
CLASSIFIED ADVERTISING turer, midwest city. Creative ideo 
man for liaison between product 
: ema RCHA os 
OPPORTUNITIES: SELLING ... EMPLOYMENT . . . MERCHANDISE BUSINESS sales manager, agency and general — 
ee : ro 
a line, minimum lines ‘o e 8s } ” 10 f full . ‘ rates 
R A T E s advance eg a. : 7 L - a "Glens oe ‘ A.B ., a. = am Cane onme > promotion manager. Refrigerator Prope 
as & line nnn gp dg e tions as ADVERTISING INCH te measured sales experience with distributor or 
of A og ge DISPLAYED INDIVIDUAL SPACES * vertically on # column 
e above rates payable in advance with border rules for prominent. dlplay inches to 8 page. COPY FOR NEW dealer desirable. Write FULL de- Quee: 
ROX NUMBERS—Care of publication : , FEBRUARY 16th WILL APPEAR IN tails. 
New York, Chicago or San Francisco The advertising rate is $9.00 per inch for THE MARCH ISSUE, SUBJECT TO 
Offices count as 1 line all advertising appearing on other than a SPACE LIMITATIONS. EM P-3342, Electrical Merchandising Racin 
520 North Michigan Ave., Chicago 11, Il. Radic 
Vic 
Regin 
Reich 
Wanted SALES PROMOTION ae 
Rhee: 
ed ON RADIO-TELEVISION for manu- Roll 
facturer, midwest city. Creative 
Re-created Vacuum Cleaners Healers - Distributors idea man for liaison between prod- _ 
uct sales manager, agency and gen- “ 
For Eaton's donate Scott 
PULL IN TH E é : : eral promotion manager. Radio Sear 
Complete Line of Refrigeration sales experience with distributor or Seco: 
PROFITS Equipment Which Includes dealer desirable. Write FULL de- ae 
ssi 
" ( l tails. Shirl 
| | ry everage 00 ers P-3343, Electrical Merchandising Signe 
Nationally known Vacuum Cleaners PERFECTLY SOLD ; 620 North Michigan Ave., Chicago 11, Ill. Silex 
REBUILT from nozzle to handle-grip. They insure 4 Direct Drou ht Ke Coolers Smit 
permanent customer satisfaction—no kicks, no A OLD q g Spar 
—ennneben oo hat profits. And the prices will \ \ . SIDELINE SALESMEN om 
terest you—-Write us. D | C WANTED ew 
7 —— e Icalessen ases Leading drop-shipment jobber has several openings Stew 
for top-notch salesmen with following in house fur- . 
nishings. Hot items. Exclusive territories. Highest Stig) 
i F commissions. Immediate delivery on sutomatic | 
CLE ER ome reezers toasters, heaters, lamps & other appliances, " 
° no Yo eat PRODUCTS, INC. ~ 
% . ork St. Brooklyn, N. Y. uc 
241 West 23rd Street New York City 11, N. Y. Ice Cream Cabinets Tel. Main 4-0004 Sutt 
Swa 
HEAVY DUTY PRESS crag ee, eee 1 
MANUFACTURING Large | Eastern electrical distributer seeks ex- = 
Ideal for electrical, washing machine, vacuum cleaner, po ge ro pce Dine molten nar ated Oo e 
automotive, implement and general repair shops. For cal Centers and destriee) contractors. Full fas Tim 
removing or replacing press fit parts and oneal straight- COMPANY, INC. By - By M.-F. Le: Tho 
ening and bending work. No shop complete without one tories covered and lines handled. T 
or more. CARBONDALE, ILLINOIS SW -3455, Electrical Merchandising - 
330 West 42nd Street, New York 18, N. Y. Tut 
Regular Value $25.00 SPECIAL Tyke 
PRICE 
Heavy structural steel welded 
channel construction, 8 table po- s 50 ATTENTION SALESMAN U.S 
sitions. Alloy steel screw ram, ca- Distributor of Nationally Advertised line of Alarm Uni 
pacity—18" dia., 23” height. Ram tor my py pe AT ng r 
travel 8”. FOB CHICAGO APPLIANCE MANUFACTURERS consider man with following only. Commissi ‘ 
—— gy in Lewy past a nog and fore Uti 
— — a wanted, tions. 
MIDWEST APPLIANCE PARTS CO. EXCELLENT EXPORT OPPORTUNITY in at wae, — 
2720-22 W. Division St. Chicago, 22, Mlinois SW -2807, Electrical Merchandising Vac 
330 W. 4 St., N 8, N. Y. 
EXPORT CORPORATION established 14 uistaummnnndioatomne Va 
youve I ay Sales Organization « Vik 
ersona es Representatives * Over 800 
VACUUM CLEAN ERS Active Accounts amongst largest Importers ROTACUT Vo 
? 2 a ond Wheteoutecs of Electrical and Radio Power Lawn Mowers—with famous a 
° ° ° ngine—$99.50 LIST. CTRIC Mode 
. Really Rebuilt Like New Willing Accept Exclusive Export Represen- (1/3 h.p. Motor)—$89.50 LIST. Direct drive. We 
e Dealers—Dept. Stores—Mail Order Houses tation; Refrigerators, Washing Machines, Trouble FREE. Mows and trims. Write for We 
2? } Fans, Motors, Freezers, Air Conditioning, Dealership now. We 
¢ BUY and SELL with Clocks, Stoves, Toasters, Irons and other FARM PRODUCTS CO., We 
CONFIDENCE —e M-2032, Excelsior Springs, Mo. We 
We pay in New York on Normal Terms * 
CUSTOMERS? SAMPLES ON REQUEST Credit Risks Assumed Solely by, Us. « W, 
P . . port Formalities an e e Han 
Write or Wire for Information by us * Your responsibility ends when the TOO OLD? ees sv he wer have | 
4 , ? 
ETROPOLITA material leaves your factory. been in factory. Anxious to get back sell- WI 
. VACUUM CL co ing. Experience in direct — hising. Wi 
i 1 training, supervising men, dealer contact, 
Can't Fill Refrigerator Orders? . Z MORHAN EXPORTING CORPORATION and collecting. Could I serve in your or- = 
1684-88 Boston Rd., Bronx 60, N. | 3 458 € 4 N Y k 13 N Y ganization? Write W 
ERV roadway jew vor @ UNe Be SA-3578, Electrical Merchandising 
With APC reconditioned electric s ING THE PUBLIC SINCE 1924 520 North Michigan Ave., Chicago 11, Ill WwW 
refrigerators you can make this Ww 
your biggest selling season ever. ~ a “ Ww 
REPLIES ( Bor No.): Address to office nearest you 
NEW ELECTRIC MOTORS Vit von: ade nd aC Manufacturers Agents Wanted 
: : ‘ CHICA : 680 N. ichigan Ave. (11) ™ facturer of i distincti Kitchen Venti- 
STANDARD BRANDS LOW PRICES Reduced in ao or oe SAN FRANCISCO: 68 Post St. (4) lating Fan has open'a few highly desirable areas. Y 
LARGE QUANTITIES overstocke eucnsammaidagaads panieinde This is a fast moving, money making — 
eee, Ree ee 28 a SELLING OPPORTUNITY OFFERED eee Y 
rubber mounted All motors brand new and in — a seen ED 
ginal packing Price each OLD ESTABLISHED appliance distributor ol ee ee 
for one or requires South African franchise for com- Zi 
H.P. Phase more plete line of household refrigerators and elec- 
1/6 Single 16.95 tric ranges. Highest references given regard- 
Vs Single 19.48 ing active representation end compiote ow ATTENTION MANUFACTURERS! 
Me Single : erage. Replies to J. A. Ewing cDonald, j j _w ice 
4 see oo Inc., 200 Madison Avenue, New York 16, N. Y. Our cqrerase fe seems meee 
2 Single 100.98 under an exclusive ooo OFFER? 
3 Three 60.00 WHAT HAVE YOU TO OF 
; a , ore POSITION WANTED We desire an additional iron or appliance 
Above prices F.0.8. West Bend, Wisconsin _ for service - parts - sates. F 
E S. MFG. CO. West Bend, Wis. EXPERIENCED APPLIANCE parts man, age HOUSE OF APPLIANC 
DEALERS, AGENTS, DISTR. eeeetions: lease mention Dept. 87 35, with 5 years experience in washing 32-20 37th Ave., Long Island City 1, N. Y. 
machine, vacuum cleaner and small appli- 
c oO N T A Cc T ance parts, desires position oo Maaeee oe 
assistant manager for wholesale parts 8- FOR SALE—ELECTRICAL BUSINESS 
li MOTORS tributor. PW-3558, Electrical Merchandising Estabtiahed over 20 aan in thriving Industrial ity E 
aa pp aa it a We have a few 12 and % H.P. new single n Connecticut. Large reta usiness, who! 
i} phase motors, 1725 RPM., 115/230 volt, 60 SELLING OPPORTUNITY WANTED a Be , 
cycle, standard NEMA frame for sale at lent profit paying business. Selling price $35,000.00. } 
PRODUCTION CORP. the going market manufacturer's cost. etamar eee a Will furnish detailed information upon request. 
‘ ELECTRICAL JOBBER desires’ contact 
» Crochy Sreet, N.Y. 12, M.¥ HOLCOMB & HOKE MFG. CO., INC. direct with manufacturers for all types of 80-3630, Hrectrical Merchandising — hie 
BEekman 3-9155 1549 Van Buren St. indianapolis 7, Ind. electric equipment and fixtures and kindred 330 West 42nd St., New York 18, N. Y. 
items. Builders Supply Co., Superior, Wis. ——— - 
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: sell- White Machine Works .. 202 WASHER PARTS FOR ALL . 
— 3 White Products Corp. a. MAKES Repair Parts 
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Among the newer appliances on 
the market, the dryer is taking 
It fits 
right into any family that has 


the lead in popularity. 


space for it, and it’s grand, too, 
to have the automatic threesome 
in the laundry —washer, dryer 


and ironer. 


Kodachrome by Dave Rosenfeld 
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In the 


Women's Magazines 





McCall's 
' S id 

WwW ta full ad a hon 
tree Januar in a 
4-color read entitled e Any 
Dav In The Year ave by 
buying when prices are to 

ive by buying the ier 

as ow cup cakes an tner pas- 
tries can be prepared in advance for 
any emergency ; and how to defrost the 
freezer are some of the topics covered. 


Woman's Home Companion 


Li ight for safety, cumin, and germ 
destr t ] f Eliz al eth 
Rever ige’s rticl “Tl 


articl I k a Switch” 


which il- 
variety of lighting 
now available for the home 


in the January Companion, 
lustrates the wide 


equipment 


Good Housekeeping 


In “What You Should Know About 
Automatic Washers,” Good House- 
keeping, January, Helen W. Kendall 
tells her readers some of the things 


they should know if they are planning 


to buy an automatic washer. For those 
who already own an automatic washer 
she discusses hard water troubles, how 


to manage laundry problems and ex- 
actly how much magic that should be 
expected from an automatic washer. 
“Main Dis! from Pressure 
Cooker,” by Annabelle Voight Dirk, 
contains low-cost recipes for complete 


1es your 


meal dishes 


House Beautiful 





( te it ( is com- 
ed it amounts to a thesaurus of 
synthet t ent if Janua V H use 
Beautifu 1 e tit Do You Ban- 
ish Dirt t 1948 Way?” 
Better Homes & Gardens 
“Just a Lamp Isn’t Enough,” says 
Harry Richard in Better Homes & 
-ardens, January—it must be the right 
height, right strength and in the right 
ace, other you're still in the dark. 
The refrigerator gets a mention in 
Myrna Johnson's article, “How You 


and Food.” 


Can Save Money 
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House & Garden 


The freezer means new freedom from 


kitchen cares, says House & Garden, 
January article “Plan Your Kitchen to 
Y« uur Way of Life’—a report on six 

itchens designed and planned by J. L. 


Hutson’s lesigner. 


Family Circle 


“Breeze Through Ironing Day,” by 
Grace White, January, Family Circle, 
shows some of the rotary and flatplate 
ironers now on the market together 
with step by ster uctions for iron- 
ing a shirt with a flatplate 


instr 


Successful Farming 


The features of the “New Electric 
Ranges” are listed by Martha Quinn in 
Successful Farming for January. 


Household 


Vacuum cleaners, laundry equipment 
and water softeners are some of the 
appliances discussed in “Elizabeth 
Shaffer Looks at Appliance and Equip- 
ment Choices.” 

In “Brighter Home: Brighter Life” 
Douglas Shenstone and Frank Faul- 
haber tells of the advantages of fluores- 
cent lighting in the home. 


Forecast 


“Electric Range Cookery” is the title 
of Forecast’s January electrical equip- 
ment article, ... 

And the famous kitchen visited in 
this issue is the Test Kitchen of Cor- 
ning Glass Works, where Lucy Maltby 


resides 
What's New in Home Economics 


[The Equipment Section of the Janu- 


ary issue of What’s New covers iron- 
s, irons and clothes dryers, and is 
livided i “A Classroom Report on 


lern “ma ing Equipment,” “Teach- 
: Iron 1ing Methods Outlined,” “Do’s 
aan Dont’s in Ironing,” and complete 
pictorial displays of the new models of 
all three items. 

Sewing machines is the topic of an- 
other article in the same issue. 
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Hf average member of the 
American Washer & Ironer Man 
facturers’ Association got a $28,355 
t an average investment of 
3,000 in the association, pointed out 
President Roy Bradt at the group’s 
winter meeting, Jan. 5, in Chicago. He 
id the Association has compiled a lot 
f scientific data on automatic wash- 
is fighting the battle of bacteria 
vs, and has set up standards of 
ashability, wearability and water re 
val that every maker can profit by 
thas developed a formula for govern- 
ment contacts, has worked with the 
nderwriters evolving codes, and by 
ts efforts members paid $120,000 less 
reight in 1947 than they did previ- 
busly. The average manufacturer in- 
ests 28 cents per unit and gets 27.3 
ents per unit return, Mr. Bradt de- 
ared 


Focus on the Conventional 


E. L. Farquharson of Landers, Frary 
| Clark, reporting for the conventional 
gitator type washer group, stated 
hat while agitator models hit a peak 
ast year, without promotion it is 
ikely that sales will soon fall to pre- 
ar levels and that no manufacturer 
an afford to coast. Much of last year’s 
profit must be plowed back. A definite 
lan is needed to focus attention on 
onventional washers. Its success has 
een built around visual or live dem 


istrations, and with six million 
more brides coming up as prospects, 
ewlyweds who can’t afford to pay 
igh prices, it would be a good idea 


t demo strations to be continued 
Therefore, a national demonstration 
tek is in order with live demonstra- 
ms on all dealer floors, local adver- 
sing, national manufacturers’ adver- 
‘sing timed to dealers and emphasis 
" window displays and floor exhibits. 
'stribut s should cooperate in 
aking it a “must” to emphasize sales 
ints, 


Bendix Linville Reports 


W. F. Linville, sales manager for 
endix, 0k the floor for the auto- 
atic group. Last Nov. 13, he said, 
¢ first neeting was held with J. S. 























dustry Problems Analyzed 
At Annual Washer Meeting 


Bradt re-elected president; members 
seek modification of plumbing codes; 
recommend parts be sold in packages. 


(PICTURES ON PAGE 2) 


Sayre, John Wicht and F. M. Mitchell 
of Frigidaire present. Problem of the 
automatic group was to modify plumb- 
ing codes, inasmuch as _ installation 
costs have been run up beyond reason 
in certain markets. He recommends 
that the association take steps to study 
local plumbing codes, and prepare a 
list of the markets where rigid codes 
hurt the sale of automatic washers 
He suggested that the association work 
with the code authorities in an effort to 
standardize them. 

It was recommended that the Associ- 
ation study the bacteria question, with 
a view to learning what different wa- 
ter temperatures did to render bacteria 
harmless. In the view of tentative 
legislation against self service laun- 
dries, the possession of authentic, un- 
biased data on bacteria counts should 
be of value where presented to legisla- 
tive bodies. Members may be called on 
to work on representatives in Wash- 
ington. 


Urges Ironer Promotion 


I. N. Merritt, Conlon Corp., repre- 
senting the ironer group, suggested 
that a definite portion of the 1948 
ironer output be put in schools and 
colleges, especially those which have 
been using the association’s manual. 
Sales should be made through the 
dealer with the distributor and manu- 
facturer increasing the dealer’s alloca- 
tion however, by the number of iron- 
ers he places in schools. A modified 
form of this plan may be to have the 
manufacturer place ironers in schools 
on memo billing, and replace them 
from time to time with up to date 
merchandise. Factory demonstrators 
should include schools in their calls. 

Surveys have revealed that from 71 
to 90 percent of non-owners wish to 


own ironers. From 70 to 96 percent 
say they have a place for an ironer in 
their homes. Over 87 percent of the 
questionnaires received from persons 
not owning electric ironers in their 
homes thought they would be able to 
operate ironing machines satisfactorily. 
In 1920 when the first accurate com- 
piling of sales was obtained, for every 
washer sold there was one ironer sold. 
In 1929 the ratio was one to 7.59. Up 
prior to the war for every 7.7 washers 
one ironer was sold. The ironer com- 
mittee feels that 30 to 40 percent of the 
washer owners can be sold ironers. 






C. L. Atkinson of Easy, speaking for 
the service committee, said it is be- 
lieved desirable to distribute parts in 
various areas of the country by means 
of the arrangement which best suits 
the particular locality. Sometimes a 
product parts distributor may be in 
the position to do the best possible 
job, but in others a “one stop” type 
distributor may be able to do the best 
It is recommended generally that 
sufficient distributors be appointed in 
large towns to cover the area properly. 
In some cases the number of inde- 
pendent repair organizations outnum- 
ber the franchised dealers seven to 
one. The general practice of manu- 
facturers is to carry repair parts for 
all machines up to 15 or 20 years of 
age except where parts are of material 
which has become difficult to obtain 
or those for which a very small demand 
exists. 

Selling of parts in assemblies and 
packages is strongly recommended 
Gears and other parts should be sold 
as assemblies in neatly marked pack- 
ages which distributors can sell with- 
out opening. Bolts, nuts, screws and 
other small parts should be sold in 
boxed or packaged quantities of sev- 
eral dozen, based usually on an aver- 
age selling price of $1, net, exclusive 
of shipping charges. 


Engineering Procedure 


G. I. Cockerill of Apex, represent- 
ing the engineering committee, sug- 
gested that water extraction tests be 

(Continued on page 21) 
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NEW ON THE executive board is F. M SPOKESMAN for the automatic group in RE-ELECTED PRESIDENT of the Associa. THE YOUNGER GENERATION —Anthony i ns 
Mitchell, who is the washer expert for Jud Sayre’s absence was W. F. Linville, sales tion was Roy A. Bradt of Maytag, rapidly 


E. Cassino, market research for Bendix, hos 
Frigidaire manager for Bendix becoming a fixture. 


a long talk with John Drake of Norge 
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GRIZZLED VETERANS of the business—Homer Reeve TWO LOOK-ALIKES are B. J 
of Easy and Lou C. Upton of Nineteen Hundred—discuss 
weighty matters 


Hank of Conlon and DIGNIFIED, pipe smoking Ed Oehler of Briggs & Stratton 
Frank K. Breckinridge of Automatic. With them is Bill has a word with |. N. Merritt of Conlon, who heads up 
Ogden of Hotpoint the ironer group. 
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N INDIANA dealer and his wife 
were stopped in mid-air at the 
idwinter Chicago markets and asked 
be following question: “What are you 


























tting out of it?” 

“We're not doing a lot of buying,” 
as the reply, “because we have a lot 
stuff on our floors to sell right now, 
nd our distributors take pretty good 
re of us anyway. What we are up 
re for is to get a quick look-see at 
hat everybody has, a chance to find 
xt what’s coming, and what the odds 
eon deliveries. Besides that, we like 
ave a word with the big fellows 
mm the factories.” 

lf this typical dealer has an ana- 
i) mind, he probably went back 
e with the impression that: 
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Today’s manufacturer fully ap- 
) eciates the cramped living quarters 
Ss sat most young married couples under 
find themselves in today. They are 
roducing appliances that save —a 
asher and refrigerator that do double 
uty as kitchen counters, tiny apart- 
ent record players, table type tele- 
sion, and refrigerators that give 10 
. ft. of refrigeration and fill the space 
f an 8-ft. model. 
2.) The old “debbil” in the picture 
steel—depending on the amount 
ven away to Europe. 
3.) Possibly the price structure has 
ymped the ceiling. However, before 
rices come down, there will be a lot 
improvement in quantity, tighten- 
by up on manufacture, and probably 
epidemic of deals such as “free 
ap” to sweeten up purchases. 
4.) Quality control, which has often 
fen missing in the early post-war 
ars, is coming back. 
5.) Women can’t “live by appliances 
one.” The kitchen items that are as- 
ciated with them—like pots, pans, 
ons and forks with ranges—are 
finitely going to be sold in ensemble 


it of Easy, 
lassy. Both 





Radio and Television 


In radios and television, combina- 
os in smaller sizes, matched unit 
nsembles of radio, television, home 
torders teamed with radios, AM-FM 
ble sets are all tied together to make 
better deal for the American family. 
Admiral at the Furniture Mart had 
“television optional”—a group con- 
ing of record storage cabinet, nine- 
be combination and matching tele- 
sion if desired. Crosley had a new 
evision, “Swing-a-View” which per- 
its the screen to be popped out of 
Bit. Wilcox-Gay Corp. had a coin 
ordio which works out fine as a 
kfc builder, 


Ranges 
; & Stratton 
1o heads up 


Ra 


anges are now turning out the 
omsed post-war refinements. You 
a enjoy Pyrex glass in oven doors 
nich permit peeping, “ups-a-daisy” 
nich turns a cooker well into an 
ational burner. Admiral offered a 
W control unit on its range. Electro- 
ster had an apartment sized Space- 
ver with deep well cooker. Florence 
we has a new model apartment 


me siofme“tric range in production, available 
A) commie ‘te trade this spring. 

me Refrigerators 

de Act ¢ ieee ‘ . 

Oe AB Frigidaire talked up its “Design for 





ling” plan and displayed the new 









pace-Saving Appliances Hold 
\ittention at January Markets 


Reflect needs of cramped families; 
steel still production worry; prices 
may be at ceiling; quality stressed. 


MJ line of refrigerators in 6, 7.7, 9.5 
and 11 cu. ft. models featuring more 
storage space with the same exteriors. 
Kelvinator brought out its new Mas- 
terpiece “refrigerated top to bottom” 
line. Philco Corp. had its new model 
773 in 7 and 9 cu. ft. sizes with freezer 
shelf, crisper, and also a model not yet 
ready for the trade. Norge unveiled a 
new line of “Hold-Mor” refrigerators 
featuring automatic defrosting with 
added frozen food storage. 

Deepfreeze has a new 16 cu. ft. 
model farm freezer ready for delivery 
and also a 48 cu. ft. home freezer 
holding 168 lb. of food. 


Washers 


In washers, some automatics were 
shown for display only, with delivery 
undetermined. All told, thirteen auto- 
matics are coming around the corner. 

The new Conlon portable ironer is 
all aluminum, with a 22 in. shoe, total 
weight 244 lbs. A console ironer with 
a 30 in. sliding shoe is now in produc- 
tion. 

Over at Easy in the Merchandise 
Mart a new model portable Whirldry 
is displayed featuring an aluminum 
tub. Put on the air by Chicago tele- 
vision was the Easy Spindrier with 
its automatic spin-rinse. 

Westinghouse showed a new clothes 
drier, the “Dial Dry.” The “Tell-All 
Tag” labels all appliances. . 


Vacuum Cleaners 


At the Hoover Co. space, C. R. 
Foltz of the Canton office demon- 
strated the model 50 cylinder cleaner, 
the new pancake dial iron in the 3% 
and 4} lb. weights. Clements Mfg. had 
on display its new cylinder type cleaner 
with plastic featherweight wand. Apex 
offered a re-styled cleaner in maroon. 
Premier promoted its attachments. 


Other Appliances 

Fresh’nd Aire was showing its new 
humidifier, demonstrated by E. W. 
Gutzell, assistant sales manager, Chi- 
cago. V. E. Sprouse Co. had a 24-in. 
window ventilator, the Air Mover at- 
tic fan. H. R. Blasingham showed the 
Silent Breeze ventilating attic fan of 
Holcomb & Hoke. Howard Industries 
had a combination heater and air cir- 
culator, and a new cocktail table type 
circulator for air cooling. 

Eureka-Williams showed its Dispos- 
O-Matic waste disposer, a new tank 
cleaner, D-360, and optional waxer- 
polisher. 

Universal (Landers, Frary & Clark) 
showed a new Beam-O-Lite iron, with 
head lamp, now in production. 

American Central had a new venti- 
lator for over the stove, not yet in 
production. Proctor showed a new 
pop-up toaster with sliding crumb 
tray. National Sewing Machine showed 
a new carrying case with pockets which 
may double for traveling bag when 
necessary. General Mills has a new 
steam ironing attachment for use with 
their model GM-1-B. 
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In ensemble with the Elgin kitchen 
was displayed the Artcraft low-boy 
table top refrigerator, 7 cu. ft. ca- 
pacity, dual temperature. 


With the Big Organizations 


Westinghouse had a Little Theater 
program with films for training sales- 
men and also staged a presentation of 
appliances, 

General Electric “Walkie Talkie” 
refrigerator drew the biggest crowds 
and should prove a wow for any kind 
of a store demonstration if available. 
The refrigerator, controlled by remote 
direction, whirls around the floor and 
tells its own story. G-E also has a new 
10 ft. farm model refrigerator, and 
has brought out a small tank cleaner. 

Hotpoint offered for the first time 
its two zone refrigerator with sepa- 
rate freezer compartment for frozen 
food, butter conditioner. It presented 
the Hostess range with oversize oven, 
a Masterpiece model, and an apart- 
ment type range. According to Miss 
Marian McElhaney of the home eco- 
nomics staff, the LWP-5 agitator 
washer now has an automatic timer 


The Housewares Show 


At the Knapp-Monarch space was 
shown a new Speed Iron which per- 
mits two-way ironing, also a four- 
section Quad-Waffle baker. A traffic 
getter, Toy Jet bulbs for model air- 
planes was getting a good workout 
from Robert L. Weigel of the St. 
Louis office. 

The new Tandem toaster which 
holds over-size bread, with slide-out 
crumb tray had the throne at Samson 
United Corp. exhibit, with W. G. 
Church of the Rochester office put- 
ting it through the paces. 

Hankscraft Co. has added a Nite- 


Lite to their bottle warmer, and the 
automatic-electric food warmer is now 
available, says representative William 
Kelly. 

Dormeyer Corp. brought out their 
new #4000 Power-Chef Mixer in 
time for the show, ten speeds for all 
sorts of mixing, “mix a cake in four 
minutes, whip potatoes in two.” 

Handyhot (Chicago Electric Mfg. 
Co.) has added a fan type heater and 
a whipper with heat-resistant glass 
to its line, shown here for the first 
time, according to R. C. Walker of the 
Chicago office. 

Door chimes in six new models, good 
to look at and musical to the ear, were 
shown by Rittenhouse, with Robert 
Janson and G. R. DeMenz of the New 
York office, bonging away to the de- 
light of visitors. 

The Kisco Co. dressed up their dis- 
play with pinwheels and daisies to 
show off their new Table-Air Circu- 
lair, which is the “successor to the 
fan,” according to H. J. Hoglan of the 
St. Louis sales office. 

A Flip-flop toaster with inside light 
and toast viewer, 8 and 10-in. window 
ventilators, 8 and 10-in. oscillating and 
non-oscillating fans, combination fan- 
heater, all aluminum broiler, plus the 
“Kordette” electric stove with cabinet, 
were featured in the Kord Co. exhibit. 

One of the novelties was the display 
of articles made from discarded tin 
cans in the Rival Mfg. Co. booth, 
where their tilt-top Juice-O-Mat 
juicer, Can-O-Mat, Jar-O-Mat, and 
knife sharpener were shown by B. F. 
Sears of Kansas City headquarters. 


Major Appliances 


In the major appliance section, Iron- 
rite demonstrated its newest model 
80-85 ironer with refinements such as 
forming board raised and hinged to 
shoe, retractable roll for steaming vel- 
vets, various height adjustments, ad- 
justable knee control and lap board, 
cabinet hinged and set to back without 
supports, and of course it does have 
a light, says Elmer Sander of the 
Mt. Clemens office. 

Lindemann & Hoverson Co. showed 
the new Sheridan model electric range, 
having duo deep-well cooker, vari- 
speed switches, automatic time control, 
lift-up unit, fiberglas insulation, in ad- 
dition to the features of their previous 
models, demonstrated by G. R. Clarke 
of their main office. 
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THE MAGAZINE GIRLS were in evidence. Myrna 
Johnston (right) of Better Homes & Gardens listens to 
Willie Mae Rogers of Admiral pour on the coal 


M,. J. O’HARRA himself demonstrates the night watch 
on the new Norge refrigerator 


UPS-A-DAISY is a cooker well that becomes an addi- 
tional burner on the Gibson range, declares E. S. Nobles, 
division manager from St. Louis 


NEW TO NEW BRITAIN, Conn., but not to Chicago, 
is Miss Marion McKevitt, home economist for Landers, 
Frary & Clark. She is showing the speed control 
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To Market, To Market, 
To Sell 'Em Again 


New Products, Familiar Faces Greet Buyers at Janu- 


ary Markets in Chicago. 


Scene: Merchandise Mart, 


Furniture Mart and International Amphitheatre 


ARCH BREWER, sales promotion manager for Sentinel, 
puts the firm's new television set through its paces. 


JOHN GALLAGHER and Robert A. Paine of the Major 
Appliance Co. came all the way from Boston to listen to 
words of wisdom from Rock Smith of Deepfreeze. 


ELDER STATESMAN to the range business, Pierre 
Miles, Chicago Electromaster distributor, shows that eye 
that enables women to peek into the oven. 


FEBRUARY 





A YEAR 
euvalmar 
Engel of 


é 


NO RADIO LINE is complete without a television 
these days. Here is J. M. Nuniz, vice-president, HowoHE NE’ 
marks tl 


si 


1 fe 


WANT A TRAFFIC BUILDER? Bill Buchanan, Gle 
dale, Calif., west coast rep for Wilcox Gay, says “Put MMALTER 
little record maker on your floor.” De Gre 


browitch, 


hie ag 


AT ALTORFER BROTHERS, it’s hard to reclize ' 

the late Silas Altorfer’s boys, Edward J. and John HN y 

have grown up and are starting at the bottom Victor 
P » Kno 
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ECT, 


SS 


s YEAR AGO this was a handmade model; now Larry CLEVER CROSLEY IDEA in television is the Swingaview, CHICAGOANS who own television sets enjoyed a fireside 
eyvalman of Apex demonstrates the folding ironer to which permits turning the screen out of sight. C. W. shopping trip as a roving camera rolled through the 
Engel of the Dixie Furniture Co., Houston, Texas. Kirby, domestic sales manager, demonstrates. Merchandise Mart and caught demonstrations. 


television 
lent, HowoHE NEW LOOK—ao lowered apron instead of a skirt HOT NUMBER in the Easy line is the table spinner, IN 37 YEARS a firm can sell vacuum cleaners to a lot 
marks the 1948 Kelvinators, with doors hugging the floor. shown by Miss Estelle Amenta. of people, Jack Downs of Clements Mfg. Co. declares. 


hanan, Gle 

, says “Put VALTER DAILY puts on a Lewyt cleaner show for Ben IN SPRUCE BLUE COATS the General Electric men HIGH SPEED TYPIST was Arthur P. Boyer (right) of 
De Groot, R. U. Lynch Co., Providence, and Morris are a uniformed group. Left to right: M. J. Young, Russel Coleman, before he became an advertising manager. 
browitch, Morris Dist. Co., Syracuse. Darling, Fielding Chandler, J. F. McBride. With him is Clarence Van Malsen of Grand Rapids. 


o reclize t 


and John "HN y, ALGER of Evans shows off the new heater FROM WICHITA comes John B. Lang of the O. A. NEW TO MANNING BOWMAN are these . fancy 
Victor Clement of Atlanta talks to Ernie Fellden, Fowler Sutton Corp., to demonstrate that a Vornadofan can blow heating pads, declares Mrs. Gertrude Griggins who demon- 
bs. Knoxville. hot as well as cold. strates them in the Merchandise Mart 
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L&H ELECTRIC 
WATER HEATERS 


Buyers and : 
Sellers 


Throng 
Housewares 


Show | a 


lor ads 
lion mi 


Tul, mao 
ONE SHOT bags them all—A. B. Lendved, Northern Hardware & Supply Co., Menominee, Mich., H. A. Halvorson, Al Fis 
and G. J. Schramel, all of Lindemann & Hoverson. 


SWAN SONG of Tom Kelly, who soon bows out from NOTICE how gracefully Young Agee holds the cigarette DAISIES WON’T TELL, but J. W. Kisling who da 
Hoover and goes to live in Denver with his boy as he puts the Dormeyer mixer through its paces. orated the Kisco fan booth with daisies, has plenty to s 


BLOOMINGDALE’S comes to Rittenhouse. J. P. Wachtel A BEAUTIFUL silver colored coffeepot you can take to WOMEN DO NOT LIVE with appliances alone, declo 
Bloomingdale's, and D. E. Sullivan of the Martin Co., the table with you is the newest thing at the Cory Corp., Miss Marie Meck, who talks up the Ekco kitchen equ 
listen to Elmer Dvorck’s pitch on chimes 


as shown by Scott Ralter. ment. 


a) 
. 


ae 7 : a Pw " = — Ga aia - 
HERE'S THE WHOLE HISTORY of Regina (which is MRS. HELEN SPANSKI kept visitors to the Knapp- THE SANDWICH TOASTER over at the Finders 


pronounced Regeena) spread before you and discussed by Monarch exhibit tasting and sipping products from her Co. is a hot number this year, according to Morris Fe 
F. M. Maresca, eastern territory manager blender. stein of Holliwood fame. 
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color — tthe fre 
‘big 98 campy” 


It appears in March Better Homes & Gardens, March 
He Companion, March 6th Saturday Evening Post 
\nril Good Housekeeping. Look for it—and eight more 
or ads to follow in our spring campaign in which over 
on magazine copies build still further prestige for the 


ful. modern Camfield 





kitchen equ 





tere, ~ this modern Camfield Automatic ‘Toaster—and just as beautiful in performance! 
> 


ee 
Fy. 


Has cushioned f a ] pop-up... also finger-trip Uy ils release... ©& color selector... 
y TF li. _ 


£> silent mechanism... & A 
*' | 


toast to individual taste despite current variations ... supreme achievement of Camfield engineers’ 
long « xperience in dev eloping fine appliances. A superb gift ...a delight 


in your home... Camfield. The Blue Ribbon Toaster! or pe ¢ A ae F é ¢ L D 
Q » 


Camfield Manufacturing Company, Grand Haven, Michigan. 


In Canada, Addison Industries, Ltd., Toronto. 
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Big Year Coming 


e 1948 pict 


8 


Reports of Business from 
ELECTRICAL MERCHANDISING’s Regional Editors 





THE MIDWEST 
By Tom F. Blackburn 





Wii E the January meetings of 
the National Electrical Retailers 
\ Sethe 


soci in January in Chicago 
were very ish-hush, the gabbing of 
the 150 1 dealers who braved the 


reveaillz 








( i tt coftee between meetings 
One of the things the retail trade 
esn't like is the necessity to be the 
all-guy for anything that is wrong 
it in appliance One prosperous 
him around 


erator said that it cost 
~O.-U pe washing machine to get it 
ned up and in first class condition for 
e customer and that 


something was 


ig with virtually every appliance 

it as uncrated. He had had some 
tremendous expenses on gas ranges. 
Nothing has been added to the margin 
to take care of this new item ot ex- 


e relates. “I think there should 


be a certain percentage of the price ot 





each machine held back by the manu- 
r to pay tor service contin- 
gencies,—be it to distributor, of 


Higher Prices, Lower Sales 


Over the coffee cups the boys thought 
that prices were bumping the ceiling 
if they continue to go up, by reason 
4 give-aways to Europe, on the part 

the government, it simply means 
sold 


()ne tests out his market regularly 


t fewer units will be 


y leaving certain deluxe models un- 
1 quotes a price $25 above 
When they start 


this price, he 


izgee 1, al 
list to his prospects 
knows 
»>o lar, 


has not bucked on any 


otesting 
that it is time to start down. 
the farm trade 


over 


ce 


On the other hand, the younger gen- 


eration that saw military service is 
completely strapped In Lincoln, 
Nebr., where a large number of mar- 
ried ex-Gl’s live, a man who should 


(Continued on page 10) 





THE SOUTH 
By Amasa B. Windham 





AS the new year began to get into 
d high gear, there were two signifi- 
cant developments in the appliance pic- 
ture, both of which had _ southern 
vholesalers and retailers talking. The 
rst was the return of the $10 radio. 
\t the end of January at least two 
manufacturers had announced four- 
tube models retailing at $9.95 

[his trend 
cities such as 


was made to order for 
Houston, Atlanta and 
Birmingham, where dealers in the past 
three months have been pushing radio- 
Before the 
var, according to a top Atlanta dis- 
tributor, the concept of radio market 
saturation was a set tor every home— 

every member of 
the family. This distributor estimates 
the new goal opens a potential market 
radios in the South alone 
of 20,000,000 in addition to replace- 
ments of worn-out sets. 


lor-every-room campaigns. 


ow it is a set for 


for new 
obsolete and 


Southern Market Visioned 


While his figures may be a bit opti- 
mistic, there is no denying the fact 
that the South, only newly introduced 
to FM and still without television, is 
destined to be the scene of high volume 
sales in radio in the immediate future. 
Dealers in Alabama’ still seem to lead 
the way in radio merchandising, con- 
tinuing to advantage their campaign 
of soothing the public fear that pres- 
ent sets may quickly become obsolete. 
This state’s dealer sales average ap- 
pears to be the best in the South for 
three consecutive months. 

The second significant development 
in the appliance picture is the fact that 
an anticipated heavy slump in buying 
did not develop in January despite dire 
predictions to this effect in the late 
fall. The head of the dealers’ associa- 
tion in Jacksonville said flatly—but 
happily: “Business is holding up fine. 

(Continued on page 20) 





THE FAR WEST 
By Clotilde Grunsky 
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oe, sTAMATY: 


“JUST RAISE THE WINDOW AND STEP BACK.” 
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QUESTI¢ YNNAIRE ser to rep- 
J ba mcot dealers in the major 


centers of the West and Intermountaiy 
area reveals that their 1947 sales were 
well 1946. Figures 
reported show a 20 percent to 30 o; 
40 percent increase, with i 
dividual dealers running far ahead 

this average. A Tucson dealer re. 
ports a 50 percent increase, a Eugen 
Ore., dealer 75 percent, and a report 
from Billings, Mont., credits that com. 
munity with a general increase 

about 200 percent. Compared 
1941 sales, we find that both B 
and Los Angeles are sure that | 
sales have not caught up with pre-war 
but dealers from other communities re- 
port: Fresno, Calif.—188 percent in. 
crease; Eugene, Ore.—120 percent u 


above those of 











Seattle—50 percent up; Salt Lake Cit 
—tripled; Tucson—400 percent 
crease. Figures for eleven months oj 


the year compiled by the San Diego 
Bureau of Radio and Electrical Ap- 
pliances suggest that shortages re 
ported everywhere are not due toa 
real lack of appliances, but rather a 
continuing high demand on the part of 
the public. 


2,595 Home Freezers Sold 


Figuring in unit sales, the records 
show that washer sales (unsegregated 
were more than double the 1941 figure 
radios, vacuum cleaners, electric irons 
and electric clocks were double 
better. In spite of the general short- 
age of refrigerators reported, the sale 
of this article was 10 percent higher 
last year than in 1941. Home freezers 
had already joined the ranks of major 
sales, with 2,595 home or farm freezers 
sold from January through November 
as compared, for instance, with 2,770 
ironers sold in the same period. To be 
sure, home freezers had received some 
major industry-wide promotion in San 
Diego during the year, while ironers 
were hard to come by, but the record is 
nonetheless impressive. Electric coffee 
makers were the only appliance re- 
ported of which there were not more 
sold in San Diego in 1947 than in 


1941. 
Local Shortages 


Refrigerators are the outstanding 
lack reported by all dealers, plus, of 
course, small appliances of the better 
brand names. Salt Lake reports that 
even refrigerators are beginning to 
catch up. Arizona says all appliances 
are short except irons. Automatic 
washers are reported short in San 
Diego and Spokane, standard washers 
of certain makes throughout the 
Northwest. From the Spokane “In- 
land Empire” area comes the report 








rcine 


that “most of the noteworthy shortages 
occur in high quality table applianct 
lines. Deluxe model ranges 1 re 
frigerators of a few lines still 
somewhat short and one or tw i 

of washing machines are in de 
mand. Major appliances are still on 
allocation, but most dealers « make 
deliveries immediately or within 4 
short period. Some _ consol hio- 
phonograph combinations are still 


short. Back orders do not seem t 
much; many waiting-list cus 


(Continued on page 20) 
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Other Home Furnishings 

and Appliance 

Merchandise Advertised 

in the current issues of 

The American Weekly 

The Anderson Co., 

Windshield Wipers—Capitol 

Records— Delta Electric Co. 

~—Easy Washing Machines— 

General Electric Irons—General 

Electric Home Radios — Herkel- 

Clauss Co., Garden Shears—Hey- 

wood Wakefield Baby Carriages—James Lees and 
sons Co.—Le Lane Co.—London Special- 
ties~Micro-Lite Co., flashlights—National Pres- 
sure Cookers—Premier Vacuum Cleaners—Porter 
Carpet Sweepers—Power King Tools—Reed Rogers Co.— 


Sani-Wax—Sparton Radios—Western Electric Hearing Aids 
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make every customer | 








TEST... 








course — display the merchandise most of your cus- 
tomers read about. 9,350,000 U. S. families will 
see Sparton advertising regularly in 


What's the best way to go after more business? Of | 
The American Weekly. | 
| 
| 
| 
| 


\ 4am j 
\ How Can You Tell What SS 
\ Merchandise to Display? 


\ More of your customers look for merchan- 


| 
dise when it’s advertised in big magazines. | 
Yes, The American Weekly is a big magazine. 
It’s distributed each week with 20 great Sun- 
day newspapers to 9,350,000 families throughout 
the U.S. Want to know how many of your customers, 
in your town, read The American Weekly? Just send a | 

postcard to Promotion Department, The American Weekly, 63 

Vesey Street, New York 7, N. Y.—then you'll see the advantage of dis- 

playing merchandise that’s advertised regularly inThe American Weekly. 


\ 
More Millions 


Read The American Weekly 
Than Any Other Magazine 


M 


The American Weekly reaches more 
retail customers from coast to coast 
than any other national magazine. 
The American Weekly reaches 20% 
or more of the families in more 
cities and towns than any 

other national magazine. 

Read The American Weekly 
yourself. Look for the 
advertisements of America’s 

fastest selling brands. 

Main office: 63 Vesey Street, New York 7, N.Y. 
DISTRIBUTED FROM COAST TO COAST WITH 20 GREAT SUNDAY NEWSPAPERS. 
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Sales and Delivery Round-Up 


t 


Shavingest Man 








A PROVING GROUND for Schick elec- 
tric razors is the face of Norman Gray, 
chief engineer and director of research 
for Schick, Inc., Stamford, Conn. In 15 
years with the company he has spent 
30,000 hours clipping whiskers from his 
face. Betty Billone, an assembly worker, 
relieves him from the arduous chore for 
once 
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of a sudden.” Ironers 


i Dit al 
e coming in “a pretty regular flow, 
improving all the time.” “Su 
e distributor says tl 
We will not have enough free 
€ ¢ t illocation and w1l 
e that iV intil the end of the 
ea He finds little rease in time 
t say t t about 0 pe n 
f current sales are time sales 
New York a deals ‘ ts t 
n eve thing at the oment i 
1 aif i ivi 
He i " 
‘ ‘ is that « 
r ent 1 ‘ 
ea t et. He also reports t 
| vit T t t ‘ | ct ‘ 
1 ire 
\ tine Arnie tale 
etrigera ire rt 
‘ ks 1 vard to a 
ease \utomatic washers, t 
ire s it e expect 1 good s rt 
I t Marc! He i 
t ts g Sale iV reezers 
re C elation to i t \ 
i ant get « re telesets and ad 
» SU tiie € a d, ids clieane 
novirng it a steady pace \ spot 
eck { six dealers revealed ¢ 
Sa that i iry sales were i 
anea t the ime mont ist eal 
P acle i reports 1 few more 
re gerators con g in; ranges I 
ise to do bette Conventional washer 
supply s better and we are receiving 
e ironers. The supply of automati 


heaters is OK.” 


Freeze sales are ot too bad”, and 
television is moving “very well.” 

From New Jerse comes the report 
that t mly major items in good 
supply are automatic washers. Tele 
vision sales are booming but freezers, 
leaners, and radios are not setting the 
world on fire 

One New Jersey distributor has a 


¢ 


neat and concise way of explaining the 


Situation o treezer sales 
Do r ¢ S 
1D; c c t und sell Vy yu 
¢ 
‘ 
Doe r ant ¢ 





t ire st average SO are inge 
Lo ent ial washers aven't 

anged d 

od. Ir 

al are 
bout the 

ease 

| ide-1 ctivity still extremely 
slow Very few dealers are going 
after the replacement market, because 


there is simply no need to. However, 


it’s as sure as the tides that one day 
when shortages are a bad memory, 
1 high percentage of refrigerator 
and washer sales will be made on a 
trade-in basis 


And, according to at 
least one source, television sets are go 
ing to have a big trade-in value. They 
nay well be like automoblies in this 
respect As cabinets get better and 
reens get larger and overall efficiency 
improves year by year, many owners 
may want to trade in a set every two 
or three years, just as they normally 
trade in their old cars, to get the latest 
model It seems like a long way off 
but so in January does Christmas 





GEORGE W. MASON (left), president of Nash-Kelvinator Corp., receives a certifi. 
cate of public service from Henry E. Abt, president of Brand Names Foundation, in 
recognition of the Leonard Division’s 60 years of service to the public. Leonard 
founded in 1881, is credited with being the oldest name in household refrigeration. 
Leonard was cited for “unfailing integrity, reliable quality, and fair pricing.” 
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(Continued ) 





know thinks that only 5 to 7 percent 
of them (who were majors or colonels) 
have more than two nickels to rub to 
gether. They must buy on an install- 
ment basis or do without. 


Plush for the Plumbers 


One manufacturing big shot talked 
to the assembled dealers association 
but the boys were too polite to ask him 
vhat they really wanted to know. The 
$64 question, unasked, was why his 
firm was franchising so many plumb- 
ers. And he didn’t tell them in his 
speech, as he might have, that today’s 
manufacturers are tied up with no 
particular type of outlet. So many 
lers have gone soft that the men 





e separated from the boys, as it 
vere. The retailer who gets in and 
pitches and does a good job is eventu- 
ally going to get the coveted franchise, 
regardless of the title of his business 

he risk a manufacturer runs lies in 
diluting his franchise so much it won't 
be coveted by anybody 

While on the subject of plumbers, 
vho have attempted to sew up sink 
sales, a tip was passed around to the 
lealers that it is always easy to get 
some individual plumber to do a little 
evening's work out of hours. He is not 
bound by trade practice as the master 
plumbers are, and is usually glad to 
add to his income. 


Geographer and Prices 


One thing dealers don’t like is the 
differential of price between different 
parts of the country. They understand 
they must pay a freight differential, 
but cannot see why they should not be 
billed alike for the same object, in the 
same quantity, anywhere in the U.S. 
The steady rise in prices is encourag- 
ing to repair business, which has been 
off about 30 percent since 1946. New 
merchandise just doesn’t go zip any 
more, and a telephone call to the 
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prospect list brings the reply, “Well, 
I'll be in to see it pretty soon.” 

What you see in the big city, where 
there has been spot delivery of certain 
brands of refrigerators around Christ- 
mas, and where there seemed to be a 
lot of other merchandise to be had, 
isn’t generally true for all the cross- 
road towns. 

In one of the country’s typical trad- 
ing area cities it is necessary for a 
customer to wait 30 to 40 days for a 
popular make of washer, agitator type 
Automatics can be had on the button 

A wait of sixty days is necessary for 
refrigerators. Freezers are in stock 
tor immediate delivery, and take spe- 
cialty selling effort. Cleaners are ready 
for spot delivery and ready for a 
specialty selling job. On table appli 
ances, toaster and waffle irons are 
scarce, all except the “rabbit foot” 
brands that the public seems to be 
shying away from 

In this particular trading area, 
which is dominated by farmers, auto 
matics were accounting for from 7 
to 10 percent of the total sales. 


Selling or Sitting? 


In Chicago there is going to be 
interesting horse race to watch be- 
tween two types of merchandising, 
being used by two different depart- 
ment stores. One of them has sign 
around the table appliance department, 
“bring your purchases up to the wrap- 
ping counter.” The department has 
been reduced to almost a cafeteria and 
$34 mixers and other high priced 


table appliances sit around without a 





to 


word of explanation forthcoming 
customers who wander in. 

The other department store puts on 
a dog and pony show on every occa- 
sion. The experts are up there cutting 
carrots into funny shapes and othier- 
wise entertaining the crowd. (ne 
enterprising manufacturer even rat in 
Jack Bailey of “Queen for a Day” 
fame to hand out autographed 
tures. It is going to be very interesting 
to see which form of selling is most 
profitable to the store in the long run 
—the cash and carry it yourself ca 
teria system, or the drum beating 
proach. 
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COMMERCIAL CREDIT CORPORATION 


A Subsidiary of Commercial Credit Company, Baltimore 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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1949 — 


Can Be a Good Year Too 


You can expect good business to run on 
well through 1948. 


But old-time competition is close upon 
us. 


And 1949 will be a critical year for all of 
us — making lower taxation imperative 
NOW. 


These are the main conclusions drawn from a na- 
tion-wide survey of industry’s plans for new plants 
and equipment which McGraw-Hill has just com- 
pleted. Here are the major findings: 

1. Capital expenditures in 1948 may be a little 

lower but at the most only 8% lower — than 
in 1947. 


to 


In 1949 capital expenditures may decline. 1949 
plans are still fluid. However, those which have 
been projected now show a falling off. (Wash- 
ington planners, please note: Current official 
attempts to discourage capital expansion may 
turn out to be superfluous — or downright 


dangerous.) 


3. Industry’s initial postwar rebuilding will be 
85°% complete at the end of 1948. When this first 
wave of deferred maintenance and expansion 
is finished, American industry will have more 
than half again the capacity it had in 1939. This 
does not mean the end of needed capital expen- 
ditures. Business will need to invest much more. 
(President Truman sets an investment goal im- 
mediately ahead of $50 billion.) But it does 


mean that tough competition is returning fact. 





e IF YOU WANT full details of the McGraw-Hill sur- 
vey of Capital Expenditures, which is summarized in 
this editorial, write to the Economics Department, 
McGraw-Hill Publishing Company, 330 West 42nd 
Street, New York 18, N.Y. 











’ These are solid facts, based on plans which are firm- 
ly made by a broad cross-section of American indus- 
try and which the McGraw-Hill survey revealed. 

The greatest contribution of this survey is the 
information it supplies on business plans for the pur- 
chase of new plants and equipment. What business 
planned to do about such expenditures was by far the 
biggest unknown element in the 1948 outlook. For, if 
business planned to slash its outlays for plants and 
equipment this year, that fact alone could bring a 
sharp downturn in business. 

In making this survey, McGraw-Hill researchers 
all over the nation personally interviewed top execu- 
tives of companies selected to make up a scientific 
cross-section of industry. Each executive was asked 
to give, not his opinion about general business trends, 
but factual details about his company’s plans for 
1948. By adding together the plans of the companies 
interviewed, McGraw-Hill has secured, for the first 
time, a reliable picture of what business plans to do 
in the months ahead. 

Here are plans for 1948 and 1949, as revealed by 
the survey: 


1. Industry still needs more than a year 
to finish its initial postwar maintenance 
and rehabilitation program. 


Among manufacturing industries, top executives 
report that 64% of their program for the immediate 
postwar period is now complete. According to present 
plans, 857 will be installed by the end of this year 
even though some manufacturing industries still 
have a long way to go. For instance, oil companies 
will complete only three-quarters of their presently 
planned expansion program by the end of 1948. 


2. Business may spend less on new plants 
and equipment this year than the record 
$16.1 billion spent last year. But the decline 
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probably will be negligible and certainly 
will not be great enough to bring on a busi- 
ness recession, 

At the time McGraw-Hill interviewed top execu- 
tives, some companies had not yet approved their 
1948 capital budgets. Under the extreme assumption 
that those particular companies will make no capital 
expenditures in 1948, industry’s 1948 bill for new 
plants and equipment wili run to $14.9 billion, or 8“: 
below last year’s record figure. Under the more reai- 
istic assumption that those companies will cut their 
capital investment only as much as the companies 
which had already drawn up their plans for 1948, in- 
dustry’s 1948 capital budget will run to almost $15.8 
billion, a decline of only $300 million from 1947. 

Thus the over-all conclusion of the McGraw-Hill 
survey is that capital expenditures by business will 
be only slightly lower this year than last. 


3. Business executives will not slash their 
1948 capital budgets unless they are con- 
vinced that a real slump is in the offing — 
and they are not convinced now. 


Almost two-thirds of all manufacturing companies 
say they would not cut capital budgets sharply even 
if business activity declined 20°7. What is more, even 
a 15-20% boost in wage rates would have little effect 
on projected capital budgets. If wages go up, 57% of 
manufacturing companies would not change their 
capital budgets, 26% would increase them, and 17% 
would cut them. 


4. Most executives look for an increase in 
their company’s sales this year. 

More than half of all manufacturing companies are 
planning on a sales increase over last year of 10% or 
more. A third of them say sales will be about the same 
as in 1947. And fewer than 10% look for lower sales. 


5. Manufacturing companies will finance 
much of their purchases of new plants and 
equipment in 1948 from funds set aside out 
of past or current earnings. 


Utilities and railroads, on the other hand, must go 
to the securities markets or commercial banks to 
finance most capital expenditures. 

Although manufacturing companies say they can 


finance this year’s capital expenditures in large part 
from current profits and past savings, all evidence 
indicates that, to do so, they will use up most of the 
funds they earmarked during the war for this pur- 
pose. So in 1949, industry must go to the capitai mar- 
kets or to the commercial banks if it is to continue 
to spend for capital purposes. If the securities markets 
continue to lie in the doldrums, as they will wnder 
present tax laws, only companies with triple A credit 
ratings will be able to raise funds that way. 


6. Purchases of new plants and equipment 
may fall off in 1949. 


The McGraw-Hill survey collected all available 
evidence on plans for 1949 capital budgets. Fewer 
than 40% of all manufacturing companies now have 
definite plans for 1949. Of those that have plans, 45% 
intend to spend less than in 1948, 30% plan to spend 
the same amount, and a quarter expect to spend more. 
These preliminary decisions would seem to indicate 
that capital investment may fall off in 1949. 


7. Industry’s production capacity in 1949 
will be far above prewar. 


Manufacturing capacity will be more than 50% 
greater than in 1939 once the present wave of postwar 
building is complete. Almost a third of all manufac- 
turing companies report that their capacity will be 
double or more than double the prewar figure. Thus, 
1949 may see a huge increase in production of many 
things that now are hard to buy. 

The last two points in this summary mean that 
1949 will be a critical year. We must forestall a sud- 
den drying up of capital expenditures in that year. 
We must be able also to absorb a great outpouring of 
production both of capital and consumer goods. 

What will happen to business in 1949, therefore, 
will depend on how successful we are this year in 
dealing with such momentous problems as taxation, 
foreign aid and prices. But 1949 can be a good year 
too. 

The next editorial in this series will discuss the 
pivotal problem of taxes. 





President, McGraw-Hill Publishing Company, Inc. 
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DISTRIBUTOR NEWS 








it 217 West Jeffersor 


rdware Co., Des Moines, 









rrar-Brown Co.. 494 Forest 











k was previously eastern regional 





Avco Mig. Corp 


le periods as sales managet 








MASSACHUSETTS 


DeMambro Distributors, Inc., 


eviously associated with 


stings Sales Engineering Co., 530 
ionwealth Ave., Boston, has been 


was recently ap- 










a three-story brick building at the 
northeast corner of Cardinal and 
Locust Streets for warehouse purposes. 
Headquarters of the firm is at 3900 
Pine St. 

The Ozark Motor and Supply Co., 
Springfield, will distribute Coolerator 
electric refrigerators and freezers in 
southwestern Missouri, according to 


J. H. Ganzer, president of Coolerator. 
NEW JERSEY 

Apollo Distributing Co. Newark, 

has been appointed distributor for 

Coleman heating products and has 


named Sid Thompson as sales man 
ager tor the heating division. Lou 
Blair has been added to the staff to 
assist Mr. Goldberg. Mr. Thompson 
was most recently in charge of the 
heating division for Igoe Brothers, 


Newark arlier he was with the 
American Nokol Corp. and General 


I 
Electric 





NEW YORK 


The a intment of Leo E. Leavers 
is sales promotion manager of Bick 
Brothers Co., Buffalo, is re 





LEO E. LEAVERS 


cently announced by Paul Wolk, presi- 
dent. Mr. Leavers was for the past 
two years associated with the Curtis 


Publishing Co. 


J. J. Clune, merchandise manager of 
Air King Products Co., Inc., Brooklyn, 


For a Good Boss—A Plaque 















































































































EMPLOYEES of the Colen-Gruhn Co., 


exclusive jobbers for the metri 





recently announced that a ne 
Air King Distributors Corp 


area. Alexander Wellington is 





ALEXANDER WELLINGTON 


{ 1 t 
eight years head of Fada of New York 
ind traveled the nation tor Fada Ra 
& Electric Co. Air King Distributors 
ave offices at 5302 Second 
Brooklyn, N. Y 

R. T. A. Distributors, Inc., A 
have been named by J. H. G 
president of the Coolerator Co., to d 
tribute Coolerator freezers and 
erators in eastern New York state with 
the exception of New York City 

lelevision Distributing, Inc., is the 
Buffalo representative of United States 
Television, Corp. The firm is located 
at 915 Broadway and is headed by 
Lester Block. 


NORTH CAROLINA 


Over 200 dealers attended the recent 
showing of the 1948 line of Le i 
reirigerators which was conducted by 
Southern Appliances, Inc., in Char- 
lotte 

Clarence E. Beeson was re 
elected president and general manage 
of the Southern Bearing and Parts 
Co., 315 North College St., Char 
Elected vice-president was Raym 
Beeson and taking the office of secre- 
tary and treasurer was Samuel L. 
McKnight. The elections followed the 







New York distributor, remembered in December 


that the company had not only been in business for 25 years but had also been a good 
boss. So they presented M. Mitchell Gruhn, the president, with a plaque expressing 
that sentiment. Isaiah D. Jacobs (right), who started 25 years ago as a porter and 
is now head shipping clerk, made the presentation. 
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. Iohr) H. Northey, Sr., former 
m. Clarence Beeson has 
and director of the com 
ars and in the last few 
vice-president, treasurer | 
unager. Raymond Bee 
company for 15 years, 
st recently been manager of the 
livision. Mr. McKnight 
tary since 1940. The 


ys about 150 persons. 


OHIO 


W. Le Ir.. has been named 1 
; staff of the Arnold Wholesal 
Cleve nd Mr Le rch as tor 
sale epresentative tor Strong 

le & Hammond Co., Cleveland 
, 1 

». has been named ex 


itor of Stewart-Warne 





trib 
‘ ly 

Walker has been elected 

' the Midland Electric Co 

< Superior Ave., Cleveland. M1: 

former secretary of the dis 

1, succeeds the late Jerome 

we. Before joining Midland in 

Na ) Mr. Walker had been a repre 


the Edison Flectri Ap 


TEXAS 


1 


n Distributing Co., Dallas, has 
] 


. named distributor of Arvin radios 
tn illas | east Texas 
ling to Jack B. Pollock, presi 
e sales manager of the ap- 
States e and housewares division of the 
ted th Texas Appliance Corp. is Jack 
lliwell, who replaces Earl Blough, 
Mr. Helliwell was manager 
Antonio distributing firm 
UTAH 
| Master, sales manager for the 
ted by division of Stewart-Warner 


Char- Chicago, has announced the ap- 
ntment of Wilkins Distributing Co. 
lle the Salt Lake City area 
VIRGINIA 
S. Deverle and D. H. Marshall, 


secre- formerly associated with Thur- 


and Boone Furniture Co. in 
noke for many years, have organ- 
1 Marshall and Deyerle, Inc., a 
lesale appliance firm with offices 
f showrooms at the corner of Park 
nd Salem Ave., S.W.., in Roanoke. 
preme Wholesale Corp., Hamp- 
as been incorporated with maxi- 
m authorized capital stock of $50,- 
to do a general wholesale appliance 


Earl H Aleck is president 





WASHINGTON 


nce A. Tubbs, president of 
s Electric Co. Inc., Spokane. 
esale distributor, has announced 
mpany’s plan of expansion under 


ich capital stock will be doubled and | 


‘ space tripled. 
red 

i H. Brown, former sales repre- 
lative for Northwest Appliance Dis- 


te Spokane branch. 

D. Fletcher was recently ap- 
nted manager of Love Electric Co., 
ane, succeeding H. M. Mac- 
xen, who died recently. 


WEST VIRGINIA 





a showing by the Jones-Cornett 






“ember tric C f i f 

— ttric Co. of Welch at a meeting of 

dv tealers recently. Paul W. Jones, 

_— ‘ident, conducted the meeting, and 

or H. toma Sales manager, described 
Toducts 

DISING 





st R . | 
tors, has been appointed manager 


€ new Kelvinator refrigerators | 


ECTRICAL MERCHANDISING—FEBRUARY 15, 













Super Grand Model 259 


and the 


ROYAL HAND CLEANER 
Model 157 


Now Available 





No finer cleaners made at any price. 
Tops in performance, quality and ap- 
pearance. 


These two models are not packed as a 
combination, although Distributors and 
Dealers can offer them in this manner if 








they wish. 


DEALERS 
contact your 
ROYAL Distributor 
now 
for full 
information. 





540 £. 105th St. Cleveland 8, Ohio 
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NEW POSITIONS 





Philco Corp. 


John Ballantyne, President of Philco 
Corp., has announced the promotion of 
Thomas A. Kennally, vice-president in 
charge of sales, to the position of 


duction since 1942, has been named 
by William Balderston, executive vice- 
president, as vice-president in charge 
of radio division operations. He will 
coordinate engineering, purchasing, 
planning, material control, and pro- 





T. A. KENNALLY 


nt and assistant to the 
‘ ent to assist in the over-all di 
ect the poration’s activities 


At t ime time, 


James H. Car- 
ne, \ i een vice-president in 
ar ge mi indising, was named 





J. H. CARMINE 


re of distribution 


" é created position will 
©€ responsi le t all Philco sales 
merchandising and advertising activi- 
ties 
Mr. Kennally ined Philco in 1924, 
serving i t t representative in 
entral New York r several years 
He Va nat er of the East Central 
927 to 1930, becoming 
anage f the New York office in 
atte r. He was promoted to 
eral sal inager in 1935 and was 
named a vice esident in 1941. Mr 
Car e, « ected with Philco since 
1923, joined the firm as district repre 
entative in Pittsburgh. He later was 
manager of the Syracuse office, man- 


ager of the East Central division, and 
sales manager of the Middle West. In 
1939 he became assistant general sales 
manager and in 1941 was promoted 
to general sales manager 


Gillies Heads Radio Operations 
Joseph H. Gillies, who has been 


vice-president in charge of radio pro- 
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J. H. GILLIES 


" 


duction of all Philco radios and other 
electroni roducts He joined the 
firm in 1929, was named works man- 
ager in 1939, and was appointed a 
vice-president in 1942. 

New in Philco’s advertising depart- 
ment is J. T. Baral, Jr., formerly of 
Gray & Rogers advertising agency 
Mr. Baral will specialize in television 
advertising and merchandising. He was 
it one time advertising and promo 
tion manager of the Roberts & Mander 
Corp. and was employed by Proctor 
& Schwartz, Inc 


Television Representative 


The appointment of Henry T. Paiste, 
former general manager of the Philco 
service division, as special television 





HENRY T. PAISTE 


sales representative was announced re- 
ntly by John M. Otter, general sales 
manager of Philco Corp. 

Mr. Paiste has been with the com- 
pany for 19 years. In 1935 he was made 
manager of the company’s national 
service station and during the war was 
manager of the training and installation 
division. In 1945 he became general 
manager of the service division. Since 
April, 1947, he has concentrated on 
aiding in handling distributors sales 
and service problems in areas where 
Philco telesets have been introduced 


Emerson Radio and 
Phonograph Corp. 


Leslie L. Graham and Stanley 
Abrams have been appointed sales 
manager and sales promotion man- 
ager, respectively, of Emerson Radio 
and Phonograph Corp., according to 
an announcement by Benjamin Ab- 
rams, president. Mr. Graham succeeds 
Charles O. Weisser who became the 
company’s west coast representative. 
He formerly served as Emerson’s 
representative in the mid-western 
states. Mr. Abrams was most recently 





L. L. GRAHAM 





STANLEY ABRAMS 


engaged in serving factory, distributor 
and dealer interests in California and 
western Nevada. 


Cordley & Hayes, Inc. 


James J. Booth, former account ex- 
ecutive with the Ralph H. Jones Co., 





JAMES J. BOOTH 


N. Y., has been appointed advertising 
and sales promotion manager of Cord- 
ley & Hayes, Inc., maker of an electric 
water cooler. 


FEBRUARY 15, 


Stewart-Warner Corp. 


Frank A. Hiter, senior vice presj. 
dent of Stewart Warner Cor), an. 
nounced recently that C. W. Grange 
has joined the company as director of 
public relations. Most recently Mr. 
Grange was vice-president and ej. 
torial director of Harry Coleman Co, 
public relations and publicity firm, 
Previously he was associated with 
Stewart-Warner for over five years as 
advertising manager of the Alemite 
division and advertising director of 
the corporation. 


Radio Corp. of America 


John C. Marden, who joined RCA 
Victor 11 years ago as a salesman, has 
been elected vice-president and general 
sales manager of the RCA Victor Dis- 
tributing Corp., according to Walter 





JOHN C. MARDEN 


M. Norton, president. Mr. Marden 
was formerly sales promotion manager 
of the home instrument department. 
Prior to joining RCA he spent 18 
years in the wholesale distribution 
business. In his new job he will co- 
ordinate sales, advertising and sales 
promotion. 


Coleman Co., Inc. 

Louis Marks has been appointed 
manager of sales training for the 
Coleman Co., Inc., Wichita, Kansas 
He was formerly district representa- 
tive in eastern Michigan and prior to 
the war he was district representative 
for Morley Brothers of Detroit, dis- 
tributors of home heating equipment. 


Eureka Williams Corp. 


O. E. Dostal, former assistant works 
manager, has succeeded D. W. Boylan 
as comptroller of the Eureka Williams 
Corp., according to a recent announce- 
ment by H. W. Burritt, president. Mr. 
Boylan has resigned to join the Lustron 
Corp. 


St. Charles Mfg. Co. 


Thomas J. Aylward has been named 
advertising manager of St. Charles 
Mfg. Co. For the past several years he 
has been on the advertising staff o! 
Macfadden Publications. Miss Sue 
Egan, former advertising manager, is 
now in charge of public relations. 
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NORGE Refrigerator 


Norge Div. Borg Warner Corp., 
570 Woodbridge St., Detroit, Mich. 


New Norge 10 cu. it. deluxe 
reirigerator. 

Selling Features: Automatic defrost- 
ing: 40 lb. frozen food storage ca- 
pacity; full width hydrovoir; full 
width moist vegetable storage con- 
tainer; adjustable shelves; dry stor- 
age compartment in base 


Electrical Merchandising, Feb. 15,1948. 





QUALITY Ranges 
Roberts & Mander Corp., Hatboro, Pa. 


Models: 2 all-electric and 2 combina- 
tion kitchen heating ranges, in which 
cooking is done electrically and heat- 
ing by wood or coal 

Selling Features: “Timer-Cook” con- 
trols cooking automatically 3-ways: 
in oven, in cooker or on any appli- 
ance plugged into timed outlet; 
“Econimizer” broiler permits broil- 
ing with oven door closed; broiler 
leatures cast aluminum broiler grill; 
Centra-Cook top designed to facili- 
tate cooking and cleaning made of 1- 
piece, stain-resisting porcelain en- 
amel; top units provide 7-heats; all 
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Device: 


ranges equipped with 2 giant and 2 
standard units; Model AE-2 equip- 
ped with a pressure cooker which is 
inserted in “Up-r-down” unit, which 
can be raised to top-of-stove position 
for frying or other top-of-range 
cooking when cooker is not being 
used. AE-1 equipped with deep- 
well cooker; streamlined back panel 
with chrome-trimmed lamp, chrome- 
trimmed handles, and new chrome- 
control panel; Visador door and new 
aluminum 


T oe-Space base 
lectrical Merchandising, Feb. 15, 1948. 





CORY Coffee Brewer 


Cory Corp., 221 N. La Salle St., 
Chicago, 1, lil. 
Jevice: Imperial rubberless glass cof- 
fee brewer. 


‘elling Features: 10-12 cup capacity ; 


Cory self-sealing glass-to-glass vac- 
uum seal; no rubber parts; new 
black plastic handle; oversize upper 
bowl which eliminates spilling dur- 
ing brewing process; Cory Flame- 
Tested glass; platinum band trim; 
hinged decanter cover; black plastic 
coffee measure and safety stand. 

slectrical Merchandising, Feb. 15,1948. 





CORY Stove 


Cory Corp., 221 N. La Salle St., 
Chicago, I, Ill. 

New 2-heat stove for Cory 

glass coffee brewers. 


Selling Features: Entire assembly, in- 





cluding porcelain brick and coils is 
removable by loosening one screw; 
connects heater coils with new fric- 
tion-type leaf terminals resting on 
“buttons” connecting coil en $1 
cial side louvers for cooler opera- 
tion; concealed switch regulates 2 
heats—high for brewing, low for 
warming and keeping at serving 
temperature; permanently attached 
cord; chrome steel with black plastic 
trim. 
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CADILLAC Cleaner 


Clements Mfg. Co., 
6650 S. Narragansett Ave., 
Chicago, 38, Ill. 


Device: New No. 600 Cadillac 

Selling Features: “Magic-wand”—a 2- 
piece tubular extension of plastic 
called “Etho-Cell” is light in 


weight; powerful suction with beat- 
ing, sweeping action of a motor- 
driven brush; 2-speed motor—high 
for deep, thorough cleaning or low 
speed for delicate fabrics. 
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WHITING Freezer 


Refrigeration Div., Whiting Corp., 
Harvey, Ill. 


Models: Whiting F-2200 and F-1200 


food freezers. 


Selling Features: Model F-2200, 12 cu. 


ft. capacity ; removable 4 h.p. “Pack- 
aged Power” F22 sealed unit; 
thermostatic control set to maintain 
constant below zero temperature; 
extra large condenser surface elimi- 
nates fan or additional cooling de- 
vices; Fiberglas 4 to 5 in. insula- 
tion; 36 x 20 x 60 in. 

Model F-1200 has over 44 cu. ft. 


capacity: removable 4 h.p. “Pack- 
aged Power” sealed u > @xe a large 
condenser suriace eliminates fan; 





Selling 


36 x 27 x 32 in.; white Duco enamel, 


chrome trim. ‘ 
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LEONARD Refrigerators 


Leonard Div., Nash-Kelvinator Corp., 
14250 Plymouth Rd., Detroit, 32, Mich. 


Models: Super Deluxe models LH-48, 


LF-48, LC-48, LD-48 and LS-48. 


Features: DeLuxe 
models feature top-to-base refrig- 
eration with  retrigerated Fruit 
Freshener, tilt-out compartment 
across bottom; 8.5 cu. ft. capacity 
plus the Fruit Freshener; full- 
length door; built-in frozen food 
chest extending across top of in- 
terior provides 50 lbs. frozen food 
and ice cube storage, drop-down 
door of freezer doubles as rearrang- 
ing shelf; 4 stain resistant aluminum 
ice trays with automatic, built-in 
cube and tray release levers; glass- 
enclosed Hi-Humid Freshener 
cooled by circulation of refrigerant 


Super 





through coils of compartment back 
for moist self-closing glass 
doors; adjustable baffle under frozen 
food chest provides humidity con- 
trol; 2 sets of refrigerating coils 
provide totally different kinds of 
cold in each food-keeping section. 
LC-48 has 8.5 cu. ft. capacity plus 
refrigerated Fruit Freshener ; 40 Ibs. 
frozen food chest; 3 fast freezing 
shelves; large aluminum neat- 
keeper; Presto Shelf; sliding, glass- 
covered Crisper holds 12 qts. 
LC-48 has 8.5 cu. ft. capacity plus 


toods ; 


mounted Zero freezer holds 30 Ibs. 
frozen foods and ice cubes; Presto 
Shelf; twin, glass-covered sliding 


crispers hold 13 qts. vegetables and 
fruits; large umrefrigerated vege- 
table bin holds 14 bushels. 

LS-48, 7 cu. ft. center mounted 
Zero Freezer ; 25 lbs. capacity; 10 qt 





sliding Crisper. 
Electrical Merchandising, Feb. 15, 1948 
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To brighten 
your 1948 
sales picture 
































A few reasons why ‘‘Ohs and Ahs!’’ were used by Conventioneers at the recent 


Chicago National Housewares Show when they saw and felt the sensational 
ng comfort 


f the New Kisc 


Table-Air CIRCULAIR 


Se UTILITY blends with all furnishings as a handy table and 
-— 
powerful air recirculator 
6 
) 
sek SAFETY handsome band grill shields all moving parts. 


wy ECONOMY circulate 
38: 


Kisco CIRCULAIR Line 


more air than ordinary fans—costs no 


e 


more t perate 


PERFORMANCE picks up cool air from floor, circulates it without 


jrafts throughout the room 


he -Table-Air 


Whirlaway, Lo 


ind Airspray—is the Original and Pioneer: the pick 
f the field. ALL CIRCULAIRS are sold on performance, 
a name that stands for engineering skill and 


customer itisfaction 





9et your share of the “Money in 
Circulation” by recommending and LO-AIR 
pecifying Kisco CIRCULAIR Exclu 
— AIRSPRAY 








The ~ Successor to the “Pan” 


KISCO COMPANY, INC. © 3734 CHOUTEAU AVE. © ST. LOUIS 10, MO. 
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The New Kisco TABLE-AIR 


CIRCULAIR 





NEW PRODUCTS 





KISCO Circulair 


Kisco Co., Inc., 39th & Chouteau, 
St. Louis, 10, Mo. 


Device: “Table-Aire Circulair floor- 
type air circulator. 

Selling Features: 18-in. high, designed 
to lend maximum convenience to its 
table top; diameter is also 18 in.; 
portable; available in a choice of 2 
finishes—dark and light blond; mod- 
ern louver-type grille surrounds 
mechanism providing complete pro- 
tection. 

Electrical Merchandising, Feb. 15, 1948. 
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SHERRILL Foot Warmer 


Sherrill’s, 22 W. Church Ave., 
Roanoke, 11, Va. 
Dez ce 


warimer. 


Electrically heated foot 


Selling Features: Footstool in authen- 


tic Colonial design equipped with 
heating element—3 heats—high, 
medium and low; plugs into any 
outlet ; hand finished in solid walnut, 
upholstered in red or blue velvet. 


Electrical Merchandising, Feb. 15,1948. 
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TOOTHMASTER 
Toothbrush 


Toothmaster, 1215 State St., Racine, Wis. 


Device: Electric toothbrush and gum 
massager, No. V. 

Selling Features: Dual purpose with 
interchangeable bristle brush for 
cleaning teeth and massager for ex- 
ercising and massaging gums; ivory 
plastic case; ft. cord and plug; 
115 volts 50-60 cycle; 115 volts 25 
cycle or 220 volts 50-60 cycle. 

Electrical Merchandising, Feb. 15,1948. 
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Device: Groomaster shoe shiner, 
Selling Features: 












APPLIANCE 


GROOMASTER Shoe Shiner 


Manchester Machine Co., St. James, Mg 





2) 
! eatures 1 20th h.p. motor 
with built-in fan for cooling motor 
and a sheared sheep buffer mounte; 
in a walnut or cherry cabinet. Home 
Electrical Merchandising, Feb. 15,194 





EDWARDS Pump 
Edwards Co., Sanford, N. Y. 


Device: Edwards Diaphragm Pun 
and Home Water System, No. 3 

Selling Features: Diaphragm pumping 
principle eliminates packings, pistor 
leathers and all sliding parts; rubber CL 
diaphragm allows for simplified in 
ternal construction, doing away wit 





crossheads, guides, packing gland 81 | 
etc.; water cannot pass the dia Mode 
phragm to reach the bearings ; avai Collis 
able in 275 and 375 gal. per hr. sizes sae aioe 
driven by 4 and ? h.p. motors a 
Electrical Merchandising, Feb. 15,1948 si 5 
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MICKEY’S Hot Dog Sizzler 


Thomas Mfg. Co., 828 N. Richmond St, 
Chicago, 22, Ill. 


Device: Hotdog roaster. 

Selling leatures: Compact unit; por- 
table; roasts 2 frankiurters in thet 
own juice; unit is heated tor 5-min 
and trankfurters roasted for 3-mt 
spoon especially designed to turn 
franks over and keep them trom 
sticking to sides of oven by turning 
knob; operates on 110-volts; a ¢4 
model is also available that o erates 
from average car battery of 6 volts; 
wiring and receptacle furnished wit 
car model. 

Electrical Merchandising, Feb. 15, 1948 
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WESTINGHOUSE Television 
Set 


Home Radio Div., Westinghouse Electric 
Corp., Sunbury, Pa. 





Device: No. 181 television console. 
S Features Equipped with 
“Westi nghouse automatic Focuser” 
to bring in telecast perfectly tuned, 
cused and synchonized on 52 sq 
in. screen; authentic Chinese Chip- 
pendale cabinet mahogany veneers. 


Electrical ». 15,1948. 
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CLEERVUE Television Set 





Cleervue Television Corp., 




















Va ) : 
, glas 81 Willoughby St., Brooklyn, 1, N. Y. 
the d Model: Hollywood. 
ete Selling Features: 12-in. direct view 
oie vivel screen can be focused 180 
, . in any direction; 5-deck chas- 
15,194 has 5 separate instruments de- 
zned to reduce service problems; 
each section a plug-in unit which 
can be removed and replaced in- 
stantaneously; equipped with 30- 
tube receiver; full 13 channel 
coverage; FM sound system; auto- 
matic trequency control for hori- 
zontal hold; stable vertical hold; 4 
megacycle picture band-width for 
high definition; 4-stages of video 
IF; 2 stages of video amplification; 
J-stage syno separator and clipper ; 
high-voltage supply of flyback type; 
agnetic detlection and focusing; 5 
mt controls conveniently located. 
Electrical Merchandising, Feb. 15,1948. 
izzler 
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5 a ca 
operate REGAL Radio 
6 its ° 
had per Regal Electronics Corp., 603 W. 130th 
ed wi 
St., New York, 27, N. Y. 
15, 1948 ae No. 1107 Regal table radio. 
lling Featuress Large size (10x7x6 
a) superhet with slide rule dial; 
. PM Alnico 5 speaker ; built in 
looy with provision for outside 
aerial in walnut cabinet; standard 
mele band 545—1650 ke.; 117 volts, ac.- 
" d.c. 
Electrical Meri handising, Feb. 15, 1948. 
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RCA VICTOR Radio Phono 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Device: Model 7111V3_ radio-phono 
console in Hepplewhite cabinet. 

Selling Features: Lower two doors 
feature a 3-tone pattern in wood in- 
lay open outward to reveal a spacious 
record storage cabinet on left and 
speaker grille cloth on right; 2 upper 
loors with contrasting horizontal 
pattern of matched-grain veneers 
open downward to expose radio on 
right and Victrola phono - on 
lett; radio provides standard, short- 
wave and FM reception; tilt- out 
type; phonograph rolls — on its 
lowered door, features a 2-post auto- 
matic record changer playing up to 
12 records. Available in mahogany 
or walnut finish; other features in 
clude RCA Victor’s Golden Throat 
Tone system; Silent Sapphire Pick 
up; 10-watts push-pull power out- 
put; 12-in. electrodynamic speaker ; 
built-in antenna; 4-point tone con- 
trol; push-button tuning; jewel light 
indicating when set is in operation; 
10 tubes; a.c. 

Electrical Merchandising, Feb. 15,1948 





ZENITH Radio-Phono 


Zenith Radio Corp., 
6001 W. Dickens Ave., Chicago, 39, Ill. 


Model: Regent No. 9H885 console 
radio-phono. 

Selling Features: Cobra tone arm and 
Intermix record changer r automati- 
cally changes 12-10 and 10-12 in. 
records intermixed; 2-band genuine 
Armstrong FM; and standard re- 
ception; Radiorgan tone control; 
12-in. concert grand speaker ; silent- 
speed low impedance Wavemagnet 
for broadcast band and FM antenna; 
radio tilts out to convenient waist- 
high tuning position; phono glides 
forward as door is pulled smoothly 
open; American walnut veneers. 

Electrical Merchandising, Feb. 15,1948. 
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NEW RADIO PRODUCTS 


BENDIX Radio-Phono 


Bendix Radio Diy., Bendix Aviation Corp., 
Baltimore, 4, Md. 


Model: No. 1533 radio-phono in Swe- 


dish mahogany finish. 


Selling Features: New phantom grille 


provides more tone while retaining 
true cabinet styling—no cloth, but a 
new application of synthetic veneer; 
standard and shortwave bands; 12 in. 
dynamic speaker ; drawer-type auto- 
matic record player brings changer 
into full view for easy loading; op- 
posite drawer opens on radio control 
panel; brite-lite dial; 5 tubes and a 
rectifier. 

Electrical Merchandising, Feb. 15,1948. 





AUDAR Record Players 
Audar Inc., Argos, Ind. 
Device: Telvar portable automatic 
record player, and “Carousel” all- 
plastic portable phono. 


Selling Features: Automatic 2-tone 
leatherette carrying case holds single 





post VM record changer which 
plays 12-10 or 10-12 in. records with 
cover closed; case also includes 
3-tube bass boost amplifier and PM 
speaker; weighs 21 Ibs. 

“Carousel” all plastic portable 
phono has storage space for 10 rec- 
ords in a removable bottom; top be- 
comes turntable when removed; 
plays 10 or 12 in. records; weighs 





7 lbs. complete; tone arm uses P-89 
high-fidelity crystal cartridge gen- 
eration 3-volts at 1000 cycles; stand- 
ard phonograph motor; 1 rectifier 
and 1 stage of power amplification 
using Sylvania-Loct: als; shock- 
mounted chassis; 4-in. speaker. 


Electrical Merchandising, Feb. 15,1948 
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UST Table Teleset 


United States Television Mfg. Corp., 
3 W. 61 St., New York 23, N. Y. 


Device: New table model with 10-in. 
direct view tube. 

Selling Features: Yields a picture 
close to 9 x 7 in.; modern design 
cabinet; 4 controls placed vertically 
for eye-appeal and practicality ; crys- 
tal picture detector adds detail and 
sparkle; automatic picture synchro 
nizing controls; 13 channel tuner; 
4 stages of picture I-F amplifica- 
tion; accessible to all parts; 5 x 7 in. 
electrodynamic speaker. 


Electrical Merchandising, Feb. 15, 1948 
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UNIVERSAL Home Recorder 


Universal Microphone Co., Centinela, 
Warren Lane, Inglewood, Calif. 


Device: Universal RC recording chas- 
sis 
Selling Features: Patented panto- 


graphic movement makes possible 
equally spaced cutting over the en- 
tire record; groove depth adjustment 
visible and adjustment can be made 
in recording position; pantographic 
action keeps guide shoe at correct 
angle in lead screw thread: lift-lever 
at side of head allows operator to 
locate stylus in exact groove location 
after lead screw has been engaged; 
new RC recording chassis records 
music and voice; recording head 
automatically lifts at end of 10 in. 
record; 10-in. turntable, heavy duty 
110-volt 60 cycle 78 rpm. motor; 
complete with crystal pickup to play 
back 12 in. records. 

Electrical Merchandising, Feb. 15, 1948 

v 
LEWIS Griddle 
Lewis Electrical Mfg. Co., Cleveland, O. 


Lewis pancake griddle, No 


Selling Features: Equipped with auto- 
matic heat control which regulates 
temperature of baking surface con- 
tinuously without any attention; 
11 in. baking surface allows 3 cakes 
to be baked at time; heavy alu- 
minum surface prevents sticking; 
can also be used for frying bacon, 
eggs, chops, steaks or french toast; 
ac. only; 34 in. high; 1100 watts. 

Electrical Merchandising, Feb. 15, 1948 
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The NATIONAL APPLIANCE AND RADIO PICTURE 
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G-E Reduction Hailed 
1 rie eral eductions in 
I by General Electric vere 
greeted happily by the buying publi 
and dealers alike. The feeling down 
South was that G-E had done a fine 


thing in taking the lead and the pub- 
licity value of the move alone was 
l This reporter actually 
several buyers who impul- 
sively said they would “buy G-E not 


because of the price reduction, but be 





ause of the move to lower prices.” 
Obviously, it was a shrewd move. 
Deliveries on almost everything ex- 
t range efrigerators and washers 
it least in the major cities of the 
out e bette than at any time in 
‘ t seven years and this statement 
cove practically all brands. In the 
S¢ mdary cities such as Ma yn, Mo- 
bile, Bat Rouge and Sa Antonio, 
leliveries are spotty but considerably 
better than a year ago Some of the 
promotional programs of utilities to get 
e to switch to oil heating in 
to relieve powe loads, hit a 





ag when fuel oil supplies ran short 
In south Georgia and north Florida, 
he was an unprecedented demand 
1 wood-burning stoves. 
In Alabama, the rationing of gasoline 
to dealers by the big oil firms indicated 


ossible turther complications. 





asniones 


Price War Possible 


( etit in the ill appliance 
fe the most irt is ap- 
the aturatio int as 
r een i a te lealers ex 
P ed ¢ t at e cutting 
‘ r r 1 e evident 
I ( t t k and 
( t i i n eane 
i ( 1, the ale 5 
t ‘ vill put out more 
i ett e pri Sa d 
F there at ally lil . 
ca ( etitior r < 
t ‘ 
< i! ervice business is still 
ea : yfitable, but many dealers 
ave dr ed sidelines altogether. As 
ng 1ying keeps up, extra items 
ire! t neece lt kee] the cash register 
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“COULDN’T WE RELAX AND JUST LISTEN TO 
YOUR COLLECTION OF SOUTH SEAS RECORDINGS?” 











THE FAR WEST 


(Continued ) 





tomers have already purchased before 
they are called.” From Billings, Mont., 
comes the statement: “Refrigerators, 
combination coal and electric ranges, 
clothes dryers, fractional horsepower 
motors, and quality line small appli- 
ances still seem to be in short supply.” 


Can Service Make Money? 
Dealers eve ry where are keeping up 
their service departments, but it is 
interesting to find that several firms 
vho felt a year ago that war experi 
ence had taught them to make money 
from repair work, now that free service 
has come back into the picture with the 
sale of new appliances, find that their 
ambitions have shrunk to “breaking 
even”. Says a report from Montana 
“Dealers with service departments 
claim to be making money and ex- 
pect to continue to do so. There is a 
noticeable tendency for ‘new’ dealers 
and general merchandising firms to 
farm out their service problems, especi- 
ally in radio and refrigeration, to a 
straight repair service firm. Estab- 
lished straight electric dealers know 
they cannot hope to remain in business 
without a service department to sup- 
Most dealers do 
not charge guarantee service against 
the repair department, but allocate it 


pleme nt their sales.” 


gainst the respective sales depart 


t 


ments whose appliances are involved. 
Most firms recognize the great value 
of a generous service policy in making 
friends tor the store and properly 

irge some of the expense against 


lvertising 


Virgin Replacement Market 


Few dealers have any idea of the 
number of their sales which actually 
eplacements, but it seems apparent 
that the replacement market has as yet 
hardly been touched 





Trade-ins are, 
however, beginning to appear in some 
numbers. Most of the dealers ap- 
proached, of course, belong to the 


sounder firms and report a conserva- 
tive policy of allowing only what can 
be obtained by reclaiming and resale. 
\s a consequence, many owners are 
keeping their old appliances or selling 
them through want ads for higher 
prices. Dealer associations are alive 
to the possible future menace of a flood 
of “junk” appliances and are urging 
their members to keep their offers 
within reason. One firm says: “The 
policy of our store is to give an allow- 
ance based on a conservative selling 
price less normal margin, less cost of 
reconditioning sufficient to enable a 
90-day warranty.” Another report: 
“Most dealers have no fixed policy as 
yet in regard to trade-ins, because 
many are new and because supply still 
governs their thinking. Distributors 
do not seem to be counseling dealers on 
this matter.” Los Angeles says: “It 
is estimated that 85 percent of the 
proffered trade-ins are accepted by 
dealers.” Salt Lake reports that the 
market for reconditioned trade-ins is 
now very slow. 


The Value of Sidelines 


Practically all of the dealers say 
they are keeping on some non-elec- 
trical lines. Not only are these profit- 
making and give stability to the 
financial structure of the firm, reports 
one dealer, but they have great pro- 
motional value. On the other hand, 
most firms have just about closed out 
the war-carried lines which they do 
t intend to make part of the per- 
manent structure of their stores. Con- 
tinued in most instances are musical 
instruments and records, related house- 


ware lines, such as pressure cookers 


and better lines of utensils, expensive 
gift wares, selected lines of toys. Polli- 
cies vary, of course, with the back- 
ground of the firm and its war experi- 
ences. A Boise report expresses the 
general situation when it says that 
very few stores in that area are now 
exclusively electrical. 

This situation is given as an ex- 
planation by some of the fact that very 
few failures have been reported in re- 
cent months from most sections of this 
area. Then too, in spite of the spec- 
tacular increase in numbers of elec- 
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trical stores, the phenomenal 
tion growth of the Pacific C 


ast 





to some extent kept pace, and 
areas, such as San Diego, feel + 
fair balance has already been reach, 
In Los Angeles, where t 


association keeps pretty a ate 
ord, out of 10,000 dealers the; 
about 60 to 70 failures « 
with from 30 to 40 new stores ope 


resulting in a net loss of 


40 firms. Few as vet feel that 
is any serious problem ari 
these iailures. 


Outside Salesmen at Work 


Outside salesmen have already 
added by many firms and most of th 
rest have plans in prospect for a pro. 
gram of this sort to be started withiy 


the next few months. According t, 
available figures, however, the West as 


: st as 
hole is probably somewhat be! 








rest of the country in the percent. 
spent on selling costs thus far, A 





age 
questionnaire addressed to Spol 
dealers revealed that 25 percent ¢ 





them already have an outside sales 
staff, 75 percent plan to have one, 17 
percent definitely will not have ou- 
side men, while 8 percent are unde- 
cided. While the majority of dealers 
in San Diego have added salesmen, 
some are waiting until appliances are 
more abundant—and, remarks one job- 
ber, “perhaps they are waiting too 
long.” The West is also behind the 
country as a whole in the proporti 
of gross income spent for advertising 
and promotion. However, most of 
the dealers replying have comprehen- 
sive promotion programs and are step- 
ping up their advertising allowances 
for the coming year. 


The Canadian Tax 


From British Columbia come 
ports of serious apprehension in 
gard to the excise tax of 25 percent or 
electrical appliances. The dealers’ 
association in Vancouver passed reso- 
lutions expressing their willingness to 
comply with the ruling, but objecting 
to the classification of gas and electric 
ranges, water heaters and refrigerators 
as luxury items. The government has 
since removed the tax from ranges 
and water heater sales. The dealers 
would also like to see the tax set ‘ 
a sliding scale, with no tax on esset 
tial items selling in the lower and 
medium brackets. They express real 
concern for the dealers’ position when 
the excise tax is removed. It is recom- 
mended, if it be found necessary 
to impose a tax, that when such t 
is removed, it be done at an unar- 
nounced period and on a g 
scale, so that the loss to the retailer 
be spread over a reasonable 
time. 





Hooper Leaves RCA for 
NBC Television Post 


Richard Hooper, former pr 
manager for RCA Victor, 
manager of television exploitation 10 
the National Broadcasting Co., it was 
announced recently by Noran E. Ker- 
sta, NBC director of television Of 
erations. Mr. Hooper joined RCA mm 
1939. In 1943 he became advertising 
manager of the Victor division office 
Chicago. 
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Scheduled Meetings 


ANNUAL CONVENTION & 
EXPOSITION 
Notl. Assn. of Home Builders 
Hotels Stevens and Congress, Chicago, 
iil. 
February 22-26 


4TH ANNUAL WIRING 
CONFERENCE 
Natl. Adequate Wiring Bureau 
Hotel Stevens, Chicago, Ill. 
February 26-27 


ELECTRICAL TRADE EXPOSITION 
North Central Mfrs. Club 

St. Poul Auditorium, St. Paul, Minn. 
March 1-4 


PLANNED LIGHTING EXPOSI- 

TION & CONFERENCES 
Commercial & Industrial Sections, 
Electric League of Western Pa. 
William Penn Hotel, Pittsburgh, Pa. 
March 1-4 


NATL. MARKETING 
CONFERENCE 
Chamber of Commerce of U. S. 
Jefferson Hotel, St. Louis, Mo. 
March 11-12 


CHICAGO STOKER EXPOSITION 

Midwest and Chicago Stoker Assns. 

Commonwealth Edison Assembly Hall, 
140 South Dearborn St., Chicago, 
itl. 

March 11-17 


ANNUAL CONVENTION & 
RADIO ENGINEERING SHOW 
Institute of Radio Engineers 
Hotel Commodore and Grand Central 
Palace, N. Y., N. Y. 
March 22-25 


HARDWARE — HOUSEWARES 
APPLIANCE SHOW 

North Dakota Retail Hardware Assn. 

Town Hall, Fargo, N. D. 

March 23-25 


1ST ANNUAL ELECTRIC SHOW 
Electric Institute of Boston 

Mechanics Bldg., Boston, Mass. 

April 3-10 


14TH ANNUAL SALES CON- 
FERENCE 
Edison Electric Institute 
Edgewater Beach Hotel, Chicago, Ill. 
April 6-8 


SPRING NATL. MARKET WEEK 
St. Paul Auditorium, St. Paul, Minn. 
April 20-23 

17TH PACKAGING EXPOSITION 
American Management Assn. 


Public Auditorium, Cleveland, Ohio 
April 26-30 


INT. TRADE FAIR 
Toronto, Canada 
May 31-June 12 


19TH ANNUAL MEETING 
Radio Mfrs. Assn. of Canada 


Royal York Hotel, Toronto, Canada 
June 15 











G-E Expands Plant 
For Fluorescent Lamps 


Work has started on the construc- 
ton of a $750,000 addition to the Jack- 
‘on, Miss, fluorescent lamp plant of 
stneral Electric Co. It will make pos- 
‘ile the doubling of production and 


Provide additional employment of 350 
eTsons. 
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Washer Meeting 


eeee= CONTINUED FROM PAGE |qemmemee 


placed in the manual, and that a test 
procedure for driers be developed. The 
engineering committee is continually 
working with the underwriters. For 
example, the American Association of 
Architects has standards on the meas- 
urements for home construction, con- 
sisting of a “module of 4 inches.” This 
will be worked into laundry equipment. 

The water connection to washers is 
a moot question at the present time. 
At a recent meeting in Boston of the 
American Society of Sanitary En- 
gineers it was suggested that a na- 
tional plumbing laboratory be set up 
so that items could be run for tests 
before they were placed on the market. 
Such a laboratory is not in existence. 
One is being contemplated and will 
be in Chicago headed by Wm. Reedy, 
who has charge of the bureau of 
plumbing for the City of Chicago. This 
laboratory can set up requirements for 
the handling of fresh and waste water. 
It may issue a seal of approval. 

*M. A. Toussaint of American Iron- 
ing Machine Co., spoke on the need 
of reporting sales from marketing 
areas rather than states because states, 
he said, are merely political subdivi- 
sions and have no relation with sell- 
ing. 

Col. Wm. Shaw, publicity generalis- 
simo, stated $1,481,181 worth of maga- 
zine publicity had been printed about 
the domestic laundry last year, based 
on space rates 


Officers Re-Elected 


Re-elected were: President, Roy A. 
Bradt, Maytag; Ist vice president, C. 
G. Frantz, Apex; 2nd vice president, 
Oscar Lenna, Blackstone; 3rd _ vice 
president, J. C. Nelson, Easy. Treas- 
urer, B. J. Hank, Conlon. 

New executive board: C. E. Ander- 
son, General Electric; G. W. Castner, 
Beam Mfg. Co.; H. G. Evans, Hamil- 
ton Mfg. Co.; E. L. Farquharson, 
Landers, Frary & Clark; I. N. Merritt, 
Conlon; F. M. Fitchell, Frigidaire; H. 
P. Nelligan, Easy; and Jud Sayre, 
3endix. 


Twin Cities Electrical Trade 
Exposition March 1-4, 1948 


The 1948 Electrical Trade Exposi- 
tion of the North Central Electrical 
Manufacturers Club will be held in the 
St. Paul Auditorium Exhibition Hall, 
March 1 to 4, 1948, according to an- 
nouncement by Harry S. Davis, presi- 
dent of the organization. It will be held 
in conjunction with the electrical in- 
dustry convention. The following con- 
cerns are among those who have al- 
ready contracted for space: 


Nash-Kelvinator Corp. 
Clark Water Heaters 
Hotpoint, Inc. 

Noma Electric Products 
Malleable Iron Range Co. 
Eureka Williams Corp. 
Sunbeam Corp. 

Landers, Frary & Clark 
Westinghouse Corp. 
Sylvania Electric Products 
General Electric Lamps 
Frigidaire Div. 

Silex Company 

Nu-Tone, Inc. 
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Neat from the customer's side! User has 
catalog data at correct reading angle 

with both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has its 
place, cannot shde To change sheets, 
you handle only ! section; section 
instantly removed and instantly 
replaced. Order additional sections 
as your needs demand. 





Save Time, Temper, Money! 


Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 
es a delay, no annoyance, no chance to mislay any sheets 
, or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly. 
| Remove any single section for page replacement 
7 without disturbing the balance of the whole set. 
EVER READY is lifetime built, handsome. Tens 

awn of thousands in use. Order yours today! 













| 
*, = Lt Genevo Mfg. Co., 420 Stevens St., Geneva, lil, 
is Gentlemen: Please ship me: 
Py wo--Ne. 12 EVER READY Holder. 15 in. wide, Compeny-... 
12% in. deep, 5% in. tilt. Sturdy steel, 
dork green boked enamel. Capacity, 12sec- aw. of. 


tions. With wings and 2 sections: $5.65 Ea. 

W3, .---Ne. 24, like No. 12. With wings ond 2 padres 
e sections. 29 in. wide, 12% in. deep. Capac- 
ity, 24 sections. $8.50 Eo. 

..--Add't Sections, $1.00 Eo. 
NOTE: Check Kolomozoo 4-post 0), Ring Binder 3-post 0 
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MONEY BACK GUARANTEE! 
















A. Open Section 8. Replace sheet, 
close section C. Replace section 
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ORDER TODAY! ALL SHIPMENTS EXPRESS 4 
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SEARCHLIGHT SECTION 





EMPLOYMENT : yy ry: EQUIPMENT 
BUSINESS : OPPORTUNITIES : USED OR RESALE | 








fall in the following general categories: 


Field Product Specialists 


Sales Promotion Managers 


EXCELLENT OPPORTUNITIES 
for SALES EXECUTIVES 


As a result of one of the most aggressive expansion programs in the appliance 
industry—we have a few choice openings for experienced men with thorough back- 
ground and proven ability in the marketing of major appliances. 


These openings 


Department and Furniture Store Contact Men 


Here is an opportunity for properly qualified men to join one of America’s pioneer 
appliance manufacturers—and really do a job. This is not a short term proposition— 
we are seeking men who are interested in the long range possibilities that are open 

Reply in confidence—state age, experience, background, salary expectations and 
any other pertinent information. Our staff knows of this advertisement 


SW-3831, Electrical Merchandising 
520 North Michigan Avenue, Chicago 11, III. 
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American Weekly, The ... oe Ow 
Camfield Mfg. Co......... ee 
Commercial Credit Corp...... re 


Conlon Div. Conlon-Moore Corp. 
Fourth Cover 


Geier Co., The P. A. oe 
a 
es a” re 
Premier Vacuum Cleaner Div. 


General Electric Co... . . Third Cover 
Searchlight Section rae 





MANUFACTURER’S 
REPRESENTATIVES 


Traveling Ohio, Indiana, and Ken- 
tucky for past twenty years, selling dis- 
tributors, department, furniture and ap- 
pliance stores, are interested in good 
appliance and related lines for any or 
all of above territory. Commission ar- 
rangement preferred. 


RA-3799, Electrical Merchandising 
620 North Michigan Ave., Chicago 11, IL 














Your inquiries to advertisers 
will have a special value .. . 


—for you—the advertiser—and the publisher, if 
you mention this publication. Advertisers value 
highly this evidence of the publication you 
read. Satisfied advertisers enable the publisher 

secure more vertisers and—more adver- 
tisers mean more information on more products 
or better service—more value—to YOU. 
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LETTERS 


REA Clears Up a Few Points 


To the Editor: 


A good deal of confusion has arisen 


about the capacity of REA-financed 
power lines provide current to op- 
erate ranges, water heaters and other 


220-volt appliances. We have been re- 
of inquiries as to the 
proportion of farms connected to REA- 
financed lines having 2-wire and 3-wire 
We are unable to answer 
these questions definitely, for two rea- 


ceiving scores 


services 


sons. The first is that we have no 
record, and second is that the answer is 
completely unimportant and without 


significance. 

Any farm which now has a 2-wire 
service can have a 3-wire service any 
time it needs it. This is true of all lines 
—urban and rural, REA financed and 
privately Any REA bor- 
rower will provide 3-wire service to 
the meter pole without charge to the 
consumer, and many will provide such 
service through the meter to the fuse 
box or circuit breaker without charge. 

The wiring the house, of 
course, is at the expense of the con- 
sumer, although there are some utility 
suppliers including a few REA bor- 
rowers who share this cost to some ex- 
tent 


financed. 


inside 


The nearest we can come to answer- 
ing the questions specifically is to say 
that in the earliest days of the REA 
program, a substantial proportion of 


the farms connected to REA-financed 
lines, perhaps a half of them had 2-wire 
service; recently, almost no 2-wire 


services have been installed. 

As for the proportion of transformer 
sizes, an analysis of the orders for 
transformers received on three days, 
this fall, selected at random, shows that 
between 75 and 80 percent of the trans- 
former orders were of the small sizes— 
mostly 3 kva, with a very few 14 kva 
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transformers—about 17 percent were 
5 kva., and the balance larger. 

As with service wires, the trans- 
former will be changed whenever the 
needs of the consumer require it. 

Transformers are the major factor 
in keeping the rural power line con- 
struction program slower than it might 
be. Nevertheless, it is at the highest 
peak in history right now, and going 
faster every day. Some time during 
the first week of December, Connec- 
tion No. 2,000,000 will be made to the 
REA-financed lines. We don’t know 
where that one will be made, but it 
might be in any one of 45 states, Alaska 
and the Virgin Islands, for construc- 
tion is going ahead everywhere. Since 
June, one new consumer has been 


added to the lines every 20 seconds of 
every working day. 

And, of course, every new consumer 
added is a red-hot prospect for all 
kinds of electrical goods. Although the 
newly electrified farm family is some- 
thing like a honeymoon couple in that 
it has no electrical equipment to re- 
place or turn in, and must start from 
scratch to get a whole new installation ; 
nevertheless we find that consumers 
who have had electricity a few years 
are about as good prospects for appli- 
ances as those newly connected. 

Most REA-financed power systems 
are overloaded. They were designed to 
be heavied up whenever the need for 
it should arrive. Unfortunately, the 
need arose when the necessary mate- 
rials were almost impossible to obtain. 
However, these system improvements 
are being made very rapidly and the 
shortage of power generating facilities 
of those who supply wholesale energy 
is about as much of a problem this win- 
ter as the incapacity of the lines and 
substations to carry the load. 

The average consumption per farm 
has increased to a point far beyond our 
estimate of where it would level off; 
which was about 100 kwh. per monthe 
in the regions of high farming income 
and 60 to 70 kwh. in other regions. The 
average throughout the country was 
123 kwh. in December 1946. It will 
be far greater than that in December, 
1947, in spite of dilution by the largest 
number of new connections in 1947, of 
any year in our history. 

This is the point I would like to get 
across to your readers. The REA lines 
are a very large potential market now, 
this winter, for major appliances. The 
lines will carry ample current to oper- 
ate them. This winter, and perhaps the 
next, the operators of many REA- 
financed systems will probably request 
their consumers not to use range and 
water heaters from 5:30 to 6:30, but 
there will be no restrictions at other 
times. The factors which have re- 
tarded the production of transformers 
are the same factors which retarded the 
manufacture of ranges and water heat- 
ers; increase in the production of 
either will be paralleled by increase in 
the production of the other. 

ALLYN A. WALTERS, 
Information Service Division 




















“AND YOU'VE NO IDEA HOW GENTLE IT IS WITH FLIMSY 
UNDERTHINGS UNTIL YOU TRY IT!” 





ANN NoTHER 


AV TOMATIC. 
WASHER, 
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“NUTS TO ‘BOBBY BUNNY’—TROT 
OUT THE BOOGIE-WOOGIE.” 








Likes Appliance Business 


To the Editor: 

I am now in my twenty-ninth yex 
in the appliance business in my chosen 
community. I find it just as interest. 
ing and fascinating today as when ir 
the eager years of my youth I first en. 
tered it. But at no time during th 
more than a quarter of a century | 
have spent in appliance retailing, has 
the business of the independent appli- 
ance retailer seemed to me as sound 
and as capable of yielding rewards 
commensurate to the time and effort 
it consumes as it does today. The 
business has come of age. It ha: 
public acceptance. 





More Product—More Business 


But most of all the business of today 
offers the retailer more things to se! 
It has broadened the base of his opera- 
tion. New things like the automatic 
washer, the automatic dryer, the home 
freezer—as well as greater public ac- 
ceptance for such things as ironers 
electric ranges, dishwashers and kitch- 
en cabinets; these are the things that 
have put the appliance dealer’s busi- 
ness on a sounder basis. He can do 
more business with his old customers 
and in addition he has more things to 
sell to attract new ones. 


Repairs Can Pay Off 


Even the service can be made 4 
profitable factor in his business. As 
appliances become more complicated 
and the housewives learn to depend 
upon them in the daily routine of liv- 
ing, it becomes increasingly importatt 
to have adequate and efficient repait 
service in each community. What a0 
opportunity for the independent appli- 
ance dealer! And the public is willing 
to pay a fair price for that service- 
more so than during any previous time 
in my recollection of the business. _ 

In my opinion the independent app! 
ance dealer is in a stronger com 
petitive position than he has ever beet. 
It is time to stop slanderous and mal- 
cious rumors—‘“Watch out for the a)- 
pliance dealer—he’s about to go broke. 

Davip URNER, 
Urner's Appliance Center, 
Bakersfield, Cali! 
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PREMIER VACUUM CLEANER DIVISION - GENERAL ELECTRIC COMPANY BRIDGEPORT 2, CONN. 






























MORE THAN 12,000,000 WOMEN ARE INVITED 
TO ASK YOU 
| TO SHOW THEM 
t THE EASIEST WAY 
1 TO DEMONSTRATE (AND 

SELL) AN IRONER! 






‘ =~ * % Zt 
— =e 








This Conlon 
Advertisement in 
National Women's 
Magazines this 
Spring will send 
women into 





your store! 
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Come ae with (Dlon 


AND LEAD YOUR AREA IN 
IRONER SALES AND PROFITS 
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Fr a C nye Ul ; 
Midi 74 Kieme Leundry 


you will want a handsome, new Conlon lroner and 





also a fast, thorough Conlon Washer. With eoch one 
you get ar exclusive Conlon 15 Year Rebuild Guaran 








C2 PORTABLE IRONER 


GUARANTEED QUALITY >| | Weighs only 24 pounds, yet has a big 5” diameter 
WASHERS AND IRONERS > roll, full 22” long, 1200 watt unit in aluminum alloy 
) 


/ ironing shoe that saves 30% electric current. Has Conlon 
Conlon Division, 1824 S. 52nd Ave., Chicago 50, INlinois ol | “Magic Dial” thermostat—user con “dial” correct heat for 
Conlon-Meere Corporation a rayon, silk or any fabric. PRICED FOR FAST, PROFITABLE TURNOVER. 





